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FOREWORD

Dr.Ishari K Ganesh
Chancellor

Vels Institute of Science, Technology and Advanced Studies (VISTAS), Deemed to be
University, was established in 2008 under section 3 of the Act of 1956 of the University
Grants Commission (UGC), Government of India, New Delhi.

VISTAS has blossomed into a multi-disciplinary Institute offering more than 100 UG & PG
Programmes, besides Doctoral Programmes, through 18 Schools and 46 Departments. All
the Programmes have the approval of the relevant Statutory Regulating Authorities such as
UGC, UGC-DEB, AICTE, PCI, BCI, NCTE and DGS.

Our University aims to provide innovative syllabi and industry-oriented courses, and hence,
the revision of curricula is a continuous process. The revision is initiated based on the
requirement and approved by the Board of Studies of the concerned Department/School.
The courses are under Choice Based Credit Systems, which enables students to have
adequate freedom to choose the subjects based on their interests.

| am pleased to inform you that VISTAS has been rendering its services to society to
democratize the opportunities of higher education for those who are in need through Open
and Distance Learning (ODL) mode.

VISTAS ODL Programmes offered have been approved by the University Grants
Commission (UGC) zDistance Education Bureau (DEB), New Delhi.

The Curriculum and Syllabi have been approved by the Board of Studies, Academic Council,
and the Executive Committee of the VISTAS, and they are designed to help provide
employment opportunities to the students.

The ODL Programme [B.Com., BBA , B.A(Hons)-Economics and B.A(Hons)-English] Study
Materials have been prepared in the Self Instructional Mode (SIM) format as per the UGC-
DEB (ODL & OL) Regulations 2020. It is highly helpful to the students, faculties and other
professionals. It gives me immense pleasure to bring out the ODL programme with the noble
DLP RI HQULFKLQJ OHDUetend Yhy chinQretda@didh& dnd appreciation to the
Programme Coordinator and the entire team for bringing up the ODL Programme in an
elegant manner.

At this juncture, | am glad to announce that the syllabus of this ODL Programme has been
made available on our website, www.vistascdoe.in , for the benefit of the student
community and other knowledge seekers. | hope that this Self Learning Materials (SLM) will
be a supplement to the academic community and everyone.

CHANCELLOR



FOREWORD

Dr.S.Sriman Narayanan
Vice-Chancellor

My Dear Students!

Open and Distance Learning (ODL) of VISTAS gives you the flexibility to acquire a
University degree without the need to visit the campus often. VISTAS-CDOE involves the
creation of an educational experience of qualitative value for the learner that is best suited to
the needs outside the classroom. My wholehearted congratulations and delightful greetings
to all those who have availed themselves of the wonderful leveraged opportunity of pursuing
higher education through this Open and Distance Learning Programme.

Across the World, pursuing higher education through Open and Distance Learning Systems
is on the rise. In India, distance education constitutes a considerable portion of the total
enrollment in higher education, and innovative approaches and programmes are needed to
improve it further, comparable to Western countries where close to 50% of students are
enrolled in higher education through ODL systems.

Recent advancements in information and communications technologies, as well as digital
teaching and e-learning, provide an opportunity for non-traditional learners who are at a
disadvantage in the Conventional System due to age, occupation, and social background to
upgrade their skills.

VISTAS has a noble intent to take higher education closer to the oppressed, underprivileged
women and the rural folk to whom higher education has remained a dream for a long time.

| assure you all that the Vels Institute of Science, Technology and Advanced Studies would
extend all possible support to every registered student of this Deemed-to-be University to
pursue her/his education without any constraints. We will facilitate an excellent ambience for
your pleasant learning and satisfy your learning needs through our professionally designed
curriculum, providing Open Educational Resources, continuous mentoring and assessments
by faculty members through interactive counselling sessions.

VISTAS, Deemed- to- be University, brings to reality the dreams of the great poet of modern
times, Mahakavi Bharathi, who envisioned that all our citizens be offered education so that
the globe grows and advances forever.

| hope that you achieve all your dreams, aspirations, and goals by associating yourself with
our ODL System for never-ending continuous learning.

With warm regards,

VICE-CHANCELLOR



Course Introduction

This Course DCBBA-34: Consumer Behaviour has been divided into five Blocks consisting
of 16 Units. The framework of the study is given below.

The Block-1: Basics to Consumer Behaviour has been divided in to four Units.
Unit-1 deals with Introduction to Consumer Behaviour, Unit-2 describes about Consumer
Research, Unit-3 explains about Market Segmentation and Unit-4 presents about the
Product Positioning.

The Block-2: Factors Influencing Consumer Behaviour has been divided in to three
Units. Unit-5 deals with Consumer Motivation, Unit-6 describes about Consumer Perception
and Unit-7 presents about Consumer Learning.

The Block-3: Consumer Attitudes and Communication Process has been divided in to
three Units. Unit-8 deals with Consumer Attitudes, Unit- 9 explains about Marketing
Communication and Unit -10 presents about Personality and Consumer Behaviour.

The Block-4: Consumer in their Social and Cultural Settings has been divided in to three
Units. Unit-11 deals with Reference Groups, Unit-12 describes about the Influence of Culture
on Consumer Behaviour and the Unit-13 presents about Influence of Social Class.

The Block-5: Consumer Decision-Making has been divided in to three Units. Unit-14 deals
with Consumer Decision, Unit-15 explains about Opinion Leadership and Personal Influence,
and Unit-16 describes about Consumer Analytics.
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Block-1: Introduction

Block-1 : Basics of Consumer Behaviour has been divided in to four
Units.

Unit-1: Introduction to Consumer Behavior deals with Introduction,
Definition of Consumer Behavior, Consumer and Customer, Buyers and
Users, Origin and Development in the Field of Consumer Behavior,
Strategic Applications of Consumer Behavior and General Model of
Consumer Behavior

Unit-2: Consumer Research describes about Introduction, Meaning of
Consumer Research, and Paradigms: Qualitative and Quantitative
Research, Consumer Research Process and Ethics.

Unit-3: Market Segmentation presents about Introduction, Meaning of
Market Segmentation, Benefits of Market Segmentation, Requirements of
Good Market Segments and Bases for Segmenting Consumer Markets:

Unit-4: Product Positioning  explains about Introduction, Definition of
Product Positioning, Concept, Significance, Main Components, Steps,
Main Positioning Strategies, Main Types of Positioning Approaches, and
Different Positioning Possibilities.

In all the Units of Block -1 Basics of Consumer Behaviour , the Check
your progress, Glossary, Answers to Check your progress and Suggested
Reading has been provided and the Learners are expected to attempt all
the Check your progress as part of study.



Unit-1

Introduction to Consumer Behavior
STRUCTURE
Overview
Objectives
1.1. Introduction
1.2. Definition of Consumer Behavior
1.3. Consumer and Customer
1.4. Buyers and Users
1.5. Origin and Development in the Field of Consumer Behavior
1.6. Strategic Applications of Consumer Behavior
1.7. General Model of Consumer Behavior
Let us Sum UP
Check your Progress
Glossary
Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition of Consumer Behavior, Consumer
and Customer, Buyers and Users, Origin and Development in the Field of
Consumer Behavior, Strategic Applications of Consumer Behavior and
General Model of Consumer Behavior has been clearly explained.

Objectives

After reading this Unit, you will be able to:
x Define consumer behavior
x Distinguish between consumer & customer

x Know the origin and developments in the field of consumer
behavior

x Discuss strategic applications of consumer behavior

X Realize the general Model of Consumer Behavior

1.1. Introduction

Consumer behavior is a rapidly growing discipline of study. It means more
than just how a person buys products. It is a complex and
multidimensional process and reflects the totality of consumer § decisions



with respect to acquisition, consumption and disposal activities. We, as
consumers, exhibit very significant differences in our buying behavior and
play an important role in local, national or international economic
conditions. One of the very few aspects common to all of us is that we are
all consumers and the reason for a business firm to come into being is the
presence of consumers who have unfulfilled, or partially fulfilled needs
and wants. No matter who we are xurban or rural, male or female, young
or old, rich or poor, educated or uneducated, believer or non-believer, or
whatever +we are all consumers.

We consume or use on a regular basis food, shelter, clothing, education,
entertainment, brooms, toothbrushes, vehicles, domestic help, healthcare
and other services, necessities, comforts, luxuries and even ideas etc.
Organizations realize that their marketing effectiveness in satisfying
consumer needs and wants at a profit depends on a deeper
understanding of consumer behavior.

Our consumption related behavior influences the development of
technology and introduction of new and improved products and services.
To succeed in a dynamic marketing environment, marketers have an
urgent need to learn and anticipate whatever they can about consumers.
The better they know and understand consumers, the more advantageous
it would prove in accomplishing their organizational objectives. Marketers
want to know what consumers think, what they want, how they work, how
they entertain themselves, how they play etc. They also need to
comprehend personal and group influences which have a significant
impact on the consumer decision-making process.

1.2. Definitions of Consumer Behavior

$FFRUGLQJ WR /HRQ * 6FKLIIPDQ DQG /HVOLH /D]DU .DQXN
behavior can be defined as "The behavior that consumers display in

searching for, purchasing, using, evaluating, and disposing of products

and services that they expect will satisfy their needs"

According to Philip Kotler -Consumer behavior is defined as the study of
how individuals, groups and organizations select, buy, use and dispose of
goods and services, ideas or experiences to satisfy their needs and
wants.

According to Peter D. Bennett -Consumer behavior refers to the actions
and decision processes of people who purchase goods and services for
personal consumption.

According to James F. Engel, Roger D. Blackwell and Paul W. Miniard-
Consumer behavior refers to the mental and emotional processes and the



observable behavior of consumers during searching for, purchasing and
post consumption of a product or service.

1.3. Consumer and Customer

A consumer is anyone who typically engages in any one or all of the
activities mentioned in the definition. Traditionally, consumers have been
defined very strictly in terms of economic goods and services wherein a
monetary exchange is involved.

This concept, over a period of time, has been broadened. Some scholars
also include goods and services where a monetary transaction is not
involved and thus the users of the services of voluntary organizations are
also thought of as consumers. This means that organizations such as
UNICEF, CRY, or political groups can view their publics as consumers.

The term consumer is used for both personal consumers and
organizational consumers and represents two different kinds of
consuming entities.

The personal consumer buys goods and services for her or his personal

use (such as cigarettes), or for household consumption (such as sugar,

furniture), or for just 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 set). In all these

LQVWDQFHY WKH JRRGV DUH ERXJKW IRU ILQDO XVH UHIHUL
or ultimate consumers.

The other category of consumer is the organizational consumer, which
includes profit and not-for-profit organizations. Government agencies and
institutions (such as local or state government, schools, hospitals etc.) buy
products, equipment and services required for running these
organizations. Manufacturing firms buy raw materials to produce and sell
their own goods. They buy advertising services to 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 behaviors of individual consumers,
groups and organizations who buy products, services, ideas, or
experiences etc. for personal, household, or organizational use to satisfy
their needs.

Anyone who regularly makes purchases from a store or a company is
termed as a customer of that store or the company. Thus a customer is
typically defined in terms of specific store or company.

10



1.4. Buyers and Users

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 decision-maker. 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 entire family), or the
mother is the decision maker when she buys a dress for her three-year-
old 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 buy. They also may not be the persons who make
the product selection decisions.

Whenever consumer behavior occurs in the context of a multi-person
household, several different tasks or roles as mentioned in the table below
may be performed in acquiring and consuming a product or service

1.5. Origin and Development in the Field of Consumer
Behavior

For a variety of reasons, the study of consumer behavior has developed
as an important and separate branch in marketing discipline. Scholars of
marketing had observed that consumers did not always behave as
suggested by economic theory. The size of the consumer market in all the
developed and rapidly developing economies of the world was extensive.
A huge population of consumers was spending large sums of money on
goods and services. Besides this, consumer preferences were shifting
and becoming highly diversified. Even in the case of industrial markets,
where the need for goods and services is generally more homogenous,
buyers uS UHIHUWeg@Fbésbming diversified and they too were
exhibiting less predictable purchase behavior.

Marketing researchers who studied consumer purchasing behavior
quickly realized that, while there were many similarities, consumers were
not all alike. There were those who used products currently in vogue while
manyconsuPHUV GLG QRW OLNH XVLQJ P &hdEiRRel
a preference for highly differentiated products that they felt met their
special needs and reflected their personalities and lifestyles.

These findings led to the development of market segmentation concept,
which required dividing the total heterogeneous but potential market into
relatively smaller homogenous groups or segments for which they could
design a specific marketing mix. They also used positioning techniques
and developed promotional programmes to vary the image of their

11
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products so that they were perceived as a better means to satisfying the
specific needs of certain segments of consumers.

Other important factors that contributed to the development of consumer
behavior as a marketing discipline include shorter product life cycles,
increased environmental concerns, interest in consumer protection,
growth of services marketing, opening up of international markets and the
development of computers and sophisticated techniques of statistical
analysis.

1.6. Strategic Applications of Consumer Behavior

Consumer behavior principles are applied in many areas of marketing as
discussed below:

Analyzing market opportunity:

Consumer behavior study helps in identifying the unfulfilled needs and
wants of consumers. This requires examining the trends and conditions
operating in the marketplace, FRQV XPHUYV piddoird VeVeélsCaHd
emerging influences. This may reveal unsatisfied needs and wants. The
trend towards increasing the number of dual income households and
greater emphasis on convenience and leisure have led to emerging needs
for household gadgets such as washing machine, mixer grinder, vacuum
cleaner and childcare centers etc. Mosquito repellents have been
marketed in response to a genuine and unfulfilled customer need.

Selecting target market:

A review of market opportunities often helps in identifying distinct
consumer segments with very distinct and unique wants and needs.
Identifying 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 many existing 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
guantity for one or two washes. This finding led companies to introduce
the shampoo sachet which became a good seller.

Marketing-mix decisions:

Once unsatisfied needs and wants are identified, the marketer has to
determine the right mix of product, price, distribution and promotion. Here
too, consumer behavior study is very helpful in finding answer to many
perplexing questions.

12



Product;

The marketer designs the product or service that would satisfy unfulfilled
needs or wants. Further decisions regarding the product concern size,
shape and features. The marketer has also to decide about packaging,
important aspects of service, warranties and accessories etc.

Price:

The second important component of the marketing mix is price. Marketers
must decide what price to charge for the product or service. These
decisions will influence the flow of revenue to the company. Should the
marketer charge the same, higher, or lower price in comparison to
competition? Is the consumer price sensitive and would a lower price
stimulate sales? Should there be any price discounts? Do consumers
perceive lower price as being indicative of poor quality?

Distribution:

The next decision relates to the distribution channel, that is, where and

how to offer products and services for sale. Should the products be sold

through all the retail outlets or only through selected ones? Should the

marketer use only the existing outlets, which also sell competing brands,

RU VKRXOG QHZ H[FOXVLYH RXWOHWY VHOOLQJ RQO\ WKH F
created? Is the location of retail outlets important from FR Q V X Poditt V

of view? Should the company think of direct marketing?

Promotion:

Promotion is concerned with marketing communications to consumers.
The more important promotion methods are advertising, personal selling,
sales promotion, publicity and direct marketing.

The marketer has to decide which method would be most suitable to
effectively reach the consumers. Should it be advertising alone or should
it be combined with sales promotion? The company has to know the target
consumers, their location, what media do they have access to and what
are their media preferences, etc.

In most cases of industrial products there is very little or no advertising.
Brochures containing technical specifications are often posted to clients
and the salespeople make follow-up visits. Consumer products get the
maximum share of advertising.

Pharmaceutical industry exclusively uses personal selling for prescription
drugs. Insurance companies use both advertising and personal selling.

13



1.7. General Model of Consumer Behavior

This model is also known as Input-Processing-Output Model. The
consumer decision process is a series of activities and steps of decision-
making leading to a purchase function. It represents a problem-solving
approach. This is the simplest model to explain the consumer decision-
making process. The mechanism is the same as in any processing activity
in which there are three factors namely inputs, processing and outputs.
The inputs in the form of product, price, place and promotion parts of a
marketing program are fed into the consumer information-processing box
(called 'black box') and it leads to a set of outputs.

STIMULI ——»| TRANSFORMER |——® | RESPONSES

Marketing Mix

(" erodud Black Box (Buyer's Mind) Purchase
Price Intemal influences  Decision-Making Process * Product
2 | Prace - Beliefy/Attitudesy - Problem solving * Brand
E Promotion ~Values ~ Information search * Source
2 < Other - Learning - Alternate evaluation * Amount
g Demographic | - Motives/Needs ~Purchase * Method of Payment
w Economic - Perception - Post purchase No Purchase
Situational - Lifestyle - Evaluation
Social
\. Lifestyle

Source: www.marcbowles.com

During the last few decades, numerous models of consumer behavior
depicting the buying process have been developed. All these models treat
the consumer as a decision-maker who comes to the marketplace to solve
his consumption problems and to achieve the satisfaction of his needs.
The simplest model given is composed of three stages - 'Input, Processing
and Output'.

Input is a set of stimulus factors that the consumer receives in the market.
It is provided by two sets of stimulus variables, namely, the firm's
marketing efforts and the social environment. The firm's marketing efforts
are designed to positively expose, inform and influence consumers.
These efforts include product/service itself, advertising, price strategies,
and distribution network and in fact all marketing functions. For example,
when a company introduces a new brand of detergent powder or a
television set, it may run a series of radio commercials along with
supporting press advertisements. The social environment serves as a
non-commercial source of consumer information and influence, which is
not under the direct control of the firm. It includes reference groups and
individuals, members of the family, social class and castes, culture, and

14



the like. Both these stimuli variables influence consumers and their buying
process.

Consumers receive the input factors and process input information
through a deep psychological process of information processing,
evaluation of alternative information inputs, comparison of each input's
attributes with the expected consumer benefits that leads them to finally
take a decision. Decision is a mental rule used in favor of arriving at a
solution to a confronting consumption problem. We will discuss the stages
in information processing in the subsequent section of the chapter.
Consumers also retrieve available information from their memory box and
use this information with the collected information from the external
sources to process information for arriving at a solution to a consumption
problem. Due to the ability of capturing, analyzing, retrieving and using a
mental rule to arrive at a decision, the consumer's mind is called a black
box.

The output factors are the end result of the information processing stage.
These can be in the form of creating positive word of mouth among
potential consumers, leading to a trial of the brand or final adoption of the
brand for every purchase situation. The effectiveness of a marketing
program is evaluated by measuring the output results.

Let us Sum Up

In this Unit, you have learned about the following:

Consumer Behavior refers to the observable behavior of consumers
during searching, purchasing and post consumption of products or
services.

There are two important groups of consumers: personal consumers and
organizational consumers.

The study of consumer behavior involves interplay of a number of
variables that are not visible to an observer. The study of consumer
behavior involves what they buy, how they buy it, when they buy it, where
they buy it, and what are the post purchase activities.

The study of consumer behavior is deeply rooted in the marketing
concept. Consumer behavior activities can help unearth much information
to help P D U N H $¥dtindrff wharkets, select the target segments, develop
the positioning strategy and develop appropriate marketing mixes for
different markets.

15



Check your Progress

1. Why do organizations need to understand consumer behavior?
a. To increase the prices of their products
b. To satisfy consumer needs and wants at a profit
c. To limit the variety of products offered
d. To focus solely on urban consumers

2. What is one definition of consumer behavior according to Leon G.
Schiffman and Leslie Lazar Kanuk?

a. The study of marketing strategies used to influence consumers

b. The behavior displayed by consumers in searching for,
purchasing, using, evaluating, and disposing of products

c. The process of manufacturing goods for consumer use
d. The financial implications of consumer purchasing decisions

3. What is the traditional definition of a consumer primarily based on?
a. Social interactions
b. Economic goods and services
c. Environmental impacts
d. Cultural influences

4. In a multi-person household, what roles can be performed in acquiring
and consuming a product?
D 2Q0\ WKH EX\HUfV UROH
b. Several different tasks or roles
c. Only the decision-PDNHUfV UROH
G 2Q0\ WKH XVHUfV UROH

5. Which of the following is NOT considered an input factor in the
consumer decision process?

a. Product
b. Price
c. Consumer memory
d. Place
Glossary
Consumer behavior: How consumers make purchasing
decisions with available resources.
Consumer: Anyone who is engaged in the purchasing
process.
Cultural anthropology: Study of humans in a society.

16



Customer: This is a regular purchaser form a specific
store or company.

Marketing concept: Consumer oriented marketing approach.

Organizational consumer: Buys goods and services for profit and
non- profit organizations.

Personal consumer: Buys goods and services for personal
use.

Answer to Check your Progress

1. b. To satisfy consumer needs and wants at a profit

2. b. The behavior displayed by consumers in searching for,
purchasing, using, evaluating, and disposing of products

3. b. Economic goods and services
4. b. Several different tasks or roles

5. c¢. Consumer memory

Suggested Readings

1. Ahmmadi, P., Rahimian, M., & Movahed, R. G. (2021). Theory of
planned behavior to predict consumer behavior in using products
irrigated with purified wastewater in Iran consumers. Journal of
Cleaner Production, 296, 126359.

2. Boone, T., Ganeshan, R., Jain, A.,, & Sanders, N. R. (2019).
Forecasting sales in the supply chain: Consumer analytics in the big
data era. International Journal of Forecasting, 35(1), 170- 180.

3. Chawla, D., & Joshi, H. (2019). Consumer attitude and intention to
adopt mobile wallet in India ZAn empirical study. International Journal
of Bank Marketing.
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Unit-2
Consumer Research

STRUCTURE

Overview

Objectives

2.1. Introduction

2.2. Meaning of Consumer Research
2.3. Paradigms: Qualitative and Quantitative Research
2.4. Consumer Research Process
2.5. Ethics

Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress
Suggested Readings

Overview

In this unit the Introduction, Meaning of Consumer Research, Paradigms
Qualitative and Quantitative Research and Consumer Research Process,
Ethics has been clearly explained.

Objectives

After reading this unit, you will be able to:
x Explain the paradigms: qualitative and quantitative research
x Discuss the consumer research process

X Realize the role of ethics in consumer behavior

2.1. Introduction

Consumer research has emerged as an extension and an integral part of

marketing research. It is the set of methods used to identify the needs and

then develop products and services to satisfy those needs. The focus of

consumer research is exclusively on exploring consumer behavior. In the

beginning, consumer research was used to help marketers to predict the

FRQVXPHU UHDFWLRQV WR PDUNHWHUpVY SURPRWLRQDO F
understand why consumers made purchase decisions which they did.

Marketers were reasonably convinced that if they could know everything
about the consumer decision process, they would be in a position to

18



design marketing strategies and promotional campaigns that would

influence the consumers in such a manner that they would buy the

FRPSDQ\pV SURGXFWV RU VHUYLFHV $W WKLV WLPH PDUNH
simply applied economics and the prevailing theory was that of an

4HFRQRPLF PDQu DVVXPLQJ WKD ®eitgRWhY X&kel UV DUH UDWLRQD
objective evaluations about products or services and choose only those

that offer them maximum satisfaction at the lowest cost.

Consumer behavior research is now used to identify both felt and latent
needs, to learn how consumers perceive products, brands and stores,
what their attitudes are before and after promotional campaigns and how
and why they make their purchase decisions.

2.2. Meaning of Consumer Research

Consumer research is the practice of identifying the preferences,
attitudes, motivations, and buying behavior of the targeted customer.
Using a variety of customer research methods to gather this information,
shared traits among the different customer groups are identified and
categorized into customer segments and buyer personas, which are then
used to create marketing campaigns targeting a specific segment or
persona.

Consumer research is the key to improving your product and successfully
marketing to customers who want to do business with you. Interviews,
surveys, and other customer research methods are some of your best
friends when it comes to helping your company consistently increase its
revenue year on year.

2.3 Paradigms: Qualitative and Quantitative Research

Consumer research, sometimes known as market research, is the
investigation into the driving forces behind customer behavior, consumer
psychology and purchase patterns. Consumer research falls under
marketing activities, as well as in higher education under business
psychology or sociology.

Consumer research is focused on obtaining objective information through
statistical sampling to help businesses craft products and advertising that
increase sales and profitability. Understanding the meaning of
consumption is not a simple task. According to A. F. Firat and Alladi
Venkatesh, most studies on consumer behavior are based on a set of
beliefs and assumptions called positivism or modernism.

Researchers who support or approve the assumptions of modernism are
referred to as positivists.

19



X Positivist research methods consist of experiments, survey
techniques and observation. The findings of positivist research are
descriptive, empirical and can be generalized to a larger
population.

X The nature of collected data is quantitative for which sophisticated
statistical analysis can be used.

x Positivism takes the view that if it can't be proven in the laboratory,
the data are not useful and that only information derived from
scientific methods should be used in decision making.

'‘Economic man' theory assumes that consumers are logical decision-
makers. However, researchers soon realized that consumers were not
always rational and consciously aware of why they made the decisions
they did. Even in situations when they were fully aware of their basic
motivations, consumers were not always willing to disclose these reasons.

Ernest Ditcher, a Viennese psychoanalyst, began to use Freudian
psychoanalytic techniques in 1939 to uncover the unconscious
motivations of consumers which by 1950 came to be known as motivation
research.

Today it is widely used by marketers and advertising agencies and
consists of projective techniqgues and depth interviews. Motivation
research is considered to be qualitative research and is primarily used to
identify and obtain new ideas for promotional campaigns.

Marketers and advertising agencies often combine quantitative and
gualitative research. They use qualitative research to gain consumer
insights and new ideas and quantitative research to predict consumer
actions based on different promotional inputs.

Many scholars in various disciplines have become more interested in the
act of consumption rather than the act of purchase decision-making. Their
interest in consumer experiences has originated the term experientialism
or postmodernism. Experientialism uses qualitative and other research
methods to understand consumer behavior and is a complementary
approach to positivism. Researchers who endorse the assumptions of
experientialism are called experientialists or postmodernists. Some other
names given to this approach include naturalism, humanism and post-
positivism.

Postmodernists believe that all reality is constructed by the individual or
group and is determined by that individual or group as much or more than
it is by an external "objective" reality and hence there are multiple realities.
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Postmodernists tend to view knowledge as being time, culture and context
dependent and consumption is viewed as a symbolic system as much as
or more than economic system. They carry out qualitative research and
use ethnography, semiotics and depth interviews.

X Ethnography is a technique in which the researchers get located

in the society under study in an attempt to grasp the meaning of
various cultural practices. Ethnography makes it easy to study all
kinds of consumer behavior, including how individuals buy
products and services.

Semiotics is the study of symbols and the meanings they convey
and the researcher uses it to discover the meanings of various
consumption behavior and rituals. It is important to understand
what meanings non-verbal symbols hold for the target audience.
Depth interviews are an important part of the postmodernist
research process. The findings in each case of interview are the
outcome of specific researcher/respondent interaction and the
researcher's interpretation and are unique.

2.4. Consumer Research Process

Consumer research process involves six major steps. They are:

1.

I o

Defining Research Objectives

Collecting And Evaluating Secondary Data
Primary Research Design

Collecting Primary Data

Analyzing Data And

Report Preparation.

Research Kool
Process

Design qualitative research Design quanhtative research

-Screen er questionnaire *Sample design

=Discussion guide =Data collectian instrument
Conductresearch R Collect primary
{using highly trained interviewsr) *%ﬁj’;y"” data

Analise data (subjective)

Analyze data

Prapars report

Prepare report

Source: Research in Consumer Behavior
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Defining Research Objectives

At the outset, it is important to clearly define the purpose and objective of
research study on which the marketing manager and the researcher
agree. This will ensure the development of appropriate research design.
For example, if the purpose of the research study is to come up with new
ideas for advertising campaigns, then a qualitative study might be fruitful.
The sample size would be small due to the cost of each interview and a
highly trained professional will spend more time face-to-face with
respondents and subsequently would also analyze and interpret the data.
The findings however, may not be representative of the entire
marketplace.

In any case, the purpose of the study is to learn what percentage of people
use certain products and how frequently they use them, then a
guantitative study is more appropriate. In case, the researcher is not clear
what questions to include in the questionnaire, then he may conduct a
small-scale exploratory research to spot critical issues and include
appropriate questions to ask.

Collecting and Evaluating Secondary Data

Secondary data is any information originally generated for some other

purposes rather than the current problem under consideration and can be

either internal or external to the organization. It includes findings based

on data generated in-house for earlier studies, customer information

FROOHFWHG E\ FRPSDQ\pV VDOHV RU FUHGLW GHSDUWPHC
conducted by outside organizations. The act of locating secondary data is

called secondary research. Original research done by individuals or

organizations to meet specific objectives is called primary research.

Sometimes secondary research uncovers enough useful data related to
the present problem that it eliminates the need to conduct primary
research. In most cases, secondary research offers clues and direction
for the design of primary research. Government agencies, industry
sources, trade associations, marketing research firms and advertising
agencies are important sources of secondary data.

Design Primary Research

The selection of a research design depends on the purposes of the study.
If a marketer needs descriptive information, then a quantitative research
study is called for, but if the purpose is to generate new ideas, then a
qualitative study is appropriate.

22



Since the approach to research design for qualitative and quantitative
research differs in terms of data collection method, sample design and
use of data collection instrument, both research approaches are
discussed here.

Qualitative Research Design

The researcher first takes into consideration the purpose of the research
study and the kind of data needed. Data collection techniques for
qualitative studies include focus group, depth interviews and projective
techniques. All these techniques relate to psychoanalytic and clinical
aspects of psychology. The emphasis is on open-ended and free-
response types of questions so that the respondents reveal their
unconscious thoughts and beliefs. These techniques are frequently used
in early stages of attitude research to learn product-related beliefs or
attributes and the resulting attitudes.

Four popular methods of data collection include Depth Interviews, Focus
Group and Projective Techniques.

Depth Interviews:

Depth interview is the heart and soul of motivational research and
designed to determine deep seated or repressed motives. A depth
interview is lengthy, unstructured and informal, and is between a
respondent and a trained researcher. It generally lasts anywhere between
30 minutes to an hour. After establishing the general subject to be
discussed, the researcher keeps her/his own participation to the minimum
possible level. The questions are general and respondents are
encouraged to talk freely about their activities, interests, needs, desires,
motives, emotions and attitudes, in addition to the product or brand under
study. Questioning is sometimes indirect such as, "why do you think your
friends smoke Gold Flake cigarettes?" This method attempts to bypass
the respondent's inhibitions about revealing inner feelings. Such studies
furnish valuable ideas about product design, insights for product
positioning or repositioning and advertisement testing.

A new technique for probing consumers' behavior, called auto driving,
involves exposing respondents to photographs, videos and audio-
recordings of their own behavior. This approach provides them with the
opportunity of having a deeper look at self and commenting on their
consumption related behavior. This technique is believed to help in
making the qualitative data more meaningful.

Interview results are interpreted by trained professionals and are
subjective in nature rather than quantitative and for this reason there is an
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increased possibility of bias. Another source of error is the small size of
samples which may not be representative of the entire population.

Focus Groups:

Focus group is a popular technique for exploratory research and brings
together about eight to ten people with similar backgrounds to meet with
a moderator/analyst for a group discussion. The discussion is "focused"
on a product, service or any other subject for which the research is
conducted. The moderator/analyst guides the discussion encouraging the
participants to freely discuss their interests, attitudes, reactions' motives,
lifestyles, feelings about the product and usage experience etc. These
sessions generally last for two hours and are videotaped.

The sessions are usually held in specially designed conference rooms
with one-way mirrors permitting the marketers and ad agencies staff to
observe the session without inhibiting the responses.

College focus research is a variation of the focus group. The respondents
are provided with scissors, paper, paste and magazines and are asked to
make a collage representing themselves and their relationship with the
product or service under study. It is believed that focus groups can be
helpful in:

1. Generating hypotheses about consumers and market conditions.
2. Suggesting refreshing new ideas.

3. Checking an advertisement, product package, or product concept
to determine any flaws.

4. Understanding  consumers' motivations, lifestyles and
personalities.

5. Doing a post-mortem on failed products.
Projective Techniques:

Projective tests require the respondent to decide what the other person
would do in a certain situation. These techniques explore the underlying
motives of individuals who consciously or unconsciously get involved in
rationalizations and concealment because they may be reluctant to admit
certain weaknesses or desires.

Projective techniques involve a variety of disguised tests containing
ambiguous stimuli such as untitled pictures inkblots, incomplete
sentences, word-associations and other-person characteristics. The
respondent taking the test, is required to describe, complete or explain the
meaning of different ambiguous stimuli.
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It is believed that respondents' inner feelings influence their perceptions
of ambiguous stimuli. By taking the tests, they project their inner thoughts
revealing their underlying needs, wants, aspirations, fears and motives,
whether or not the respondents are fully aware of them. Some examples
of projective techniques are:

1. Thematic Apperception Techniques (TAT ): Respondents are shown
pictures or cartoons concerning the product or the topic under study and
asked to describe what is happening in the picture. It is believed that
respondents will actually reveal their own motivations, attitudes,
personalities and feelings about the situation.

2. Word Association Test:  This is a relatively old and simple technique.
Respondents are asked to read a series of words or phrases, one at a
time and asked to answer quickly with the first word that comes into mind
after hearing each one. By responding in rapid succession, it is assumed
that they indicate what they associate most closely with the word or
phrase spoken and reveal their true feelings.

3. Sentence Completion Test : The interviewer reads the beginning of a
sentence and the respondent is required to finish it. This technique is
believed to be useful in uncovering the images consumers have about
products and stores. The information collected can be used to develop
promotional campaigns.

4. The Third-Person Technique: The interviewer asks the respondent to
describe a third person. For this, respondents are presented with some
information about the person. It is believed that when they describe a
neighbor or a third person, they usually respond without hesitation and in
doing so, they express their own attitudes or motives as they infer the
attitudes or motives of someone else.

Quantitative Research

Quantitative research design includes methods of data collection, the data
collection instruments and the sample design.

Data Collection Methods

There are three basic approaches to collect data in quantitative study:
a) Observation
b) Experimentation and
C) Survey

a. Observation: One important approach to gain an in-depth
understanding of consumers is to observe their behavior in the
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process of buying and using products. By watching consumers,
researchers gain a better understanding of what a product symbolizes
to a consumer because in most cases consumers do not realize that
they are being observed and their behavior remains natural.
Observational research provides valuable information, which is used
in product advertising. It is also widely used by experientialists to
understand the buying and consumption process.

Experimentation: In experimental studies, the researcher can test
the relative sales appeals for package designs, prices, promotional
offers and copy themes etc. by designing suitable experiments to
identify cause and effect. In such studies, called causal research, only
one independent variable is manipulated at a time and others remain
constant. This ensures that any difference in dependent variable
(results) is because of changes of independent variables such as
consumer § attitudes or purchase behavior and not due to the
influence of any extraneous factors.

Survey: In a survey for data collection, consumers are aware of the
fact that they are being studied and participate actively. A survey can
be conducted by personal interview, by mail, or by telephone. Various
kinds of surveys are:

Personal interview survey: This is a direct face-to-face interaction
between interviewer and the respondent in home or in a retail
shopping area (called mall intercept). A large amount of relatively
accurate information can be obtained by this approach. A major
advantage of this approach is the flexibility. The interviewer can
modify the questions as per the situation and can also provide any
clarifications to the respondent if necessary. The drawback is its high
cost.

Mail surveys: These are conducted by sending questionnaires
directly to individuals who complete it at their leisure and return it,
usually in a postage paid envelope. Mail surveys can largely reduce
respondent § reluctance to reveal sensitive information because they
are seldom asked to identify themselves. The cost per respondent of
mail survey is low and widely dispersed consumers can be covered,
generating large amounts of data. On the negative side, mail surveys
can result in a small number of responses because many consumers
do not return the completed questionnaires.

. Telephone surveys : These also provide interviewer-respondent
interaction, though not face-to-face and can be a useful alternative to
personal interview. The method is quicker and far less expensive than
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personal interviews. Telephone surveys work well when the objective
is to learn about certain behavior at the time of the interview, such as
before or after viewing a TV Programme. Telephone surveys generally
generate a higher response rate than mail or personal interviews. The
information collected during each interview is limited because of the
difficulty of keeping respondents interested and on phone for
extended periods. Also, it is not possible to determine the intensity of

respondents ul H H @h Qe télephone.

Type

Qualitative research

Quantitative research

Main techniques
used for data
collection

Focus groups and
in-depth Interviews.

Surveys and scientific
sampling.

Questions

Kinds of questions
asked Why? Through
what thought process?
In what way? What other
behavior or thoughts?

How much? How
many?

,QWHUYLHZI

Interviewer must think
critically and quickly
frame questions and
probes in response to
whatever respondents
say. Highly trained
professionals Required

Critical roles are
important, but
interviewers need only
be able to read scripts.
They should not
improvise or deviate.
Little training needed,
responsible personnel
are most suitable.

Questions asked

Position of questions
may vary in sequence
and phrasing from group
to group and in different
interviews. New
questions are included
and old ones dropped.

No variation. Must be
the same question for
each interview.
Sequence and
phrasing of questions
must be carefully
controlled.

Number of
interviews

Fewer interviews but the
duration of each
interview is more

Many interviews to
ascertain a scientific
sample that is worth
projecting.

Nature of findings

Develop a hypothesis,
gain insight, explore
language options, refine
concepts, add numerical
data, provide
diagnostics for
advertising

copy.

Test hypothesis,
arrange factors
according to priority,
furnish data for
mathematical modeling
and projections.
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Data Collection Instruments

The method of data collection depends on the type of research. The
primary method of data collection for quantitative study is the
guestionnaire. Researchers can use a questionnaire to conduct any of the
three types of surveys (personal interview, mail and telephone).

A guestionnaire consists of a set of questions presented to respondents
for their responses.

Constructing a good questionnaire requires considerable expertise.
Typical problems include asking the wrong questions, asking too many
guestions and using the wrong words. Effective survey questions have
three attributes: focus, brevity and clarity. They focus on the topic of the
survey, are as brief as possible and they are expressed simply and clearly.
The questions must be interesting, objective, unambiguous and easy to
answer truthfully and completely.

Questionnaires include both questions that are relevant to the topic of
study and are pertinent demographic questions. This facilitates analysis
and classification of responses into suitable categories. Questionnaires
are first pre-tested and any errors are removed before their widespread
use.

The true purpose of a questionnaire itself can be disguised or
undisguised. Sometimes the answers to a disguised guestionnaire are
more truthful than to an undisguised questionnaire because the former
avoids responses that respondents may think are expected. There are two
types of questions, open-ended and closed-ended. Open-ended
guestions require informationin WKH UHVSRQGHQWUVY RZQ ZRUGY DQG FOR
ended questions require the respondent only to check the appropriate
answer from the given list. Open-ended questions reveal more because
they do not restrain respondent § answers but are difficult to tabulate and
analyze. Closed-ended questions, which are checked by respondents, are
relatively simple to code and interpret but reveal limited information based
on alternative responses provided.

Instead of using a questionnaire, sometimes researchers use a list of
statements and ask respondents to indicate their degree of agreement or
disagreement (called inventories). Sometimes, researchers use a list of
product attributes or products and ask respondents to indicate their
relative evaluations or feelings. Researchers also use attitude scales to
collect this type of evaluative data. Attitude scales include Likert scales,
Semantic differential scales and Rank-order scales.
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Likert scale is the most popular form of attitude scale, being easy to
prepare and interpret and simple for respondents to answer. Use of this
approach involves compiling a list of statements relevant to the attitude
under study. The respondents are asked to check or write the number
corresponding to their level of agreement or disagreement with the
statement.

Sample Design

A sample design addresses three questions: who is to be surveyed
(sampling unit), how many to survey (sample size) and how should the
respondents be chosen (the sampling procedure).

Deciding whom to survey (sampling unit) requires that the researcher
must define the target population (universe) that would be sampled. For
example, if the Indian Airlines conduct a survey, should the sampling unit
be business travelers, vacation travelers, or both? Should travelers under
the age of 30 years be interviewed? Interviewing the correct target market
or the potential target market is basic to the validity of research.

Deciding how many people should be surveyed (sample size) depends on
the budget and the required confidence in research findings. As a rule,
large samples give more reliable results than small samples. If the
sampling procedure is credible, sample sizes of less than 1% of a
population can give reliable results.

How should the respondents be chosen (sampling procedure)? If the

researcher wants to project the findings to the total population, then a

probability sample should be selected. If the researcher wants the findings

WR EH UHSUHVHQWDWLYHA RI-prokabilig/RBI©OERNWLRQ WKHQ D QR
be chosen.

Collecting Primary Data

Data collection phase of research is probably the most expensive and
quite prone to error. The four major problems encountered are: some
respondents will not be available at home and must be either contacted
again or replaced, other respondents will refuse the interview, still others
will give biased or dishonest answers and some interviewers themselves
will be biased or dishonest.

A quantitative study generally employs a field staff, recruited and trained
directly by the researcher or contracted from a firm that specializes in
conducting field interviews. The completed questionnaires received are
reviewed on a regular basis to ensure that the recorded responses are
clear and complete.
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Analyzing Data

The last-but-one step in the research process is to extract relevant
findings from the collected data. In qualitative research, the
moderator/analyst usually analyses the respondent§ responses . The
researcher supervises the data analysis in quantitative research. The
responses are converted into numerical scores then tabulated and
analyzed with the help of computers using sophisticated analytical
techniques.

Report Preparation

The researcher prepares a report of her/his findings to be presented to
the relevant parties. It may or may not include any recommendations for
action depending on the requirements of the management. The report
includes a description of the methodology used, as well as tables and
graphics to support the research findings. The researcher should present
major findings that are relevant to decisions facing management and
avoid detailing numbers and fancy jargon such DV S RiXa@ate analysis
of variance.

2.5. Ethics

Ethics is often misunderstood and generates controversies. There is a
need to examine the concept and support its application to marketing
decisions that are acceptable and beneficial to society. The difficulty is
that what is ethical for one individual may be unethical for another. Ethical
conduct may also differ in different societies. In a business context,
employees are expected to live up to a set of laid down ethical standards.
The real test of ethics people face is when things are not going well and
pressures build. According to Andrew Stark, ethical challenges are mainly
in two situations:

1. decisions in situations commonly called ‘gray-areas' where the
right decision is debatable,

2. decisions for issues where the right course of action is clear but
individual and company pressures, and circumstances force good-
intentioned marketing managers in the wrong direction.

Ethics refer to values and choices and focus on standards, rules and
codes of moral conduct that control individual behavior. Erik N. Berkowitz
et al. maintain that: ethics are moral principles and values that govern the
actions and decisions of an individual or group. In the marketing context,
ethics is the moral evaluation of marketing activities and decisions as right
or wrong. Whether a marketing behavior is ethical or unethical is
determined on the basis of commonly accepted principles of behavior
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established by the society's expectations of conduct, various interest
groups, competitors, company's own management, and personal and
moral values of the individual. Each individual decides how to behave on
the basis of these principles, and the public at large and various interest
groups evaluate if the actions are ethical or unethical.

Ethics in marketing practices is an important issue and needs developing
understanding and awareness to bring improvement in its application.
Ethical issue refers to some situation, problem, or opportunity that can be
recognised and requires a person or organization to select from among
different actions that must be evaluated as right or wrong, or ethical or
unethical. For instance when marketing managers or consumers feel
manipulated or cheated, it becomes an ethical issue, irrespective of the
fact that the action happens to be legally right.

Whatever the reasons for unethical instances, what is necessary after the
issue is identified is that marketing managers must decide how to resolve
it. This requires knowing most of the ethical issues related to marketing
that often arise. In general, most issues relating to unethical behavior
occur in case of products and promotions.

Product-related ethical issues may include little or no information about
safety, function, value, or use instructions. One example can be used of
inferior materials, or components to cut costs without any information to
customers. It is ethically wrong not to inform customers about the changes
in product quality, as this failure is apparently a form of dishonesty. Issuing
false medical certificates is unethical for medical practitioners as it raises
questions about their honesty in general.

Promotion of products and services, etc., often furnishes a number of
instances of a variety of situations that involve ethical issues, such as false
and misleading advertising, and manipulative or deceptive sales
promotions. There have been instances of misleading ads about obesity
control and weight reduction programmes that mislead customers - and
some went to the courts. Many ads are criticized for using excessive
nudity to attract an audience. Use of bribery or false promises in personal
selling situations is an ethical issue. Occasionally, media reports highlight
cases of unethical practices by organizations involved in offering bribes to
procure large orders. Such practices damage trust and fairness and
ultimately harm the concerned organization and tarnish its image.

When a firm behaves ethically, the consumers tend to develop a positive
attitude about the firm, its products and services. When the marketing
activities deviate from socially acceptable standards, they become less
efficient and sometimes they are even halted midway. Resorting to
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unethical marketing practices may change consumer perception towards
a brand and may lead to dissatisfied consumers, negative publicity, lack
of trust, loss of business and in extreme cases legal action. Thus, most of
the companies are very sensitive about the needs, interests and opinions
of the consumers and look to protect their long-term interest.

Moreover, these ethical abuses more often lead to greater pressure from
the society and government for companies to assume a greater sense of
responsibility for their actions. Consumer interest groups, professional
bodies and self-regulatory groups exert considerable influence on
marketing activities of the companies. Increasing importance for social
responsibility initiatives have also subjected marketing activities to a wide
range of federal and state regulations designed to protect consumer rights
and promote trade.

Let us Sum Up

In this Unit, you have learned about the following:

Consumer Research is an integral part of marketing research and makes
use of a set method to explore and predict consumer behavior to identify
their needs, preferences etc. The information collected helps develop
products and services and other marketing mix activities to influence
consumer behavior.

The research process includes a series of steps, which the researcher
has to undertake. The research design is selected depending on the
purpose of study. For all descriptive information, quantitative research
designs are helpful and if the purpose is to generate new ideas, then
gualitative research techniques can be used. When knowledge is viewed
as time, culture and context dependent and consumption is viewed as a
symbolic system, the research so conducted is mostly based on in- depth
interviews and is qualitative in nature.

Quantitative research is used to collect hard data and makes use of
observation, experimentation and survey methods. Consumer behavior in
particular with a brand and company also varies a lot with the kind of
business practice they do. Consumers tend to develop favorable
perceptions regarding those companies which are fair and ethical in their
activities.

Check your Progress

1. What is the primary focus of consumer research?
a. Analyzing economic trends
b. Understanding customer behavior and psychology
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c. Developing new technologies
d. Creating financial forecasts

Which of the following methods is commonly used in consumer

research?
a. Financial audits

b. Interviews and surveys

c. Market speculation

d. Product manufacturing

3. What is the primary method of data collection for quantitative

studies?

a. Interviews

b. Observations
c¢. Questionnaires
d. Case studies

4. What is the first step in the sample design process according to the

text?

a. Determining the sample size

b. Defining the target population
c¢. Choosing the sampling procedure

d. Conducting the survey

5. What factors influence the decision on sample size in research?
a. The number of questions in the survey
b. The budget and required confidence in findings
c. The time of year when the survey is conducted
d. The geographic location of respondents

Glossary

Causal Research:

Exploratory Research:
Qualitative Study :

Quantitative Study:

Sample Size:
Sampling Unit:

Secondary Research:

Thematic Apperception Test:

Study in which one variable is studied
at a time, keeping others constant

Used to explore an issue or a situation
Used mostly to generate new ideas

Used when descriptive information is
required

How many to survey
Who is to be surveyed
Art of locating second hand data

Respondents are shown a picture and
asked to describe the picture
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Answer to Check your Progress

1. b. Understanding customer behavior and psychology
2. b. Interviews and surveys

3. ¢. Questionnaires

4. b. Defining the target population

5. b. The budget and required confidence in findings

Suggested Readings

1. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India;: SAGE Publications,
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2. Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning Australia.

3. O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-3

Market segmentation
STRUCTURE
Overview
Objectives
3.1. Introduction
3.2. Meaning of Market Segmentation
3.3. Benefits of Market Segmentation
3.4. Requirements of Good Market Segments
3.5. Bases for Segmenting Consumer Markets
Let us Sum UP
Check your Progress
Glossary
Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Meaning of Market Segmentation, Benefits of
Market Segmentation, Requirements of Good Market Segments, Bases
for Segmenting Consumer Markets has been clearly explained.

Objectives:

After reading this unit, you will be able to understand:
X The Meaning of Market Segmentation
x Benefits of Market segmentation
X Meaning and Significance of The Market Segmentation
x Narrate The Requirements for Segmenting The Market

X Various Bases for Segmenting The Market

3.1. Introduction

Markets consist of buyers who differ in one or more respects. They may
differ in their wants, resources, geographical locations, attitudes and
buying practices. It is therefore necessary for a marketer to segment
his/her market. Market segmentation is a marketing concept which divides
the complete market set up into smaller subsets of consumers with a
similar taste, demand and preference.

35



A market segment is a small unit within a large market comprising like-
minded individuals. One market segment is totally distinct from the other
segment. A market segment comprises individuals who think on the same
lines and have similar interests. The individuals from the same segment
respond in a similar way to the fluctuations in the market

3.2. Meaning of Market Segmentation

ODUNHW 6HJPHQWDWLRQ DV GHILQHG E\ 3KLOLS .RWOHU S0D
is the process of dividing a market into distinct subgroups of consumers

with distinct needs, characteristics, or behavior, who might require

separate products or marketing mixes.

According to the American Marketing Association, "Market segmentation
refers to dividing the heterogeneous markets into smaller customer
groups having certain homogeneous characteristics that can be satisfied
by the firm."

From the above definitions, it is clear that market segmentation is a
marketing strategy of dividing the customers into several homogeneous
groups on the basis of some common characteristics such as income,
age, sex, education, profession, religion, geographical location, etc.

The main aim of the marketing segmentation is basically to prepare the
distinct marketing programmes for each segment so that the customers
could be satisfied.

The marketing personnel have to identify different approaches of dividing
the market into a variety of segments and have also to develop the market
segment profile. Market segmentation is the process of dividing the
market into various segments and is a step of a three-phase marketing
strategy.

When the market segmentation is done, then the next step for the
marketer is the selection of the segments to be kept in a target. Then the
second step comes is the target marketing. Target marketing is the
process of identifying and evaluating the attractiveness of each market
segment and to selecting the segments to enter.

For the triumph of this, the marketing mix is decided by the marketer, i.e.,
the specification of product, price, place, channel and promotional appeal
for each market segment.

The third step is positioning of the market which involves arrangement of
the product in the minds of the target consumers in such a manner that it
provides a clear and distinctive place relative to its competitive products.
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3.3. Benefits of Market Segmentation

X There are a number of reasons organizations undertake segmentation
Products are designed to be responsive to the needs of the
marketplace. tsegmenting markets facilitates a better understanding
of FXV W R ety Wants and other characteristics. The sharper
focus that segmentation offers, allows those personal, situational and
behavioral factors that characterize customers in a particular segment
can be considered. By being closely in touch with segments,
marketers can respond quickly to even the slight changes in what
target customers want. i.e. by monitoring the trends towards healthier
eating and lifestyles, Mc Donald § was able to respond by introducing
a wider range of salads and healthy eating options zincluding grilled
chicken, fruit and yogurt on to its menus.

X Increase profits xdifferent consumer segments react in contrasting
ways to prices, some are far less price sensitive than others.
Segmentation allows an organization to gain from the best price it can
in every segment, effectively raising the average price and increasing
profitability.

x Effective Resource Allocation - organizations are more capable of
making products that customers want and can afford.

X There is product differentiation +Various products are made to meet
the needs of each customer segment.

3.4. Requirements of Good Market Segments

In addition to having different needs, for segments to be practical they
should be evaluated against the following criteria:

x Identifiable: The marketer should be able to identify which
consumers are members of a particular market segment. The
consumers in the segment should respond in the same way to a
particular marketing mix. There must be some common
characteristics that the consumers have.

X Measurable: The characteristics that are common to the groups
of consumers should be measured in terms of size, purchasing
power and other characteristics.

X Substantial: The segment should be large enough to generate
sales volume that ensures profitability; otherwise it will not be
economical to design a unique marketing mix for it. Is the market
worth the effort?
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X Accessible : the segments must be reachable through
communication and distribution channels.

x Durable: the segments should be relatively stable to minimize the
cost of frequent changes.

X Responsive - Market segments must be defined in their
willingness to purchase a product in response to variations in the
marketing mix.

x Compatible with corporate image: The market must be
compatible with the | L U BWjjéctives and corporate image.

A good market segmentation will result in segment members that
are internally homogenous and externally heterogeneous; that is,
as similar as possible within the segment, and as different as
possible between segments.

3.5. Bases for Segmenting Consumer Markets

° Demographic Segmentation l
Market e Geographic Segmentation '

Segmentation

) ° Psychographic Segmennuon

Behavioral Segmentation

Sources: www.educba.com

The following variables are commonly used to segment consumer
markets.

Geographic segmentation  -This calls for dividing the market into
different geographical units such as Nations, States, Regions *West,
North, Central, South, etc. - Countries, Cities or Neighborhoods .Attention
should be paid to variations in geographical needs and preferences.
Geographical segmentation assists the seller to position retail outlets in
most appropriate locations as well as simply identifying the needs on the
basis of the consumer's own location.

Demographic segmentation -This consists of dividing the market into
groups on the basis of demographic variables such as:- Age, sex, family
size, family life cycle, income, education, occupation, religion, race and
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nationality. These variables are the most popular for distinguishing
customer groups because, Consumers wants and preferences are closely
related to them.

They are easier to measure than most other types of variables.

a)

b)

d)

9)
h)

Age: Consumer needs and wants change with age. Hence the
market should be segmented as young, old, etc.

Gender: This can be employed to segment such markets for
clothes deodorants, lotions, magazines, etc. Thus the markets
can be for either men or women, male or female

Family life cycle (FLC): The product needs for a household vary
according to marital status and the present ages of children. Thus
family life cycle can be divided into:-

x Single,

X Young, married with no children,

X Young, married with young children,
x Older married with children, etc.

Income -Marketers can segment the market according to the
distribution of income e.g. under 1000 shillings per month,
2000/=, 4000/= per month, etc.

Occupation -Variables include; bankers, teachers, farmers,
clerks, students, housewives, secretaries, etc. A marketer can
choose to specialize in the needs of one occupation group. f)
Education - Some primary education, some high school
education, College education, University education etc.

Religion - e.g. Muslims, Christians etc.
Race - e.g. white, black etc.
i. Nationality +e.g. Asians, Africans etc.

ii. Social class -Social class has a strong influence on
S HR S préddiences, Ethnic groups

iii. Generation - Consumer is profoundly influenced by the
generation in which it grows up. This influences ones
inclination to Music, politics, etc.

Psychographic segmentation -Psychographics are psychological
profiles of different consumers developed from research, sometimes
referred to as A.1.O. (Attitudes, interests and opinion profiles)
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In psychographic segmentation, buyers are divided into different
groups on the basis of their Motives, Lifestyle and/or Personality
characteristics. People within the same demographic group can
exhibit very different psychographic profiles. Consumers can thus
be subdivided on the basis of the following psychographic variables.

i. Lifestyle -Consumers lifestyles are derived from their activities,
interests and opinions. Each lifestyle group is influenced by
different marketing mixes.

ii. Personality -Type of personality groups may include;

Authoritarian
Ambitious
Assertive
Self-confident
Prestige conscious
Extrovert/Introvert

X X X X X X

Behavioral segmentation -Buyers are divided into groups on the basis
of their Knowledge, Attitude, Use or Response to a product. In this
respect, behavioral variables that are used to segment consumer markets
include:-

i)  Occasions benefits -Buyers can be distinguished according to
occasions when they

x  Purchase a product or Use a product , E.g. Occasions
when public transport is used mostly. Occasion
segmentation can help firms expand product usage.

i)  Benefits -Buyers are classified according to different benefits
they seek from the product. Variables here include:-

Economy (Low price)

Medical (Decay prevention)
Bright teeth

Good taste, etc. for toothpaste.

X X X X

Benefit segmentation requires determination of:-

X The major benefits that people seek from the product
X The kind of people who look for such benefit
X The major brands that deliver each benefit.

i) User status -Many markets can be segmented into

X Non-users.
X Ex-users,
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X
X
X

Potential users,
First time users and
Regular users of a product

All these people require different marketing approaches.

iv) Usage rate -Markets can be segmented into

X
X
X

Light,
Medium and
Heavy user group of products.

v) Loyalty status -A market can be segmented by customer loyalty
patterns. According to the loyalty status, the buyers can be
divided into:-

X

X X X X

Hard core loyals: Consumers who buy one brand all the
time

Soft core loyals: Consumers who are loyal to two or
three brands

Shifting loyals: Consumers who shift from favoring one
brand to another.

Switchers: Consumers who show no loyalty to any brand
A company should

Study the characteristics of its hard-core customers e.g.
whether middle class, larger families, etc.

By studying soft-core loyals, the company can pinpoint
which brands are most competitive with its own.

By looking at customers who are shifting away from its
brands, a company can learn about its marketing
weaknesses.

The company should be aware that what appears to be
brand loyalty purchase may reflect.

Habits,

Indifference,

A low price or

Non-availability of other brands.

vi) Buyer readiness stage -At any given time, people are in different
stages of readiness to buy a product;

X X X X X

Some people are aware,
Some are informed,

Some are interested,

Some are desirous of buying,
Some intend to buy.
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All these make a big difference in designing the marketing
programme.

vi) Attitude -People in a market can be classified according to their
degree of enthusiasm for a product.

Five attitude classes can be distinguished e.g.

Enthusiastic,
Positive,
Indifferent,
Negative and
Hostile.

X X X X X

vii) Volume segmentation #nvolves grouping businesses by size
and Purchase patterns

Let us Sum UP

In this unit, you have learned about the following:

Market segmentation is the process of dividing a broad consumer or
business market, normally consisting of existing and potential customers,
into sub-groups of consumers (known as segments) based on some type
of shared characteristics. In dividing or segmenting markets, researchers
typically look for common characteristics such as shared needs, common
interests, similar lifestyles, or even similar demographic profiles. The
overall aim of segmentation is to identify high yield segments =*that is,
those segments that are likely to be the most profitable or that have growth
potential £so that these can be selected for special attention (i.e. become
target markets). Many different ways to segment a market have been
identified. Business-to-business (B2B) sellers might segment the market
into different types of businesses or countries, while business-to-
consumer (B2C) sellers might segment the market into demographic
segments, such as lifestyle, behavior, or socioeconomic status.

Market segmentation assumes that different market segments require
different marketing programs zthat is, different offers, prices, promotion,
distribution, or some combination of marketing variables. Market
segmentation is not only designed to identify the most profitable
segments, but also to develop profiles of key segments in order to better
understand their needs and purchase motivations. Insights from
segmentation analysis are subsequently used to support marketing
strategy development and planning.

Many marketers use the S-T-P approach; 6HIPHQWDWLRQ : 7DUJHWLQJ
Positioning to provide the framework for marketing planning objectives.
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That is, a market is segmented, one or more segments are selected for
targeting, and products or services are positioned in a way that resonates
with the selected target market or markets.

Check your Progress

1. What is the primary purpose of market segmentation according to the
provided text?

a.
b.
C.
d.

To increase the overall market size
To prepare distinct marketing programs for each segment
To create a single marketing strategy for all customers

To eliminate competition in the market

2. How does market segmentation impact pricing strategies according to
the text?

a.
b.
c.

d.

It standardizes pricing across all consumer segments.

It allows organizations to increase prices uniformly.

It enables organizations to optimize prices based on segment
sensitivity.

It forces organizations to lower prices to attract all segments.

3. What is one of the key requirements for a market segment to be
considered identifiable?

a.
b.
c.
d.

The segment must respond differently to marketing strategies.
Consumers in the segment should have common characteristics.
The segment must be large enough to ensure profitability.

The segment should have a stable purchasing power.

4. Which of the following is NOT a demographic variable mentioned for
market segmentation?

a.
b.
c.
d.

Age
Gender
Lifestyle

Occupation

5. Which of the following categories refers to consumers who buy one
brand all the time?

a.

b
C.
d

Soft core loyals
Shifting loyals
Switchers

Hard core loyals
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Glossary

Benefit Segmentation : Segmentation based on the kinds of benefits

consumers seek in a product.

Consumer Market: All the individuals and households who buy
or acquire goods and services for personal
consumption.

Derived Demand: Demand for a particular product or service

results from the need for other goods and or
consumption of soft drinks or beer

Mass Marketing: Marketing practice where companies use to

produce a single product on a mass scale
distributed on a mass level and mass
promote one product to buyers.

Segmentation : product lines can be presented to them in a

way that appeals to their interests.

Answer to Check your Progress

1. a. To prepare distinct marketing programs for each segment

2.

3.
4.
5.

C.

b.
C.

d.

It enables organizations to optimize prices based on segment
sensitivity.

Consumers in the segment should have common characteristics.
Lifestyle

Hard core loyals

Suggested Readings

4. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India;: SAGE Publications,
Incorporated.

Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning Australia.

O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-4

Product Positioning
STRUCTURE

Overview

Objectives

4.1. Introduction

4.2. Definition of Product Positioning

4.3. Product Positioning Concept

4.4, Significance of Product Positioning
4.5. Main Components of Product Positioning
4.6. Steps in Product Positioning

4.7. Main Positioning Strategies

4.8. Main Types of Positioning Approaches
4.9. Different Positioning Possibilities

Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition of Product Positioning, Concept of
Product Positioning, Significance of Product Positioning, Main
Components of Product Positioning, Steps in Product Positioning, Main
Positioning Strategies, Main Types of Positioning Approaches and
Different Positioning Possibilities has been clearly explained.

Objectives

After reading this unit, you will be able :
X Know the Meaning of product positioning

X Understand the Importance of strategic importance of positioning
decisions

X To Analyze the various bases of positioning
x To Develop basic understanding of perceptual maps methods

x To Try and develop a basic understanding of using perceptual
maps for decision making.
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4.1. Introduction

BURGXFW 3RVLWLRQLQ Johjedtivd uncirial) ttibut& G p vV

relation to other brands. It is a characteristic of the physical product and

its functional featur HVA 3 URGXFW SRV alting  preddictidd D Q V

the market. In simple words, groups of customers with common

characteristics are first identified. It also involves analysis of product

VWUHQJWKY DQG ZHDNQHVVHV DQG FRPSHWLWRUpV DELOLMW
needs.

Product positioning is the creation of a clear image in the minds of
consumers within the targeted segment about the nature of the product
and the benefits to be gained from purchasing the product.

Product positioning is closely related to market segment focus. Product

positioning involves creating a unique, consistent, and recognized

FXVWRPHU SHUFHSWLRQ DERXW D ILUPuV RIITHULQJ DQG LP!
service may be positioned on the basis of an attitude or benefit, use or

application, user, class, price, or level of quality.

It targets a product for specific market segments and product needs at
specific prices. The same product can be positioned in many different
ways. Another common framework for product positioning is taken from a
series of questions.

The company can position a product using a positioning statement
that answers these important questions:

1. For who is the product designed?
What kind of product is it?
. What is the single most important benefit it offers?

2.

3

4. Who is its most important competitor?

5. How is your product different from that competitor?
6

What is the significant customer benefit of that difference?

4.2. Definition of Product Positioning

$FFRUGLQJ WR WKH -RXUQDO RI $GYHUWLVLQJ 5HVHDUFK S3
refers to a branGpvV REMHFWLYH IXQFWLRQDO DWWULEXWHYV LQ |
brands. It is a characteristic of the physical product and its functional

features.

According to Kotler, SRVLWLRQLQJ LV WKH DFW RI GHVLJQLQJ WKH
offerings and image to occupy a distinctive plaFH LQ WKH WDUJHW PDUNHWMV
mind.
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Positioning of products and their repositioning are very necessary in the
dynamic marketing and selling environments. Product positioning consists
of putting a certain product concept in the mind space of the customer. It
ultimately means how a product is perceived against certain attributes vis-
a-vis competitive products.

Product positioning means relating a product to the market. In simple

words, groups of customers with common characteristics are first

identified. It also involves analysis of product strengths and weaknesses

DQRG FRPSHWLWRUpV DELOLW\ WR PHHW FXVWRPHU QHHGYV
differentiate products from their competing ones.

4.3. Concept of Product Positioning

Market segmentation strategy and product positioning strategy are like

two sides of a coin. Once a firm has decided which segments (niches) of

a market it will enter, it must decide what SRVLWLRQVA LW ZDQWV WR RFFXS\
WKRVH VHIPHQWY ODUNHWHUUV D pBrbddédtAhd W R EULQJ DWWHQ\
differentiate it in a favorable way from similar products goes a long way

toward GHWHUPLQLQJ WKDW SURGXFWpV UHYHQXHV DQG WKH F
Thus, marketing managers need to engage themselves in product

positioning.

According to Kotler and Armstrong, $ SURGXFWuV SRVLWLRQ LV WKH ZD\ V
product is defined by consumers on important attributes: the place the

product occupies in consumersfPLQGY UHODWLYH WR FRPSHWLQJ SURGXF
the words of William Stanton. Positioning means developing the image

that a product projects in relation to competitive products and to a firm's

other products.

Positioning can be defined as identifying a market niche for a brand,
product or service utilizing traditional marketing placement strategies such
as price, promotion, distribution, packaging, and competition.

Positioning is also defined as the way by which the marketers create an
impression in the customers mind.

The concept of positioning involves developing a marketing strategy
aimed at a particular market segment and designed to achieve a desired
position in the prospective buyer § mind. For example, Ariel is positioned
as the gentle detergent for fine washables and Tide is positioned as a
powerful, all-purpose family detergent. Similarly, Tata Nano is positioned
on economy, Mercedes on luxury and BMW on performance.
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4.4. Significance of Product Positioning

Following benefits of product positioning imply its importance or
utility in marketing:

1. To Make Entire Organization Market-Oriented:

Product positioning is a part of the broader marketing philosophy. It
concerns identifying superior aspects of a product and matching them
with consumers more effectively than competitions. This philosophy
makes the entire organization market oriented.

2. To Cope with Market Changes:

2QFH WKH SURGXFW LV SRVLWLRQHG VXFFHVVIXOO\ GRHVQ
the manager is over. He has to constantly watch the market. As per

new developments in the marketplace, new competitive advantages

should be identified, discovered or developed to suit the changing

expectations of the market. It makes the manager active, alert, and

dynamic.

3. To Meet Expectation of Buyers:

Generally, the advantages to be communicated are decided on the
basis of expectations of the target buyers. So, product positioning can
help realize consumers ¥expectations.

4. To Promote Consumer Goodwill and Loyalty:

Systematic product positioning UHLQIRUFHY WKH FRPSDQ\uV QDPH LW
product and brand. It popularized the brand. The company can create
goodwill and can win customer loyalty.

5. To Design Promotional Strategy:

More meaningful promotional programmes can be designed. Based
on what advantages are to be communicated, appropriate means are
selected to promote the product.

6. To Win Attention and Interest of Consumers:

Product positioning signifies those advantages that are significant to
consumers. When such benefits are promoted through suitable means
of advertising, it definitely catches the interest and attention of
consumers.

7. To Attract Different Types of Consumers:

Consumers differ in terms of their expectations from the product.
Some want durability; some want unique features; some want novelty;
some want safety; some want low price; and so on. A company, by
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promoting different types of competitive advantages, can attract
different types of buyers.

8. To Face Competition:

This is the fundamental use of product positioning. Companies can
respond strongly to their competitors. It can improve its competitive
strength.

9. To Introduce New Product Successfully:

Product positioning can assist a company in introducing a new product
in the market. It can position new and superior advantages of the
product and can penetrate the market easily.

10. To Communicate New and Varied Feature Added subsequently:

When a company changes qualities and/or features of the existing
products, such improvements can be positioned against products
offered by the competitors. Product positioning improves the
competitive strength of a company. Normally, consumers consider
product advantages before they buy it. So, product positioning proves
the superiority of the company's offers over competitors. It may also
help consumers in choosing the right product.

4.5. Main Components of Product Positioning

According to the Journal of Advertising Research, Product positioning
referstoa EUDQGuUY REMHFWLYH IXQFWLRQDO
brands. It is a characteristic of the physical product and its functional
features.

According to Rosser Reeves, Positioning is the art of selecting, out of a
number of unique selling propositions, the one which will get you
maximum sales. Aaker maintains that product positioning is so central and
critical that it should be considered at the level of a mission statement. It
comes to represent the essence of a business.

1. Perceptual Mapping:

When a marketer intends to display his interest in the perceptions
target consumer segments, the next step is to measure the
perceptions, and measuring the perception in a mathematical

SV\FKRO RayLig/kvofvwas SHUFHSWXDO PDSSLQJpu

Perceptual mapping is usually represented on two-dimensional scales
so that the marketing manager can readily see where his own brand
is positioned in the mind of his prospect and in relation to other brands.
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John L. Hauser defined the perceptual mapping in the following words,
Perceptual mapping technique identifies the two dimensions that
differentiate consumer perceptions of products and the positions of
HILVWLQJ SURGXFWV RQ WKHVH GLPHQVLRQV A

Perceptual Map

Classy Distinctive

Lincoln BMW Porsche
Mercedes
Cadillac
Chrysler
Oldsmobile Buick .
Pontiac
Conservative Sporty
Chevy
Ford Nissan
Dodge Toyota
Plymouth
vw
Practical/Affordable

Sources: www.portma.com
2. Product Benefits:

Product benefits facilitate consumers in their decision-making and
reduce the uncertainty in their minds. They encapsulate its identity,
origin, specificity, guarantee and how it is different from others.
Product benefits can be offered through branding because the brand
owner is able to earn an easy recognition and image compared to
owners of unbranded products.

Product benefits can be converted into brand benefits to gain the
following strategic relevance in marketing:

a. Brand aims to segment the market.
b. Brand helps in brand building.

c. Brand offers value for money.

d. Brand helps in innovations.

e. Brand is a living memory.

We can conclude that product benefits constitute the heart of product
management. It calls for innovative thoughts and continuous efforts.

3. Segmentation:

To the marketing manager of a firm, an understanding of its market
and market dimensions is undoubtedly very important. In market
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segmentation, consumers are grouped in terms of market dimensions
and then the firms attempt to match the needs of different consumer
groups, through compatible marketing inputs encompassing product,
price, promotion and distribution. Therefore, it can be useful for
product positioning also.

4. Product Categories:

The nature of a product is found to have considerable impact on the
method of product positioning. There are two classes of products 2
consumer goods and industrial goods, and this classification is useful
in product positioning.

I.  Positioning and Differentiation Strategies: A firm that decides
to operate in a heterogeneous market recognises that it normally
cannot serve all customers in that market since the customers are
too numerous, dispersed, and varied in their buying
requirements. Differentiation could be based on product and
service qualities or on perceived benefits as communicated to the
customer.

Il.  Product Design as a Differentiation Strategy: Product design
is one of the most important ways to differentiate and position a
FRPSDQ\pV SURGXFWYVY DQG VHUYLFHV LQ YDULRXV PDUN

lll.  Product Quality and Customer Satisfaction: Steps for product
quality should be initiated from the top management of the
organization. Quality has to be created to ensure customer
satisfaction and must be integrated with the process of strategic
thinking and planning. The focus must be on the customer.
Product quality and customer satisfaction can be managed by the
concept of total quality approach.

4.6. Steps in Product Positioning

The product positioning includes following steps:
Step # 1. Identifying the Differences or Positioning Concept:

Marketers have to understand consumer motives behind purchasing a
product. This will help in identifying the positioning theme. A marketer can
adopt several approaches in positioning his product to develop or
enhance its value to the customers. A marketing offer can be differentiated
on the basis of product, services, people, channel and image. So different
strategies for product positioning are given below:

i.  Product Differentiation  +Product can be differentiated on attributes
like shape, size, color, quality, performance etc. For example,
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Colgate introduced an herbal version using the positioning of the
natural feel preferred in rural areas.

ii. Services Differentiation  +Services can be differentiated in respect
of delivery, installation and maintenance. Long warranty periods, free
service coupons, 24 hours services, emergency care etc. are some
examples. Reliance, a private LPG company pitted against the three
well established public sector undertakings (IOCL, HPCL, BPCL)
differentiated its products on the basis of distribution and better
refilling facility. It successfully differentiated its products despite the
fact that they are priced higher.

iii. People Differentiation £ People or personalities (film and sports
celebrities) that consumers respect and admire bring a differentiation
to the image of products and services. For example, Aamir Khan
endorsingCoca-&ROD LQ D YLOODJHUPV RXWILW EULQJV D KXJH (
to the product image and helps in pushing sales.

iv. Image Differentiation *The image of a brand or a company may
win the consumer, despite the product being very similar to a
competitive one. Image is built through advertisements, symbols,
signs, colors, logos etc. Special care should be taken while doing so
in the case of rural consumers.

Step # 2. Select the Positioning Concept:

As there can be various parameters for positioning the product, the
marketer has to select the best and most effective alternatives. A marketer
has to select a positioning concept that serves as a bridge between the
products and the target market.

Some of the critical factors that should be considered while
positioning a brand are:

a. Attractive : Does it provide value to the customer?

b. Distinctive : Is it different from that of its competitors?
c. Preemptive : Is it very difficult for competitors to copy it?
d. Affordable : Can buyers pay for it?

e. Communicable :  Can the difference be clearly expressed.

Step # 3. Developing the Concept:

Once the positioning strategy has been selected, the marketer needs to
develop the concept in an effective manner so that it can be properly
addressed to the target market. Then he has to select the appropriate
media vehicle to reach the target market effectively. Marketers should
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strive towards linking the positioning closer to the target customers to
ensure that it appeals to them.

Step # 4. Communicating the Concept:

After developing the concept, a high tech position may be communicated
by futuristic products, classy ads in elite journals and large show rooms
with a good atmosphere.

An effective communication is one that clarifies the target market, value
proposition and the supporting product differentiation. For rural areas, the
positioning should be the generic benefit of the product. Sprite Bujhaye
only pyaas baki sab bakwas and Thanda Mat lab Coca Cola are some of
the suitable lines for rural markets.

4.7. Main Positioning Strategies

A product positioning strategy is vital to provide focus to the development
of promotional technique. The strategy can be conceived and
implemented in a variety of ways that derive from the attributes,
competition, specific applications, the type of consumers involved, or the
characteristics of the product class. Positioning strategy are:
Product
Benefits
Reducing Strategies
Competition
Strategies

Pricing
Approach

PRODUCT
Competition POSITIONING

Strategies
STRATEGIES

Product
Attributes
strategies

Usage
Occasions

Approach Product

Categories

www.designerpeople.com
1) Using Product Characteristics or Customer Benefits:

Probably the most-used positioning strategy is to associate an object with
a product characteristic or customer benefit. For example, Honda and
Toyota have emphasized economy and reliability and have become the
leaders in the number of units sold.

Volvo has stressed safety and durability. Although this may be a
successful way to indicate product superiority, consumers are generally
more interested in what such features mean to them, that is, how they can
benefit from the product.

53



2) Positioning by Price and Quality:

The price quality product characteristic is so useful and pervasive that it
is appropriate to consider it separately. In many product categories, there
exist brands that deliberately attempt to offer more in terms of service,
features or performance. Manufacturers of such brands charge more,
partly to cover higher costs, and partly to help communicate the fact that
they are of higher quality. Conversely, in the same product class there are
usually other brands that appeal on the basis of price, although they might
also try to be perceived as having comparable at least adequate quality.

3) Positioning by Use or Application:

Another way to communicate an image is to associate the product with a
use, or application. Products can, of course, have multiple positioning
strategies, although increasing the number involves obvious difficulties
and risks. Often a positioning-by-use strategy represents a second or third
position for the brand, a position that deliberately attempts to expand the
EUDQGuV PDUNHW

4) Positioning by Product User:

Another positioning approach is to associate a product with a user or a
class of users. Some cosmetics companies seek a successful, highly
visible model as their spokesperson as the association for their brand.
Michael Jordan, for example, was used by products as diverse as Nike,
OF'RQDOGUVY HWF

5) Positioning by Product Class:
Some products need to make critical positioning decisions that involve
product-class associations. For example, Dove positioned itself apart from

the soap category, as a cleansing cream product, for women with dry
skin.

6) Positioning by Cultural Symbols:

Many marketers use deeply entrenched cultural symbols to differentiate

their brand from competitors. The essential task is to identify something

that is very meaningful to people that other competitors are not using and

DVVRFLDWH WKH EUDQG ZLWK WKDW Vi#&RO 3LOOVEXU\pV
example that illustrates this type of positioning strategy.

7) Pasitioning by Competitors:

In most positioning strategies, an explicit or implicit frame of reference is
one or more competitors. In some cases the reference competitors can
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be the dominant aspect of the positioning strategy. It is useful to consider
positioning with respect to a competitor for two reasons.

First, a competitor may have a firm, well crystallized image developed
over many years. Second, sometimes it is not important how good
customers think you are; it is just important that they believe you are better
than a given competitor.

4.8. Main Types of Positioning Approaches

Companies usually focus on a particular type of positioning approach in
building brand success.

1. User Centric Approach:

One approach to positioning the brand is to focus on a specific user, or
type of customer. For example, Nike uses this positioning approach in
many of its advertisements where it targets particular athletes in sports
such as, football or basketball. The company presents messages showing
its shoes and apparel being used in a targeted athletic event. By
emphasizing the value of quality shoes from a trusted brand, Nike is able
to maintain market leadership as a provider of athletic shoes and apparel.

2. Benefit Approach:

Benefit positioning is done when a brand offers one or more superior

benefits in comparison with the competition, or when a particular benefit

is a major selling point to a target customer group. This approach is

closely related to the product features approach. Here also the focus is on

the extra benefit the consumer would receive on the product. For example

- Sensodyne Toothpaste offers the benefit that the user can avoid having

sensitive teeth apart from getting whiter and brighter teeth. 'RQuW VHOO WKH

VWHDN VHOO WKH VL]]OHA LV WKH PDQWUD RI WKLY DSSURD

3. Competitive Approach:

In highly competitive industries, companies try to develop a brand by
comparing their benefits directly to those offered by competitors. This sort
of positioning strategy is often used by a challenger brand trying to present
a better value, or combination of price and benefits, to customers. Major
competitors often use this approach.

4. Price-Driven Approach:

Companies often use a low-price approach to positioning. In this way, the
company is able to promote itself as the most affordable company in
comparison with the other companies in the same industry.
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5. Product Features Approach:

The product may be positioned on the basis of product features. For

example an advertisement may attempt to position the product by

reference to its specific features. Although this may be a successful way

to indicate product superiority, consumers are generally more interested

in what such features mean to them, that is, how they can benefit from the

product. For example Maruti has been focussingon JRR G P L Gasithel H A

additional feature and +\XQGDLA WDBHNWVWHERXWPIRUWA DV WKH PDLQ
feature.

6. Product Usage Approach:

This technique is related to benefit positioning. Many products are sold on

the basis of their consumer usage situation. Companies have sometimes

VRXJKW WR EURDGHQ WKHLU EUDQGuMY DVVRFLDWLRQ ZLWK
situation. When LCD TV was launched, it was very expensive and was

more of a status symbol.

Soon cheaper LCD TVs were launched by LG India focusing on the fact
that it could be wall mounted and would take least space and would suit
smaller house owners. In fact,they PDQXIDFWXUHG /&' 79uV LQ DOO VL]HV

4.9. Different Positioning Possibilities

The different positioning possibilities are as follows:

i. Attribute Positioning- A company positions itself on an attribute,
such as size or number of years in existence. For e.g., positioning
by attribute is common in the automobile industry 2 Volvo
emphasizes safety and durability, while jeep emphasizes off-
roading ability.

ii. Benefit Positioning- The product is positioned as the leader in a
FHUWDLQ EHQHILW .HOORJJuV PD\ WU\ WR SRVLWLRQ L\
UHGXFHV WZR NJV Rl ZHLJKW E\ WDNLQ® WZR ERZOV RI .l
weeks.

iii. Use or Application Positioning- Positioning the product as best
for some use or application. When positioning by application, this
means by what the product will be used for. For instance, Nescafe
coffee is positioned as being the best choice for coffee.

iv. User Positioning- Positioning the product as best for some user
group. Product user positioning is demonstrated by Johnson &
-RKQVRQuVY EDE\ VKDPSRR
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v. Competitor Positioning- The product claims to be better in some
way than a competitor. For example, Vatika claims that it is better
in comparison to coconut oil.

vi. Product Category Positioning-  The product is positioned as the
leader in a certain category. Colgate can position itself as a
toothpaste which gives full protection to teeth.

vii.  Quality or Price Positioning-  The product is positioned as offering
the best value. Price is the easiest way for consumers to compare
their product with that of competitors people know the difference in
FORWKLQJ SULFH ZKHQ WKH\pUH FKRRVLQJ EHWZHHQ
Pantaloons and Westside.

Let us Sum UP

In this this unit, you have learned about the following:

The discussion in this unit started by defining the concept product
positioning. Various bases used for product positioning lie, attribute
positioning, value positioning, competitive positioning, usage positioning
etc. are presented. Though there are several other methods, only attribute
based perceptual mapping method and overall product similarity based
perceptual mapping method have been discussed. Further, general
guidelines for positioning decisions are discussed. It is necessary to
remember at this stage that product positioning is one of the crucial
decisions that marketing managers take.

Besides, positioning remarkably helps as an effective tool for market
segmentation and product differentiations. Ingredients of leadership
positioning are also touched upon for better understanding. An attempt is
made to understand the concept of repositioning the competition if the firm
has a will and vision to recreate a new image for the firm's offerings.

Check your Progress

1. What does product positioning refer to according to the Journal of
Advertising Research?

a. $ EUDQGYV SURPRWLRQDO VWUDWHJILHV
b. $ EUDQGYYVY REMHFWLYH DWWULEXWHYV LQ UHODWLRQ WR
c. The pricing strategy of a product
d. The distribution channels of a product
2. What is the primary focus of a product positioning strategy?
a. Toincrease the production capacity of the firm

b. To market products without considering consumer needs
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c. To define how a product is perceived in the minds of consumers
relative to competitors

d. To lower the prices of products in the market

3. How does product positioning help companies introduce new
products successfully?

a. It decreases production costs significantly.

b. It allows for easy penetration of the market by positioning new

advantages.

c. ltreduces the need for advertising.

d. It encourages customers to switch brands frequently.

4. What is the primary purpose of perceptual mapping in product

positioning?

a. To identify the pricing strategies of competitors

b. To display consumer perceptions of a brand in relation to others

c. To analyze sales data and forecast future trends

d. To create advertising campaigns for new products

5. Which of the following is an example of services differentiation
mentioned in the text?

a. &KDQJIJLQJ WKH SURGXFWITV FRORU

b. Using a celebrity endorsement

c. Offering long warranty periods

d. Creating a unique logo

Glossary

Product: A product is anything, which is offered to the
market to satisfy consumer needs and wants.
Product Line: A set of individual products that are
closely related.

Service: A service is an intangible product involving a deed,

New Product:

Product Positioning

a performance, or an effort that cannot be
physically possessed.

A product that is new in any way for the company
concerned.

EUDQGuUV REMHFWLYH IXQ&#WLRQDO
to other brands.
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Answer to Check your Progress

1. b.
2. C.

4. b.
5. c.

$ EUDQGYYVY REMHFWLYH DWWULEXWHY LQ UHODWLRQ WR

To define how a product is perceived in the minds of consumers
relative to competitors

It allows for easy penetration of the market by positioning new
advantages.

To display consumer perceptions of a brand in relation to others

Offering long warranty periods

Suggested Readings

7. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India;: SAGE Publications,
Incorporated.

8. Northey, G., Macinnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning Australia.

9. O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Block-2: Introduction

Block-2 : Factors Influencing Consumer Behaviour has been divided
in to three Units.

Unit-5 Consumer Motivation deals with Introduction, Introduction to
consumer Motivation, Dynamics of Motivation, Types and System of
Needs and Measurement of Motives.

Unit-6: Consumer Perception explains about the Introduction,
Consumer  Perception #Meaning and  Definition, Nature and
Characteristics, Elements involved in the Consumer Perceptual Process,
Consumer Imagery, Perceived Risk +Meaning and Types and Handling.

Unit-7 Consumer Learning describes about Introduction, Meaning and
Definition of Consumer Learning, Elements of Learning, Behavioral
Learning Theories, Cognitive Learning Theory and Measures of
Consumer Learning.

In all the units of Block -2 Factors Influencing Consumer Behaviour
the Check your progress, Glossary, Answers to Check your progress and
Suggested Reading has been provided and the Learners are expected to
attempt all the Check your progress as part of study.
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Unit-5

Consumer Motivation

STRUCTURE

Overview

Objectives

5.1. Introduction

5.2. Introduction to consumer Motivation
5.3. Dynamics of Motivation

5.4. Types and System of Needs
5.5. Measurement of Motives
Let us Sum Up

Check your Progress

Glossary

Answer to check your Progress

Suggested Reading

Overview

In this Unit Introduction, Introduction to consumer Motivation, Dynamics
of Motivation, Types and System of Needs and the Measurement of
Motives has been cleared explained

Objectives

After reading this unit, you will be able to:

x Explain the Model of Motivation

x

Explain the Needs and Goals of the Consumer
x Know about Evaluation of Maslow's Hierarchy of Needs

x Describe the Motive Arousal

5.1. Introduction

Scholars and researchers have identified four major psychological factors
+ motivation, perception, learning, beliefs and attitudes that influence
consumers' buying behavior. In this unit, we will discuss one of the most
important determinants of consumer's behavior- motivation.

Motivation is said to be the driving force within us. It is produced by a state
of tension caused by our unfulfilled needs and wants. We strive to reduce
this tension through appropriate behavior that we expect will satisfy our
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needs. Much depends on our thinking and learning in selecting the goals
and the patterns of behavior that we believe will be

Satisfy our needs. Whether our need is fulfilled leading to reduction of
tension depends on the course of action that we take.

5.2. Definition of Consumer Motivation

Consumer motivation is an internal state that drives people identify and
buy products or services that fulfill conscious and unconscious needs or
desires the fulfillment of those needs can then motivate them to make a
repeat purchase or to find different goods and services to better fulfill
those needs.

5.3. Model of the Motivation Process

Motivation can also be described as the driving force within individuals
that impels them to action. As shown in the figure, this driving force is the
result of tension, which in turn is because of unfulfilled needs. To reduce
tension, every individual strives for fulfilling their needs. This basically,
depends on each individual how they fulfill their needs i.e.
individual thinking and learning (experiences). Therefore, marketers try to
LQIOXHQFH WKH FRQVXPHUpV FRIQLWLYH SURFHVVHYV

PROCESS OF MOTIVATION

Environment Opportunity

Needs and
drives v _,| Tension T—* Effort —$* Performanc [—* Rewards
'y A
Goals and Abilit
incentives -
Need s
satisfaction

Sources: www.consumerbehaviour4vtu.com

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

5.4. Types and System of Needs

M 1HHGaY |be defined as a felt state of deprivation of some basic
satisfaction. The point is that this deprivation has to be felt to drive the
individual to seek satisfaction. Every person has needs. Some of these
needs are basic to sustaining life and are born with individuals.
These basic needs are also called physiological needs or biogenic needs
and include the needs for air, water, food, shelter, sleep, clothing, and
sex. Physiological needs are primary needs or motives because they are
essential to survival.

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

Needs may also be classified even more basically - utilitarian or hedonic.
A consumer's utilitarian 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 service and are often associated with emotions or fantasies.
Hedonic needs are more experiential 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 criteria for
brands are usually emotional rather than rational (utilitarian).

Goals can be defined as the solutions that satisfy a specific need. For
example, to satisfy hunger any type of food is good enough but the
individual consumer's goal may be a chicken roast. Human behavior is
goal-oriented. Marketers are particularly interested in consumers' goal
oriented behavior that concerns product, service or brand choice. They
want consumers to view their products or brands as those that would best
satisfy their needs and wants.

The goal selection depends on an individual's personal experiences,
physical capacity and prevailing cultural norms and values and whether
the goal object is accessible.
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Needs and goals are interdependent and neither can exist without the
other.

Needs and Goals are Dynamic

Some important reasons why motivated behavior never comes to an end
include the following:

1. Needs are never satisfied completely or permanently  : At nearly
regular intervals we become hungry and need food to satisfy this
recurring need. Similarly, most people experience the social need and
regularly seek company of others, their affection and approval. 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: Atany given time, a need 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 higher-order needs become active.

3. Success and failure influence goals: Research has shown that
individuals who are successful in achieving their goals usually aspire
to achieve higher goals. This probably happens because success
gives them more confidence in their ability. On the other hand, those
who meet with failure, sometimes lower their levels of aspiration.

4. Substitute goals are formed:  This may happen when someone is
unable to achieve a specific goal to satisfy certain needs and settles
for some other goal. It may however, not be as satisfactory as the
original goal but would be sufficient to just satisfy and relieve tension.

System of Needs

For many years, psychologists and others have attempted to develop a
comprehensive list of motives. Most authorities agree about specific
physiological needs but there is marked disagreement about specific
psychogenic or secondary 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 best known.
Maslow classified needs into five groupings, ranking in order of
importance from low-level (biogenic) needs to higher-level (psychogenic)
needs and suggested the degree to which each would influence human
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behavior. According to this scheme, individuals strive to fulfill lower-level
needs first, before higher-level needs become active. The lowest level
unfulfilled need of an individual serves to motivate her/his behavior. When
this need is fairly satisfied, a new higher-order need becomes active and
motivates the individual. If a lower-order need again becomes active due
to renewed deprivation, it may temporarily become more active again.

1. Physiological Needs: According to Maslow, the first and most basic
level of needs is physiological. These needs are essential to sustain
biological life and include air, water, food, shelter, clothing and sex -
all the primary or biogenic needs. Physiological needs are very potent
when they are chronically unfulfilled. In his book, 'A Theory of Human
Motivation', Maslow says, "For the man who is extremely and
dangerously hungry, no other interest exists but food. He dreams of
food, he remembers food, he thinks about food, he emotes only about
food, he perceives only food and he wants only food.

2. Safety Needs: After physiological needs, safety and security needs
acquire the driving force and influence an individual's behavior. These
needs are concerned with much more than only the physical safety
and include routine, familiarity, security, certainty and stability etc.

3. Social Needs: The third level, social needs, include love, affection,
acceptance, belonging and friendship etc. People need warm and
satisfying human relationships with others. People have strong
attachment with their families and are motivated by love and affection.
Ads of personal care products often emphasize appeals based on
social acceptance.

4. Ego Needs: The fourth level is concerned with ego needs. These
needs include reputation, prestige, status, self-esteem, success and
independence etc.

5. Self-actualization Need: Maslow believed that most people are
unable to satisfy their ego needs sufficiently and as a result of this are
unable to move to the fifth and last level. Self- actualization refers to a
person's desire to achieve or become what one is capable of. People
express this need in different ways. The only common thing is that
they all seem to be striving for excellence in whatever they are doing.
They work single-mindedly for years to achieve what they want.

Evaluation of Maslow's Hierarchy of Needs

The theory has received wide recognition among practicing managers and
in social disciplines as it appears to reflect the inferred human motivations.
This can be attributed to the theory's intuitive logic and ease of
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understanding. The five need-levels are generic enough to cover most
human needs. The major problem with need hierarchy theory is that
research does not generally validate the theory. It is not at all possible to
measure accurately how satisfied one need is before the next higher-level
need becomes active.

Despite criticisms, Maslow's theory is widely used by marketers to
understand how various products or services fit into the plans, goals and
lives of potential consumers. It is used to develop suitable advertising
appeals, enabling marketers to focus on a need level that is shared by a
large number of audiences in the target market.

Freudian Theory

Freud's psychoanalytic theory had a strong influence on the development
of modern psychology and on explanations of motivation and personality
and has been used to study consumer motivations. He proposed that the
real psychological forces shaping consumers' purchase behavior are
often complex and unconscious and it is not possible for a casual observer
or the consumers themselves to fully understand their own motivations.

Motivation researchers conduct "in-depth" interviews with a few dozen
consumers to explore unconscious motives. They also use "projective
techniques" such as word association tests, sentence completion tests
and picture interpretation etc. More recent research points out that each
product has the potential of arousing a unique set of motives in
consumers.

Cognitive Preservation Motives

Consistency Need (active, internal):  This need focuses on maintaining
a consistent and coherent view of oneself and the world. These aspects
include beliefs, attitudes, behaviors, opinions, self-images, and view of
others etc. Reduction of cognitive dissonance is a common motive of this
category.

Attribution Need (active, external):  This need focuses on understanding
and inferring causes for various occurrences. Humans have a tendency
to attribute causes of success to self and unfavorable outcomes to some
outside causes or forces. Attribution theory attempts to explain
consumers' need to attribute who or what causes the things that happen.

Categorization Need (passive, internal):  Consumers have a need to
categorize complex information in order to organize and understand it
easily. There is too much information and almost every day we are
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exposed to new experiences, so we need to establish distinct categories
that facilitate processing large amounts of information.

Obijectification Need (passive, external):  Motives of this category focus
on observable stimuli or symbols that help people to draw conclusions
about what they feel and know. We establish impressions, feelings, and
attitudes by observing our own and others' behavior to draw inferences of
what one feels and thinks. The way people dress often communicates the
subtle meaning of a desired image and the lifestyle.

Cognitive Growth Motives

Autonomy Need (active, internal):  The need for independence and
individuality is viewed as an important characteristic in many cultures
around the world. People seek individuality and personal growth through
self-actualization and development of distinct identity. This need is
present among individuals in all cultures, only the degree of intensity
varies.

Stimulation Need (active, external):  This need focuses on seeking
stimulation through new events, circumstances, or exploration.
Consumers indulge into variety seeking just for the sake of change and
brand switching to satisfy this need. It is interesting to note that consumers
exposed to too much change desire stability and those in stable
environments seek change to escape boredom.

Matching Need (passive, internal):  People are motivated to create
mental images of ideal situations according to their perceptions and on an
ongoing basis match (compare) their perceptions of actual situations to
these ideals. This leads to changes in their behaviors and results are
compared in terms of progress towards the desired ideal state.

Utilitarian Need (passive, external):  This type of motivation focuses on
the need to make use of different sources of information in the external
environment for one's advantage. This theory views the consumer as a
problem solver who considers situations as opportunities to gain useful
information and new skills.

Affective Preservation Motives

Tension-reduction Need (active, internal): People are faced with
various situations in their daily lives when their needs are not fulfilled,
causing undesirable stress and tension. People feel a need to avoid or
reduce tension. For example, some people avoid buying new brands.

Self-expression Need (active, external):  This need deals with projecting
one's identity to others so that others know who they are, what type of
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products they use and make a statement about their lifestyle. Purchase of
different types of products such as clothing and autos allows consumers
to project an identity as these are viewed as possessing symbolic
meanings.

Ego Defense Need (passive, internal): It is another important motive
and concerns the need to protect oneself from social embarrassment and
other threats to self-concept. For example, consumers who are high self-
monitors avoid social risk in the case of socially visible products and buy
well-known brands to avoid any chance of making socially incorrect
purchases.

Reinforcement Need (passive, external):  People often experience a
strong motive to behave in a certain manner because that behavior
brought rewards in similar situations in the past. This is what the theory of
instrumental conditioning emphasizes. For example, many sales
promotions such as contests and sweepstakes bring tangible rewards for
some consumers and excitement to all the participants.

Affective Growth Motives

Assertion Need (active, internal):  This need leads one to compete,
achieve success, power, and admiration. For those having this motivation,
dominance, accomplishment and success are important. Many nutritious
products are promoted on this theme (the commercial of Butter Bite
biscuits).

Affiliation Need (active, external):  People seek acceptance, affection,
and warm personal relationships with others. Group membership is
important to most people in their lives and to fulfill this need they observe
group norms including purchase decisions. Many commercials of soft
drinks focus on this motive.

Identification Need (passive, internal): This motive drives people to
adopt new identities and roles to increase one's self-concept. People gain
pleasure from adding satisfying roles and by enhancing the importance of
already adopted roles. Many ads focus on encouraging a good host image
by using certain brands.

Modeling Need (passive, external): Modeling is a major learning
method by which children learn to become consumers. Children imitate
the behavior of elders and learning takes place. It also explains the
tendency of group members to adopt certain behaviors approved by group
members. Many ads use endorsers that are believed to be role models
using certain brands to convince conformists.
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5.5. Measurement of Motives

Several schemes of classifying motives have been suggested which
group motives on the basis of one unique characteristic of interest. One
such scheme distinguishes physiological versus psychogenic motives.
Physiological motives are concerned with satisfying biological needs of
the individual such as hunger, thirst and safety etc. and psychogenic
motives focus on satisfying psychological needs such as achievement,
affection, or status etc. One important characteristic of psychological
motives is that they are learned. These acquired or secondary motives
exert a very powerful influence on people.

According to another scheme, motives are classified as conscious versus
unconscious. Conscious motives are those of which people are quite
aware such as hunger, while for unconscious motives people are often
not aware, such as consumers buying expensive clothes for their "good
fit" and may not be aware that they are satisfying the need for status.

Motives have also been classified as positive versus negative. Positive
motives attract consumers towards desired goals, while negative motives
direct them to avoid unpleasant consequences.

Motive Arousal

The concept of motive arousal concerns what actually energizes
consumers' behavior. Many of the needs of an individual remain dormant
for long periods. The arousal of any particular set of needs at any given
point of time gets triggered by an individual's physiological condition,
emotional or thinking processes or due to situational stimuli.

Physiological Arousal : Deprivation of any bodily need such as food,
water and other life sustaining necessities activates the need. Most of the
physiological cues are involuntary and often arouse some related needs.

Emotional Arousal: Sometimes latent needs are stimulated because a
person gets involved in thinking or daydreaming about them. This occurs
when consumers are desperate about unfulfilled needs.

Cognitive Arousal: Sometimes just random thoughts may stimulate
arousal of needs. Motivational Research

Consumers just do not buy products or services. Instead, they actually
buy motive satisfaction or problem solutions.

The term motivation research refers to the type of marketing research
(qualitative research) employed to uncover subconscious motivations of
consumers that influence their behavior. It seeks to discover and

69



comprehend what consumers do not fully understand about them. It also
attempts to identify forces and influences that consumers may not be
aware of such as cultural factors and sociological forces that influence
their behavior. Typically, these below-awareness or unconsciousness
motives are interlinked and complicated by conscious motives, cultural
biases, economic variables, and fashion trends.

Motivation research is particularly useful when it is suspected that
underlying motives are exerting upon consumer behavior.

The methods used (three major motivation research techniques include
observation, focus group, and depth interviews) involve disguised and
indirect techniques to probe consumer's feelings, attitudes, and emotions
concerning a product, or service, without triggering defense mechanisms
that can lead to misleading results.

Observation: Observation of consumers can help in developing
hypotheses about human motives. It is easier to observe consumers in
buying situations than in their homes and can be accomplished in-person
or by using video cameras. Video cameras are less intrusive than a
person as an observer. However, observation by human eye or video
cameras cannot answer every question. Generally, observation needs to
be supplemented by focus group or depth interviews to fully understand
why consumers are behaving the way they do.

Focus Group: In the hands of a skilled moderator, a focus group can be
quite a valuable research technique. The group interview is largely non-
directive in style and the group must develop spontaneous interaction. It
is the group excitement and spontaneity that exhibit the behaviors that
reveal underlying motives.

Depth Interview: The heart and soul of motivational research is the depth
interview. It is a lengthy, one-on-one personal interview conducted by a
professionally trained motivational researcher.

The researcher relies heavily upon non-directive interviewing techniques.
The goal of the researcher is to get the respondent to talk, and keep
talking. The researcher begins the interview by introducing general topics,
rather than asking direct questions. She/he probes by raising eyebrows,
by giving a questioning look, by paraphrasing what the respondent has
said, or by repeating the respondent's own words in a questioning
manner. These techniques are non - threatening to the respondent.

During the interview, the researcher watches for clues that might indicate
that a "sensitive nerve" has been touched. Some of the clues that the
researcher watches for include long pauses by the respondent, slips of
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tongue, fidgeting, strong emotions, variations in voice pitch, facial
expressions, eye movements, avoidance of question, fixation on an issue,
and other body language indicators. These "sensitive" topics and issues
are then the focus of additional probing and exploration later in the
interview.

Each respondent interview is tape-recorded and transcribed. During the
interview, the researcher makes notes about the respondent's behavior,
mannerisms, physical appearance, personality characteristics, and non-
verbal communication. These notes help the researcher to understand
and interpret the verbatim transcript of the interview.

The researcher can also use projective techniques to evoke additional
feelings, imagery, and comment from the respondent later in the interview.
She/he asks the respondent to tell a story, play a role, draw a picture,
complete a sentence, or associate words with a stimulus. The researcher
can also use photographs, product samples, packages, and
advertisements as stimuli.

To analyze the interview, the researcher reads and reads hundreds of
pages of verbatim respondent dialogue and looks for systematic response
patterns. The researcher identifies logical inconsistencies or apparent
contradictions, compares direct responses against projective responses,
and notes consistent use of unusual words or phrases. She/he studies the
explicit content of the interview and thoughtfully considers its meaning in
relation to the implicit content.

Let us Sum Up

In this this unit, you have learned the following:

Motivation is the driving force within individuals and is the result of a state
of tension resulting from unfulfilled needs, wants or desires.

Most human behavior is goal-oriented and this is the aspect in which
marketers are most interested as it significantly influences the consumers'
consumption decisions. The goal selection depends on an individual's
personal experiences, physical capacity and the prevailing cultural norms
and values. Another important factor that influences goal selection is the
self-image the individual holds. An individual will acquire or would strive
to acquire products that are perceived as closely reflecting the self-image
the individual holds about self.

Motives are aroused as a result of needs that are physiological, emotional,
cognitive, or situational in nature. Maslow has proposed a hierarchy that
is divided into five levels. He has proposed that higher level needs
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become active only after lower order needs are satisfied. The most basic
level of needs includes air, water, food, shelter, clothing and sex. These
are all physiological needs and the highest order relates to accomplishing
self-fulfillment. Other important need categories relate to social needs
and ego needs. McGuire has presented a more comprehensive list of 16
motives. Freud's psychoanalytic theory is viewed as important in exploring
the subconscious motives about which the individuals have no conscious
awareness.

Check your Progress

1. What is motivation described as in the text?
a. A physical force that moves individuals
b. The driving force within individuals that impels them to action
c. A state of complete satisfaction

d. A method of advertising

A

What triggers the search for satisfaction according to the text?
a. A desire for luxury

b. An arousal of need due to unfulfilled needs
c. A sudden financial gain
d. A change in environment

3. What type of needs focus on practical benefits like economy or
durability?
a. Hedonic needs

b. Acquired needs
c. Utilitarian needs
d. Physiological needs
4. What are physiological motives primarily concerned with?
a. psychological needs
b. Biological needs
c. Social status
d. Emotional fulfillment
5. What is the main focus of motivation research?
a. To analyze product prices
b. To identify subconscious motivations of consumers
c. To evaluate advertising effectiveness

d. To measure sales performance
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Glossary

Biogenic Needs: Basic needs like food, water, clothing etc.

Goals: The purpose toward which an endeavor is
directed.

Hedonic Needs: Needs that relate to emotions or fantasies

Motivation: Internal and external factors that empower

you and set you on track to achieving your
goals

Motivational Research: Type of marketing research (qualitative

research) employed to uncover
subconscious motivations of consumers
that influence their behavior.

Needs: Felt state of deprivation of some basic

satisfaction

Answer to Check Your Progress

o w0 nh e

b The driving force within individuals that impels them to action
b An arousal of need due to unfulfilled needs

¢ Utilitarian needs

b Biological needs

b To identify subconscious motivations of consumers

Suggested Reading
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Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE
Publications, Incorporated.

Northey, G., Macinnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning
Australia.

O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.

73



Unit 6

Consumer Perception

STRUCTURE:

Overview

Objectives

6.1. Introduction

6.2. Consumer Perception Meaning and Definition
6.3. Nature and Characteristics

6.4. Elements involved in the Consumer Perceptual Process
6.5. Consumer Imagery

6.6. Perceived Risk +Meaning, Types and Handling
Let us Sum Up

Check your Progress

Glossary

Answer to check your Progress

Suggested Reading

Overview

In this Unit Introduction, Consumer Perception +Meaning and Definition,

Nature and Characteristics, Elements involved in the Consumer
Perceptual Process, Consumer Imagery and Perceived Risk +Meaning,
Types and Handling has been cleared explained.

Objectives

After reading this unit, you will be able to:
x Understand the Definition of Consumer Perception

X Know about the effect of stimuli in consumer perception

x

Explain the nature of the consumer perception

x Describe the types of perceived risk

x

lllustrate the consumer imagery of the perception

6.1. Introduction

Consumer perception is defined as a process by which consumers sense
a marketing stimulus, and organize, interpret, and provide meaning to it.
The marketing stimuli may be anything related to the product and/or
brand, and any of the elements of the marketing mix.
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'"HULYHG IURP WKH ZRUG 4SHUFHLYHp SHUFHSWLRQ UHIHUV
meaning to whatever stimuli are sensed by our sense organs. The stimuli

are inputs to any of our sensory receptors, be it vision, hearing, smell,

taste, or touch. An individual uses the perceptual mechanism to select

a stimulus from many in the environment, organizes them into a coherent

picture, and interprets it to derive meaning out of it. Perception is the

process through which an individual interprets his sensory impressions to

give meaning to them.

Consumer perception is defined as a process by which consumers sense
a marketing stimulus, and organize, interpret, and provide meaning to it.
The marketing stimuli may be anything related to the product and/or
brand, and any of the elements of the marketing mix. We can classify the
marketing stimuli into two types, namely primary or intrinsic and
secondary or extrinsic.

The primary or intrinsic stimuli comprise the product and its components,
namely brand name, label, package, contents, and physical properties.

The secondary or extrinsic stimuli comprise the form in which the good or
service offering is represented through words, visuals, graphics, and the
symbolism, or through other cues such as price, outlet, salespeople, or
marketing communication.

6.2. Consumer Perception +Meaning and Definition

$FFRUGLQJ WR ) * &UDQH DQG 7 . .ODUNH S&XVWRPHU SHL
S3URFHVV GXULQJ ZKLFK DQ LQGLYLGXDO DFTXLUHV NQRZC
environment and interprets the information according to his/her needs,

requirements and attitudes.

The perceptual process comprises three components, namely the
perceiver, the target (stimulus), and the situation. The perceptual
mechanism depicts a complex and dynamic interplay of three processes,
namely selection, organization, and interpretation. Perceptual selection is
the process by which people select a particular stimulus or a small portion
of the stimuli to attend to, while screening out the rest.

Perceptual organization is a cognitive process, which is responsible for

RUJDQL]LQJ WKH VWLPXOL DQG WKH VXUURXQGLQJ FXHV W
SLFWXUHUU DFFRUGLQJ WR RQHpV SK\WLRORJLFDO VRF
psychographic backgrounds, so as to give some meaning to it.

Perceptual interpretation involves extractind PHDQLQJ RXW RI WKH 4ZKROH
SLFWXUHp $VvV SURFHVVHVY ERWK SHUFHSWXDO RUJDQL]DWLR(
intertwined as both have to do with deriving sense and assigning meaning

to the stimulus to which a person has been exposed.
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Because the characteristics of each of the components, perceiver,
stimulus, and situation, are different, the perceptual mechanism is
impacted variedly. People perceive things differently because of the
perceptual mechanism that differs between people. Perception is unique
to each person, and this makes perception a subjective process.

Perception as a topic of study is important for marketers because people
generally make purchase decisions on the basis of what they perceive.
Consumers perceive the marketing stimuli variedly. They form their
opinions and beliefs about products and/or brands, the price, the store,
and the retailer, and about the advertisement and promotional messages
that they are exposed to.

They also form mental images of them, often adding symbolic value to
marketing stimuli in the form of imagery. When the marketing stimuli are
perceived favorably, chances of purchase and usage are always higher.

6.3. Nature and Characteristics

1. Perception comprises three components, namely the perceiver, the
target (stimulus), and the situation. The characteristics of each of
these components influence the perceptual processes of selection,
organization, and interpretation. The consumer, actual or prospective,
is the perceiver, the 4 Ps are the target, and the buying occasion and
the surrounding environment are the situation.

2. Perception is a complex process. After a stimulus is detected by the
sense organs, the perceptual process comes into play and involves
the interplay of three processes, namely selection, organization, and
interpretation. In this way, perception is a dynamic process.

3. Perception is also an intellectual process, as it involves a lot of
cognitive effort. Once sensation takes place, the cognitive processes
take over and assign meaning to the stimulus. Consumers possess
varying cognitive capacities and capabilities; their backgrounds are
diverse, and psychological processes (needs, motivation, learning,
attitudes, and values) and sociological factors (culture, subculture,
and social class) are different. The cognitive processes have a bearing
on not only the perceptual mechanism, but also on the resultant output
and the behavioral response of the perceiver.

4. Perception is broad in nature. It includes a physiological component
(through sensation), as well as cognitive, sociological, and
psychological components.
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5. Perception is a subjective process, as it is unique to each person. Two
consumers who are exposed to a particular stimulus may perceive it
differently. While they are exposed to the same marketing stimulus,
the manner in which they select, organize, and interpret it is different.

6.4. Elements involved in the Consumer Perceptual Process

The perceptual process starts when a person is exposed to a stimulus
and the sensory receptors report it to the human body. While the senses
may be exposed to various stimuli, they select only some of these at a
given point in time. This is because the sense organs have a limited
capacity at a particular point in time.

Once the sense organs have reported a stimulus or a few stimuli, the
perceptual process takes over. Of the stimuli that have been detected, few
are selected, organized, and interpreted for meaning. This is known as
the perceptual mechanism.

The dynamics involved in perception include the following:

4. The sensory receptors sense a stimulus (object, person, or
situation).

5. The stimulus is either given attention or ignored.

6. Incaseitis given attention, the selected stimulus is organized and
interpreted to result in beliefs, which influence our behavior in day-
to-day life. People perceive things differently because of their
characteristics and backgrounds, and because of the different
perceptual mechanisms that take place.

Although we may differ in such processes, universally speaking, the
perceptual process comprises four elements, namely:
1. Input,
2. Perceptual mechanism,
3. Output, and
4. Behavior
1. Input: The inputto the perceptual process refers to the various stimuli
that surround an individual and exist in his environment. The
perceptual process begins when the sensory receptors detect a

stimulus in the environment, which acts as an input to the perceptual
mechanism.

2. Perceptual Mechanism: Once the sense organs detect a stimulus in
the environment, the person selects, organizes, and interprets it
through a. perceptual selectivity, b. perceptual organization, and c.
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perceptual interpretation. Put together, this is known as the perceptual
mechanism.

a. Perceptual selection or perceptual selectivity refers to a tendency
within a person to select one or a few out of the many stimuli
SUHVHQW LQ WKH HQYLURQPHQW G6HOHFWLYLW\ LV E
demographic, sociocultural, and psychographic factors. A person
would tend to select those stimuli that appear attractive and
relevant to him. Selectivity would also be affected by the
characteristics of the stimulus as well as by the situation involved.

b. Perceptual organization occurs after the stimulus has been
received and selected for further processing. It is the process of
organizing inputs into a definite, coherent, and interpretable
structure. In other words, the various stimuli are organized and
given a form.

c. Perceptual interpretation refers to the process of drawing
inferences from the organized whole (of stimuli), and giving
meaning to them.

3. Output: Once the input has been interpreted, it results in an output.
The output towards the stimulus assumes various forms, for example,
in the formation of emotions and moods, as well as beliefs, opinions,
and attitudes.

4. Behavior: The resultant behavior is an outcome of the output. Based
RQ RQHuVY HPRWLRQV DQG PRRGV DV ZHOO DV EHOLHIV
attitudes, a person would enact a behavior.

6.5. Consumer Imagery

Consumers formulate mental images or descriptions of the marketing
stimuli that they are faced with. This is known as imagery. The perceived
images that get formed may relate to the goods and service offerings and
the marketing mix.

I. Goods and Service Offerings and Imagery:

,Q WRGD\pV HUD ZKHQ WKH PDUNHW L\rdh&ePSHWLWLYH DQG
exists within brands, the product and its image have an important bearing

on the success of a brand. While making purchase decisions, consumers

are faced with numerous alternatives, and purchase decisions are often

made on the basis of the image that the goods and service offerings

and/or the brand hold. Suitable consumer imagery must be developed in

the minds of the consumers.
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Through positioning, marketers make conscious attempts to create
imagery about the good and service offering and/ or brand in the mind of
a consumer. Consumer imagery is the mental picture that the marketer
creates about his goods and service offering. The image could relate to
the good and service attributes and features, the price, or the overall
brand persona. Due to the inherent characteristics of services, such as
intangibility, variability, perish ability, and simultaneous production and
consumption, marketers find it much more difficult to position services
than to position products.

Marketers often rely on perceptual mappings, a technique which helps

them assess how a particular product and/or brand is positioned in the

FRQVXPHUpV PLQG ZLWK UHVSHFW WR FRPSHWLWRU EUDQGV
features, attributes, or characteristics. It helps study consumer perception

about product attributes and features of various competitive brands.

Perceptual mapping also helps assess gaps in a product class so as to
identify areas where the consumer needs are not met, thereby identifying
areas for improvement, and often providing a boost to new product
development. Marketers undertake efforts to innovate and develop new
products with the objective of meeting such unfulfiled needs and
expectations, even if they only have to offer such products to small
segments or niches.

With a change in market likes and dislikes, consumer demands and

preferences, entry of competitor brands, and the desire to add or change

to newer segments, the marketer may have to change consumer imagery

about the good and service offering and/or brand. This is known as

repositioning. Repositioning occurs when the marketer wants to bring

DERXW D FKDQJH LQ WKH FRQVXPHUnY SHUFHSWLRQ RI D SUI
In order to reposition, the marketer could bring about a change in any of

the elements of the marketing mix.

Changes could be brought into the features, the attributes and benefits,
the price, the place of sale (and in the manner the selling occurs), and the
advertisement (message content and context, appeals, and celebrities).
Any attempt at repositioning should be preceded by market research and
a study of consumer behavior. Needless to say that repositioning is an
expensive exercise both in terms of time and money.

II. Perceived Quality and Imagery:

Consumers judge the quality of the product offering on the basis of internal
and external cues. Internal cues refer to the physical characteristics
internal to the good or service, such as size and color, while extrinsic cues
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refer to cues that are external to the good or service, such as price of the
product, brand image, retail store image, or the country of origin.

For some product offerings, quality can be assessed using intrinsic cues
or physical characteristics. For example, flavor and aroma are used to
assess the quality of bakery products and ice creams and color is used to
assess the quality of mouthwashes and detergent soaps.

For other product offerings, quality cannot be wholly and accurately
assessed using such intrinsic cues or by experience alone, and the
consumer depends on extrinsic cues to assess quality, for example:

(i)  price zthe higher the price, the better the quality +Dell and Sony;
(i)  brand image +Samsung and Apple Inc.;

iy PDQXIDFWXUH BMW dnB Berekdes;

(iv) retail store image *Spencer and Shoppers Stop; and

(v) country of origin telectronics +Japan, rubies £Myanmar, gold
+Dubai, coffee £Columbia, and stainless steel Sheffield.

When consumers use information about something to form beliefs about
another, it is known as an inferential belief. Both internal and external cues
provide information about the good or service quality. However, in the
absence of information and/or experience, consumers rely on the price-
quality relationship; price is looked upon as a surrogate cue, and it is
perceived as an indicator of quality.

It is difficult to judge quality in the case of services due to the
characteristics that differentiate services from products, namely
intangibility, heterogeneity, perish ability, inseparability of production and
consumption, and irreversible or irrevocable action. Comparisons are
made between expectation (before) and perception (after), so as to
determine the gaps and assess quality. However, with respect to
consumer perception of quality of services and imagery, consumers rely
on extrinsic cues like surrogate cues to evaluate quality.

Consumers also pay attention to the general atmosphere and ambience.
Unlike products, the quality of services may be inconsistent and vary
across the day or across months. For example, during peak hours or
during certain months of the year, due to excess demand, the overall
quality may get affected. Thus, service marketers provide off-season
discounts and rebates, and also run promotion schemes in non-peak
demand periods so as to streamline and distribute consumer traffic.
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Very often, the country of origin plays an important role in consumer

decision-PDNLQJ 3HRSOHpV SHUFHSWdA-Br@QinRERXW WKH FRXQWU\
can be both cognitive and affective. People also have their own

perceptions regarding country of origin, or PDGH L Q «panuractured

LQ«u ,Q RWKHU ZRUGV WKH FRXQWU\ RI RULJLQ RI WKH SUF
on how people perceive them.

In fact, some product categories such as wine, cheese, chocolates, and

rubies are traced back to the country where they first originated, for

example, French wine, Scottish cheese, Swiss chocolates, Italian

furniture, Burmese rubies, Japanese electronics, and German cars.

Today, although most of these product categories are manufactured and

VROG ZRUOGZLGH WKH SODFH Rslp&cteptibh @outWLOO DIIHFWV SH
the product and/or brand. The country-of-origin effects also have an

impact on the manner in which people evaluate products and/or brands.

The country of origin may affect a marketer both positively and negatively.
For example, while a good or service category which has its origin in a
particular country and becomes famous worldwide may find an easy entry
and acceptance in a particular culture (country), it may not be acceptable
in another culture (country) because people have ill-feelings and hostility
towards that particular country.

6.6. Perceived Risk +Meaning, Types and Handling

While making a purchase decision and immediately after having made a
purchase, consumers experience a state of uneasiness and tension. In
fact, the purchase process results in a state of anxiety and tension with
respect to the undesirable outcome or the negative consequences that
could result from product purchase and usage. This state is known as
4SHUFHLYHG ULVNQu

Perceived risk is the feeling of uncertainty that arises within an individual
when he fails to predict the consequences of product choice, usage, and
the resultant experience. The concept of perceived risk was introduced by
Raymond A. Bauer in the 1960s. Bauer defined perceived risk in terms of
the uncertainty and consequences associated with a purchase decision
and consumer action, the results of which may or may not always be
pleasant.

Perceived risk is a function of two structural dimensions, namely the
dimension of chance (uncertainty) and negative consequence
(consequences).

The element of uncertainty arises because there are many product and/or
brand alternatives, each of which is unique, distinct, and heterogeneous.
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This leads to a feeling of dissonance as to which of the alternative(s)
would be the right choice in terms of overall value. Uncertainty also relates
to a subjective probability that something unpleasant would occur after
product purchase and usage.

The element of consequences exists because the consequence of a
wrong choice is not the same for all kinds of products. Consequences also
relate to the probability that if something unpleasant occurs, what would
be its magnitude or level of severity. Bauer also proposed that perceived
risk is subjective in nature and pertains to how a consumer subjectively
perceives it to be.

Some products and purchase situations are regarded as high on risk,
while others may be low on risk or perhaps no risk at all. The level of risk
that a consumer perceives arises because the consumer cannot judge
with certainty the consequences of his purchase decision. The
circumstance that leads to such a state is the newness of the good or
service offering, or lack of information, or lack of experience in purchase
and usage of a product or service category, or complexity of the product
or service offering, its visibility in social settings, and high price.

Situations of uncertainty about purchase outcomes, and the
unpleasantness of such outcomes, give rise to a feeling of perceived risk
within a consumer, and the person begins to experience feelings of
anxiety and tension.

Types of Perceived Risk:

Perceived risk is subjective in nature with a multidimensional construct.
Further, its existence and magnitude are also something which is gauged
by the consumer himself who may perceive the risk to be present or
absent and/or high or low.

Perceived risk also varies across people, product, and situation.

Perceived risk is also a multidimensional construct, with varying
types, namely:

Functional risk,
Physical risk,
Financial risk,
Social risk,

Psychological risk, and

o g > w N PF

Time risk.
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The type of risk(s) that a consumer faces would vary from the one(s) that
other consumers face. For example, a person wants to buy a microwave;
the types of risks that he would perceive are explained as follows:

1. Functional Risk: Functional risk refers to the risk which a consumer
SHUFHLYHVY ZKHQ KH LV XQFHUWDLQ DERXW WKH
attributes, performance, and overall benefit. It is high for products that
are technically complex or high priced, for example, laptops, tablets,
and dishwashers. Functional risk is also known as performance or
quality risk.

In the case of a product like a microwave, the question that would
bother the consumer is as follows *

Will the microwave oven function well once | take it home?

2. Physical Risk: Physical risk refers to a risk that is perceived when a
FRQVXPHU KDV GRXEWV DERXW KLV RZQ DQG KLV
physical well-being with respect to the usage of a product. It is high for
product categories such as electrical appliances and gadgets,
medicines, and foods and beverages.

The questions that would bother the consumer are as follows:

a. Will the microwave oven emit harmful radiation and kill food
nutrients, or will consumption of food cooked in a microwave lead
to cancer?

b. Will it lead to shocks and short circuits at times of voltage
fluctuation?

3. Financial Risk: Financial risk is a risk that is perceived when a
consumer doubts whether the product is worth its price and whether
he would lose his money on the purchase. It is a risk associated with
the loss of money. Issues pertain to whether a product is overpriced
or would depreciate too quickly and not have a good resale value, or
the money he would lose if the product does not work well, or the
money he would have to spend to keep it in a good workable condition.

Financial risk is high for products which are highly priced and require
substantial operating and maintenance expenditure. Financial risk is
also called monetary risk.

The question that would bother the consumer is as follows:

a. Is the microwave at Rs. 20,000/- worth its cost (keeping in mind
the benefits)? Will it serve me for 5 years?

b. Will it have a resale value?
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4. Social Risk: Social risk is the kind of risk that a consumer faces when
he doubts the product purchase and usage due to opinions, sanctions,
and approval by the social group or class to which he belongs. Social
ULVN DOVR UHODWHYV WR WKH HRaQey e 8edl-uv HIR VWDWXV
esteem. It is high for goods that are socially visible, and especially
UHODWHG WR RQHuV H-@Reenv, WoiDeraKple, &afhes, VHO |
cars, expensive jewelry, and watches. Other directed people and
insecure buyers who have a desire for social acceptance and approval
are more prone to this kind of risk.

The question that would bother the consumer is as follows +

Will my old mother approve of a product like a microwave? And at this
high price, will she consider it a wasteful expenditure?

5. Psychological Risk: Psychological risk is a type of risk that is
perceived when a consumer fears social embarrassment and feelings
of worry, nervousness, frustration, and disappointment at the
purchase of a product and/or brand as it could fail to reflect his
personality or self-image, self-concept, or even his self-esteem. It is
KLJK IRU JRRGVY WKDW UHODWH W-RagQfdruyV SHUVRQDOLW\
example, product categories such as clothes, fashion accessories,
shoes, and household items (e.g., furniture, upholstery, and carpets).

The question that would bother the consumer is as follows +

Is the microwave aesthetically appealing enough not to cause
ridicule?

6. Time Risk: Time risk refers to the risk that the consumer perceives
when he doubts whether his time has been wasted by making a wrong
choice. It also relates WR D FRQVXPHUpV IHHOLQJ WKDW WKH SX|
process would take long resulting in wastage of time and resources.

The question that would bother the consumer is as follows +
Will the microwave oven function well or will | have to replace it soon?

In the age of the Internet, consumers face another kind of risk, which
is known as the privacy risk. Privacy risk is defined as the kind of risk
consumers feel when they fear that buying products online would lead
to loss of privacy information about themselves, their demographics,
as well as their financial details (bank account details and credit card
number).

This could lead to loss of privacy and may also lead to theft and fraud.
In order to reduce this kind of risk, and to assure the consumers,
websites illustrate promises and assurances from the marketer that
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the information that is entered during the transaction would be kept
confidential, and that the accounts are protected from hackers.

Let us Sum Up

In this this unit, you have learned about the following

Different individuals may be exposed to the same stimuli under the same
conditions, but how each individual recognises, selects, organizes, and
interprets the stimuli is unique to each person and depends on each
individual's needs, wants, values, beliefs, personal experiences, moods,
and expectations. Physical qualities of the stimulus, such as contrast,
size, intensity, color, movement, and position, are examples of stimulus
components. Individual traits, such as expectations, motives, and
learning, are examples of individual factors. People can also experience
stimuli that are below their conscious awareness level. These stimuli are
too faint or fleeting to be seen or heard consciously, but they are strong
enough to be sensed. Subliminal perception is the term for this.

Stimuli are interpreted differently by different people. This is based on their
own personal experiences, probable explanations, motives, beliefs, and
interests at the time of perception.

Check Your Progress

1. Why is perception important for marketers?
a. It determines product quality directly
b. Itinfluences how consumers make purchase decisions
c. It establishes the price of a product
d. It dictates the advertising budget

2. What are the three components of perception as mentioned in the
text?

a. The perceiver, the target (stimulus), and the situation
b. The environment, the response, and the action

c. The stimulus, the reaction, and the interpretation

d. The consumer, the product, and the context

3. What should precede any attempt at repositioning a Product or
brand?

a. Increased advertising
b. Market research
c. Price reduction

d. Product launch
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4. What is the purpose of repositioning a product or brand?

a.

b
c.
d

To change consumer perception
To increase the price
To reduce competition

To enhance product features

5. Who introduced the concept of perceived risk in the 1960s?

o o T w

Philip Kotler
Raymond A. Bauer
Abraham Maslow

Sigmund Freud

Glossary

Consumer Imagery: Total perception of something that individuals

form by processing all the information they are
exposed to over time

Consumer Perception:  process by which consumers sense a

Stimu

marketing stimulus, and organize, interpret,
and provide meaning to it.

li: any materials or items used to prompt
respondents in a market research setting. .

Answer to Check Your Progress

b
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. It influences how consumers make purchase decisions
. The perceiver, the target (stimulus), and the situation

. Market research

. To change consumer perception

Raymond A. Bauer
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Unit 7

Consumer Learning

STRUCTURE

Overview

Objectives

7.1. Introduction

7.2. Meaning and Definition of Consumer Learning
7.3. Elements of Learning

7.4. Behavioral Learning Theories
7.5. Cognitive Learning Theory

7.6. Measures of Consumer Learning
Let us Sum Up

Check your Progress

Glossary

Answer to check your Progress

Suggested Reading

Overview

In this Unit Introduction, Meaning and Definition of Consumer Learning,
Elements of Learning, Behavioral Learning Theories, Cognitive Learning
Theory and Measures of Consumer Learning has been cleared explained

Objectives

After reading this unit, you will be able to:
x State the elements of learning
x Discuss behavioral learning theories
x Explain Paraphrase cognitive learning theories
X

Explain the measures of consumer learning

7.1. Introduction

Learning can be viewed as a relatively permanent change in your behavior
occurring as a result of experience. Schiff man and Kanuk have defined
learning, from a marketing perspective, as 'the process by which
individuals acquire the purchase and consumption knowledge and
experience that they apply to future related behavior'.
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Behavior has two aspects, observable behavior as well as non-observable
cognitive activity. This means that learning can also occur without any
change in observable behavior as may happen when a consumer's
attitudes change as a result of new learning.

Except for our instinctive behavior like the ability to walk, which is largely
based on physical maturity, all the observable as well as non-observable
behavior of consumers is the result of learning.

It is a continuous process and gets modified or changed as a result of
exposure to new information and personal experiences and often
becomes the basis for future observable behavior.

7.2. Consumer Learning- Meaning and Definition

Consumer learning can be thought of as the process by which individuals
acquire the purchase and consumption knowledge and experience that
they apply to future related behavior.

Several points in this definition are worth noting. First, consumer learning
is a process; that is, it continually evolves and changes as a result of newly
acquired knowledge or from actual experience.

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

The role of experience in learning does not mean that all learning is
deliberately sought. A great deal of learning is also incidental, acquired by
accident or without much effort.

The term learning encompasses the total range of learning, from simple,
almost reflexive responses to the learning of abstract concepts and
complex problem solving.

Most learning theorists recognize the existence of different types of
learning and explain the differences through the use of distinctive models
of learning.

Despite their different viewpoints, learning theorists in general agree that
in order for learning to occur, certain basic elements must be present 2
motivation, cues, response, and reinforcement.
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7.3. Elements of Learning

Elements of Learning Theories

Cornsumer

Unfilled needs Stimuli that direct | reaction to a drive
lead to motivation | motives or Cue

Sources: Professional Shiksha

1. Motivation: Motivation is the driving force that impels individuals to
action and is the result of unfulfilled need (s). If an individual has strong
motivation to learn something, there is increased likelihood that
learning will take place. For example, students who want to pursue a
course in computer application would be motivated to seek information
concerning the courses offered by different institutes and possibly the
guality of faculty and lab facilities. Conversely, students who are not
interested are unlikely to pay any attention or ignore all information
about computer courses. The degree of involvement in the goal object
ZLOO LQIOXHQFH DQ LQGLYLGXDOpupV GHJUHH RI PRWLY
information or knowledge about the product or service. Marketers use
motivation research to unearth consumer motives and use it in
developing marketing programmes.

2. Cues: Cues are relatively weak stimuli, not strong enough to arouse
consumers but have the potential of providing direction to motivated
activity. For example, an ad about a computer course is a cue that
suggests a way to satisfy the motive of learning computer application.
Consumers are exposed to various cues almost every day such as
advertising, displays, packaging and prices etc. These cues serve to
help consumers satisfy their needs by purchasing certain brands.

3. Response: The way an individual reacts to a cue or stimulus is the
response and could be physical or mental in nature, leading to
learning. For example, a computer marketer keeps on providing cues
to a student through promotional activities and may not be successful
in eliciting the final purchase behavior for a variety of reasons, though
the student is motivated to buy. It is also possible that the student
forms a favorable image about a particular model, has enough

89



resources and buys the computer. Consumers are exposed to many
cues providing direction at the same time and each cue competes for
attention. The responses to particular cues or stimuli may be
significantly affected by earlier learning as a result of response-re
enforcement.

4. Reinforcement: Most scholars agree that reinforcement of a specific
response increases the likelihood for the response to reoccur.
Reinforcement can be anything that both increases the strength of
response and tends to induce repetitions of the behavior that
preceded the reinforcemenW $FFRUGLQJ WR (GZDUG / 7TKRUQGLNH S
several responses made to the same situation, those which are
DFFRPSDQLHG RU FORVHO\ IROORZHG E\ VDWLVIDFWLRQ !
Will be more likely to recur; those which are accompanied or closely
followed by discom I RUW SXQLVKPHQW « :LOO EH OHVV OLNHO\ W

Edward L Thorndike, Animal Intelligence, the Macmillan Company,
1911. Since reinforced behavior increases the likelihood of repetition,
consumers often learn to develop behaviors appropriate to respond to
their needs. For example, if a consumer learns that an advertised
remedy for common cold helped to get relief from painful symptoms,
she/he is more likely to buy the advertised brand again, if needed in
future, because the remedy lived up to expectations (reinforcement of
behavior because the remedy alleviated the painful symptoms). Had
the advertised brand failed the first time to provide relief, the individual
would be less likely to buy that brand again, no matter how often
she/he gets exposed to advertising or other promotions for the same
brand.

7.4. Behavioral Learning Theories

Behavioral Learning behavior theories depend upon response tendencies
resulting from experience. If someone is conditioned by a particular
experience, he behaves in a similar fashion again and again. For instance,
if workers in a factory are conditioned to loud noise; they start liking high
pitch music.

If people in villages are served milk with large quantities of sugar
repeatedly they become accustomed to it and they afterwards do not like
milk with less sugar. If one drinks a particular brand of coffee repeatedly,
he does not enjoy the other brand of coffee. This is called behavioral
learning.

The marketer studies these phenomena and uses them in sales
campaigns, advertising strategy, and product development,
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demonstration of product, free samples and serving product free. In order
to take advantage of behavioral theories Nescafe Coffee serves free
coffee from time to time to develop taste for it.

In 1955 when Coke was introduced in India small free bottles were
supplied to consumers and by repeated tasting people became used to it.
In other words when people are conditioned to a particular situation they
become accustomed to it. This in other languages is called the stimulus
response, the behavioral or the associative orientation.

Marketers stimulate consumers in various ways to take advantage of their
behavioral psychology by repeating advertisements. But psychologists
also came to the conclusion that learning depends not merely on repetition
but also ability to generalize. Because of stimulus generalization people
also buy products which look alike and therefore competitors produce
similar products.

Stimulus generation also helps promote sales of other products under the
same brand name. If one becomes accustomed to one product of one
brand when other products are introduced with the same brand name they
also attract the same attention as the first product.

The classical conditioning or Pavlarian conditioning is a dumb sort of
learning. However, the modern view of classical conditioning is somewhat
different. It is now believed that individuals do not behave in a purely
identical manner i.e. they are not purely passive in their behavior and
conditioning can be changed after a number of trials of a product.

For instance, if one consumer is habituated touse X y4WHD E\ WULDOV KH FDQ

be persuaded to use another tea. The theory has undergone revolutionary
change during the last 20 years, now researchers are convinced that the
EHKDYLRU DQG FRQGLWLRQLQJ EHKDYLRU
consumers are not passive and they use rational even when they are
accustomed to using a particular brand or a product.

7.5. Cognitive Learning Theory

This theory holds that learning involves complex mental processing of
information. This theory gives great weight age to information, motivation
and mental process on which response depends. According to this theory
repetition gets a back seat. The consumer collects information on various
competitive products with regard to their price, performance and other
aspects.

The consumer feeds that the collected information on various competitive
products with regard to their price, performance and other aspects of
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information into his human computer process them logically and then only
arrive at a conclusion. If one decides to buy a refrigerator he collects the
information on various refrigerators available in the market, their features,
performance, reputation of the supplier i.e. brand and after sales service.

The information however is not collected only when one decides to buy a
product; he goes on getting information from various sources such as,
magazines and journals and retains in his memory and uses it when
required. It is felt by some psychologists that when one gets too much
information he is overloaded and encounters difficulties in decision taken.
But capacity to retain and keep the information in memory differs from
individual to individual depending largely on his education and
sophistication.

Therefore, marketers try to provide information to different groups of
people as per their retention power as perceived by marketer. For
instance, if the consumer is technocrat, he will be supplied much more
information as compared a general customer specially in case of technical
products like computer, automobile, photo copier, electronic and electrical
goods. If someone is provided more information than what he can
understand or retain it will be waste of efforts and resources.

7.6. Measures of Consumer Learning

Measures of consumer learning include recall and recognition tests,
cognitive responses to advertising, and attitudinal and behavioral
measures of brand loyalty. Recall tests are used by the marketers as a
means of testing consumers' memory. Marketers often use a cued recall
test, a free recall test, or serial recall test to evaluate various aspects of
short-term memory - a person's ability to retrieve information recently
learned.

Cued recall, also known as stimulus/response, involves memorizing a
sequence of information, using any method desired. Free recall is a test
of memory in which subjects are asked to memorize a short sequence of
pictures, numbers, or words during a specific length of time. Serial recall
generally tests a person's ability to remember information in a precise
order or to remember circumstances as they occurred within a time frame.

Recognition tests are used by the marketers to test the effectiveness of
advertising. Individuals are selected from the target market and they are
asked to look through a magazine and then to recall advertisements they
have seen. A basic issue among researchers is whether to define brand
loyalty in terms of consumer's behaviors or the consumer's attitude
towards the brand. Brand loyalty refers to the extent of the faithfulness of

92



consumers to a particular brand, expressed through their repeat
purchases, irrespective of the marketing pressure generated by the
competing brands. Brand loyalty consists of both attitudes and actual
behaviors toward a brand and both must be measured. For marketers, the
major reasons for understanding how consumers learn are to teach them
that their brand is best and to develop brand loyalty.

Let us Sum Up

In this this unit, you have learned the following

Learning can be viewed as a relatively permanent change in behavior
occurring as a result of experience. Behavior has two aspects -
observable behavior as well as non-observable cognitive activity.

Four components appear to be fundamental to almost all learning
situations and include motivation, cues, response and reinforcement.
There are two forms of conditioned learning - classical and instrumental.
Classical conditioning refers to the process of using an existent
relationship between a stimulus and response to bring about the learning
of the same response to a different stimulus.

In instrumental conditioning, reinforcement plays a more important role
than in classical conditioning. There is no automatic stimulus - response
relationship in this case, so the subject must first be induced to engage in
the desired behavior and then this behavior must be reinforced.

Coghnitive learning involves the mental activities of humans as they work
to solve problems, cope with complex situations, or undertake activities in
their environment. Measures of consumer learning include recall and
recognition tests, cognitive responses to advertising, and attitudinal and
behavioral changes.

Check your Progress

1. What is consumer learning primarily defined as?

a. The process of acquiring knowledge and experience related to
purchase and consumption.

b. A method of advertising products to consumers.

c. The act of making spontaneous purchases based on impulse.

d. A type of psychological condition affecting buying behavior.
2. How do cues influence consumer behavior?

a. They completely satisfy consumer needs

b. They serve as strong motivators for action
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c. They provide direction to motivated activity
d. They are irrelevant to marketing strategies
:KDW GRHV WKH WHUP 2UHVSRQVUfthete#? HU WR LQ WKH FRQW
a. The way consumers ignore cues
b. The physical or mental reaction to a cue
c. The purchase of a product
d. The motivation to learn about a product
4. According to the theory, what role does repetition play in learning?
a. Itis the most important aspect.
b. Itis essential for memory retention.
c. lItgets a back seat.
d. Itis unnecessary for decision-making.
5. What is brand loyalty primarily defined as?
a. The amount of money consumers spend on a brand

b. The faithfulness of consumers to a particular brand expressed
through repeat purchases

c. The variety of brands a consumer tries over time

d. The frequency of advertisements seen by consumers

Glossary

Classical Conditioning : Reflexive or automatic type of learning in which
a stimulus acquires the capacity to evoke a response that was originally
evoked by another stimulus.

Instrumental Conditioning : A method of learning that occurs through
rewards and punishments for behavior.

Reinforcement : Specialist term in operant conditioning for the 'stamping-
in' of stimulus associations and response habits that follows the
experience of reward.

Stimulus Generalization : Transfer of a response learned to one stimulus
to a similar stimulus
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Answer to Check Your Progress

1.

a &> N

a. The process of acquiring knowledge and experience related
to purchase and consumption

o

They provide direction to motivated activity

(e

The physical or mental reaction to a cue
c. Itgets aback seat.

b. The faithfulness of consumers to a particular brand
expressed through repeat purchases

Suggested Reading
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Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE Publications,
Incorporated.
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Block-3: Introduction

Block-3 : Consumer Attitudes and Communication Process has been
divided in to three Units.

Unit-8: Consumer Attitudes deals with Introduction, Characteristics of
Attitude, Functions of Attitude, Structural Models and Theories of Attitude.

Unit-9: Marketing Communication explains about Introduction,
Meaning of Communication, Nature of Communication, Role of Marketing
Communication, Importance of Marketing Communication and the
Process of Marketing Communication.

Unit-10: Personality and Consumer Behavior - Introduction, Definition
and Meaning of Personality, Nature of Personality, Theories of
Personality, Personality and Consumer Diversity, Cognitive Personality
Factors and Brand Personality.

In all the units of Block -3  Consumer Attitudes and Communication
Process , the Check your progress, Glossary, Answers to Check your
progress and Suggested Reading has been provided and the Learners
are expected to attempt all the Check your progress as part of study.
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Unit-8
Consumer Attitudes

STRUCTURE

Overview

Objectives

8.1. Introduction

8.2. Characteristics of Attitude
8.3. Functions of Attitude

8.4. Structural Models and Theories of Attitude
Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress
Suggested Readings

Overview

In this unit the Introduction, Introduction, Characteristics of Attitude,
Functions of Attitude, Structural Models and Theories of Attitude has been
clearly explained.

Objectives

After reading this unit, you will be able to:
x State the characteristics and functions of attitude
x Discuss the models of attitude
X Realize how attitudes are formed

x Explain the strategies of attitude change

8.1. Introduction

Martin Fishbein has reported that there are more than 100 different

definitions of attitude. More than five decades ago, Gordon W Allport

presented a frequently used definiton of DWWLWXGHV +H VDLG S$WWLWXGFH
are learned predispositions to respond to an object or class of objects in

D FRQVLVWHQWO\ IDYRUDEOH RU XQIDYRUDEOH zD\ A

They are the feelings and beliefs that an individual holds. Attitudes are an
expression of inner feelings reflecting his likes and dislikes and, from a
retailing perspective, as applicable to retail brands and store formats.
Attitudes play an important part in determining a store's standing among
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consumers. In deciding at which store to shop, consumers will typically
select the store that is evaluated most favorably and to which they are
predisposed.

As opined by James H Myers and William H. Reynolds, "Attitudes directly
affect purchase decisions and these in turn directly affect attitudes through
experience in using the product or service. In a broad sense, purchase
decisions are based solely upon attitudes existing at the time of purchase,
however these attitudes might have been formed."

8.2. Characteristics of Attitude

X

Difficult to measure: Attitudes are reflected in behavior of individuals.
It can be vaguely termed as how an individual responds to a particular
situation. An individual varies in his behavior and reacts differently in
different situations. Attitudes may vary according to situations and
mood of an individual

May create inflexibility and stereotypes: As discussed above,
individuals who behave in a particular manner under a specific
situation can be stereotyped to that particular behavior. People might
expect the same attitude every time in all situations. Since, individuals
are judged by their first impression, attitude during the first meeting
might be taken as permanent

Formed largely from the continuous process of socialization:
Attitudes are not formed in one day or so. It is formed gradually, as we
interact with more people or many times with people in our society.
Society consists of different kinds of individuals so we tend to form
varied attitudes. As we meet the same person again and again we
tend to form an attitude which might be specific to him only.

It is a positive attitude: This has been discussed more off lately.
People have varied attitudes. Some people have an optimistic view
towards a particular situation and others might have a pessimist view.
It varies from person to person. Attitudes, positive or negative are
developed by post purchase evaluations. If a consumer is
completely satisfied with the product, he will develop a positive
attitude towards that brand and vice versa.

Once formed it is not easy to change:  When a person develops a
certain attitude towards a brand or a person, it is very hard to change.
If an individual is not satisfied by the product of a particular brand, he
will develop a negative attitude towards that brand and he might not
use that brand forever. Attitudes may be affected by age, position or
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education of an individual. As a person matures, his attitude towards
a particular brand or person can change.

8.3. Functions of Attitude

Understanding functions of attitudes helps in learning how they serve
consumers. According to Daniel Katz, attitudes perform four important
functions for individuals:

a. Ultilitarian function
b. Value-expressive function
c. Ego-defensive function
d. Knowledge function
a. Utilitarian Function

This attitude function serves consumers in achieving desired benefits. We

hold certain EUDQG DWWLWXGHY SDUWO\ EHFDXVH RI D EUDQGMV X
has been useful in the past, our attitude towards it is likely to be favorable.

For example, a consumer who considers quick relief as the most important

criteria in selecting an anti-cold remedy will be directed to the brand that

offers this benefit. On the other hand, attitudes will discourage the

consumer away from brands WKDW DUH XQOLNHO\ WR IXOILOO WKH TX
criteria. The Coldarin (an anti-cold remedy) commercial reflects the

utilitarian function of attitudes when it ensures quick relief.

b. Value-expressive Function

SWWLWXGHYVY UHIOHFW Vinkage, W&u@sv/ diiH autlovk, VH O |
particularly in a high involvement 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, the self-image of a young man

buying a motorcycle may be of a macho, domineering person who likes to

gain an upper hand. Aggressiveness may reflect itself in purchasing a

Royal Enfield Bullet 500 cc or a Bajaj Pulsar 180 cc. Advertisers often

appeal to the value-expressive nature of attitudes by implying that
purchase or use of a certain product will lead to desired achievement, self
enhancement, or independence.

c. Ego-defensive Function

Attitudes formed to protect the ego, or self-image, from anxieties and
threats help fulfill this function. Ads for many personal care products such
as mouthwashes, toothpastes, deodorants, anti-pimple creams and
cosmetics, etc. serve as a good example. Advertising capitalizes on the
fear of social embarrassment and rejection and greater social acceptance
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through use of certain products. This encourages consumers in
developing a positive attitude towards brands associated with social
acceptance, confidence, appreciation, or being attractive and desirable to
the opposite sex.

d. Knowledge Function

Individuals generally have a strong need for knowledge and seek

consistency, stability and understanding. To fulfill this need, attitudes help

organize the considerable amount of information to which they are

exposed every day. They ignore irrelevant information and store what is

meaningful to them. The knowledge function also reduces uncertainty and

confusion. Advertising is a means of acquiring information about products

and services. Comparatve DGYHUWLVLQJ DWWHPSWV WR FKDQJH FRQ\
attitudes towards the advertised brand by emphasizing its advantages

over the competing brand.

8.4 Structural Models & Theories of Attitude

Psychologists have devoted considerable efforts to understand the
relationship between attitudes and behavior and a number of models have
been developed to understand underlying dimensions of an attitude
(Richard J Lutz).

Tri-component Attitude Model

According to this model, attitudes are consist of three main components:
1. Cognitive component (knowledge, beliefs)
2. Affective component (emotions, feelings)
3. Conative component (behavioral aspect)

1. Cognitive Component

&RQVXPHUVYy EHOLHIV DERXW DQ REMHFW DUH WKH DWWULE.
These beliefs are based on a combination of the knowledge, experience

and perceptions about the attitude object. For most attitude objects

consumers have a number of beliefs and that a specific behavior will result

in specific outcomes.

2. Affective Component

&RQVXPHUVYy IHHOLQJY DQG HPRWLRQDO UHDFWLRQV WR DQ
affective component of an attitude. This relates to the consumer's overall

evaluation of the attitude object. Consumer beliHIV DERXW D EUDQGUV

attributes are multidimensional, but the feeling component is only one-

GLPHQVLRQDO 7KH FRQVXPHU ZKR VD\V OLNH 7KXPEV 8S RU
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no good, is expressing the results of an effective evaluation. The
evaluation can either be good or bad, favorable or unfavorable.
Emotionally charged evaluations can also be expressed as happiness,
elation, sadness, shame, or anger etc.

Consumers often evaluate products in the context of a specific situation

DQG D FRQVXPHUpV IHHOLQ &AndgéYad Ghe DsivatierQ PD\ FK
changes. For example, a student studying for a test believes that caffeine

content in ThumsUp will keep me alert. These beliefs may lead to a

positive feeling (evaluative) response. The same student might avoid

drinking Thumbs Up late in the evening after the test.

&RQVXPHUVYy IHHOLQJY DUH RIWHQ WKH UHVXOW RI VSHFLILF
of a product but sometimes feelings can precede and influence beliefs

(cognition, thinking) . In some instances people like or dislike a product

without acquiring any beliefs about the product. R B Zajonc has reported

that our initial reaction to a product may be one of like or dislike without

any cognitive basis for the feelings. This initial effect can influence how

we react to the product itself.

The affective component is central to studying attitudes because it

VXPPDUL]JHV FRQVXPHUVY SUHGLVSRVLWLRQV WR EH IDYRUD
towards the attitude object. The cognitive component or beliefs are

relevant only to the extent that they influence evaluations. Actually, brand

evaluations (feelings) determine the tendency to evaluate brands as

favorable or not favorable.

3. Conative Component

Behavioral (cognitive) component is the likelihood or tendency of an
individual to respond in a certain manner towards an attitude object. For
example, a series of decisions to purchase or not to purchase a Canon
inkjet printer, or recommend it to friends, would reflect the behavioral
component of an attitude. In the context of consumer research and
marketing, the conative component is treated as an intention to buy.

P A Dabholkar has noted that all the three attitude components tend to be
consistent. As a result of this, change in one attitude component tends to
trigger related changes in the other components. This tendency is the
basis for a substantial amount of marketing strategy. In certain situations,
beliefs and feelings about a chosen brand do not have to change for
consumers to establish an intention to buy if the economic reward is large
enough.
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Let us Sum UP

In this unit, you have learned about the following:

Attitudes are learned predispositions and represent an enduring
organization of motivational, emotional, perceptual, and cognitive
processes with respect to some aspect of our environment. Attitudes are
expressed in the way we think, feel, and act toward everything in our lives
and reflect the lifestyle of individuals.

Attitudes are viewed to have three components: the cognitive component

consistsofan LQGLYLGXDOUV NQRZOHGJatitirRieolgjedtOLHIV DERXW WKH
the affective component represents the feelings or emotions toward the

attitude object, and the behavioral or conative component reflects the

overt actions and statements of behavioral intentions with respect to

specific attributes of the attitude object or overall object. The three

components of attitude generally tend to be consistent with each other.

Mult-DWWULEXWH DWWLWXGH PRGHOV SURSRVH WKDW FRQVXPI
attitude object is a function of perception and assessment of important
attributes or beliefs held about a certain attitude object.

Attitudes perform several functions. Utilitarian function serves consumers

in accomplishing desired benefits; value-expressive function serves to

reflect the FR QV X P H UipdgeV ¥ldds, and outlook; ego-defensive

IXQFWLRQ KHO S Vedgd OrR&f-adl frerahxiaties and threats;

and knowledge function serves to organize information and reduces

uncertainty and confusion for individuals. Marketers are ultimately

concerned about iQIOXHQFLQJ FRQVXPHU\Wfitudesl i@ YLRU DQG
believed to be the precursors of behavior.

Check your Progress

1. How are attitudes primarily formed according to the text?
a. Through immediate reactions to situations.
b. By a single interaction with a person.
c. Through a continuous process of socialization.
d. By reading books and articles.

2. What is the primary purpose of the utilitarian function of attitudes
according to Daniel Katz?

a. To reflect self-image and values

b. To protect the ego from anxiety

c. To achieve desired benefits from products
d

To organize information for better understanding
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3. What are the three main components of the Tri-component Attitude
Model?

a. Knowledge, Experience, Behavior
b. Cognitive, Affective, Conative

c. Emotions, Beliefs, Actions

d. Feelings, Attributes, Outcomes

4. What does the affective component of an attitude primarily represent
in consumers?

a. 7KH FRIJIQLWLYH EHOLHIV DERXW D SURGXFWYV DWWULEX
b. 7KH FRQV XPBlidd$ ¥l emotional reactions

c. The social influences on consumer behavior

d. The financial aspects of purchasing decisions

5. What does the conative component primarily refer to in consumer
behavior?

a. The feelings consumers have about a product
b. The beliefs consumers hold about a brand

c. The intention to buy a product

d. The physical attributes of a product

Glossary

Attitude: The way we think, feel and act towards some
aspect of environment

Self-Image: configuration of beliefs related to the self

Advertising : acquiring information about products and services

Utilitarian Function:  Attitude function helps consumers achieve
desired benefits

103



Answer to Check your Progress

1.
2.
3.
4.
5.

a. Through a continuous process of socialization.

b. To protect the ego from anxiety

c. Cognitive, Affective, Conative

b. 7KH FRQV XRlidds ¥ emotional reactions
c. The intention to buy a product

Suggested Readings
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Unit-9
Marketing Communication

STRUCTURE

Overview

Objectives

9.1. Introduction

9.2. Meaning of Communication

9.3. Nature of Communication

9.4. Role of Marketing Communication
9.5. Importance of Marketing Communication
9.6. Process of Marketing Communication
Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Meaning of Communication, Nature of
Communication, Role of Marketing Communication, Importance of
Marketing Communication and the Process of Marketing Communication
has been clearly explained.

Objectives

After reading this unit, you will be able to understand:
X The marketing plan identifies key opportunities and threats

x Share our thoughts and feelings with individuals and groups of
people.

X Communication helps to develop an organized society with
defined roles for each individual

9.1. Introduction

Marketing communication (MarCom) is a fundamental and complex part

Rl D FRPSDQ\pvV PDUNHWLQJ HIIRUWY J/RRVHO\ GHILQHG Ol
described as all the messages and media you deploy to communicate with

the market.
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Marketing communication includes advertising, direct marketing,
branding, packaging, your online presence, printed materials, PR
activities, sales presentations, sponsorships, trade show appearances
and more.

9.2. Meaning of Communication:

Communication can broadly be defined as exchange of ideas, messages
and information between two or more persons, through a medium, in a
manner that the sender and the receiver understand the message in the
common sense, that is, they develop a common understanding of the
message.

The word communication is derived from the Latin word communicare,
which means to share, impart, participate, exchange, transmit or to make
common. It emphasises on sharing common information, ideas and
messages. It is not merely issuing orders and instructions.

Communication is the transfer of information from a sender to a receiver,
with the information being understood by the receiver. - Koontz and
Weihrich

Communication is the art of developing and attaining understanding
between people. It is the process of exchanging information and feelings
between two or more people and it is essential to effective management.
- Terry and Franklin

Communication is the sum of all things one person does when he wants
to create understanding in the mind of another. It is a bridge of meaning.
It involves a systematic and continuous process of telling, listening and
understanding. Allen Louis Communication is the process by which
people attempt to share meaning via the transmission of symbolic
messages. - Stoner and Wankel

9.3. Nature of Communication:

1. Two-way process: Communication is a two-way process of
understanding between two or more persons sender and receiver.
A person cannot communicate with himself.

2.  Continuous process: Exchange of ideas and opinion amongst
people is an ongoing process in business and non- business
organizations. Continuous interaction promotes understanding and
exchange of information relevant for decision-making.

3. Dynamic process: Communication between sender and receiver
takes different forms and mediums depending upon their moods and
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10.

11.

12.

13.

behavior. It is, thus, a dynamic process that keeps changing in
different situations.

Pervasive: Communication is a pervasive activity. It takes place at
all levels (top, middle, low) in all functional areas (production,
finance, personnel, sales) of a business organization.

Two people: A minimum of two persons 2 sender and receiver 2
must be present for communication to take place. It may be between
superiors, subordinates and peer group, intra or inter se.

Exchange: Communication involves exchange of ideas and
opinions. People interact and develop understanding for each other.

Means of unifying organizational activities: Communication
unifies the internal organizational environment with its external
environment. It also integrates the human and physical resources
and converts them into organizational output.

Verbal and non-verbal: Though words are active carriers of
information, gestures can sometimes be more powerful than words.
Facial expressions, sounds, signs and symbols are the non-verbal
forms of communication.

Mutual understanding: Communication is effective when the
sender and receiver develop mutual understanding of the subject.
Messages conveyed should be understood by the receiver in the
desired sense.

Goal-oriented: Communication is goal-oriented. Unless the
receiver and sender know the purpose they intend to achieve
through communication, it has little practical utility.

Foundation of management: Though communication is a directing
function, it is important for other managerial functions also.
Designing plans and organization structures, motivating people to
accomplish goals and controlling organizational activities; all require
communication amongst managers at various levels.

A means, not an end: Communication is not an end. Effective
communication is a means towards achieving the end, that is, goal
accomplishment. It smoothens managerial operations by facilitating
planning, organizing, staffing, directing and controlling functions.

Human activity: Since communication makes accomplishment of
organizational goals possible, it is essential that people understand

and like each RWKHU I SHRSOH GR QRW XQGHUVWDQG HDF!

viewpoint, there cannot be effective communication.
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14. Interdisciplinary: Communication is the art of how communicators
use knowledge of different fields of study like anthropology,
psychology and sociology. Making best use of these disciplines
makes communication effective. It is, thus, an interdisciplinary area
of management.

9.4. Role or functions of Communication:

Right from the time a child is born, communication plays an important role
in his life. Speaking, listening and writing are the common forms of
communication. A large part of our time is devoted to communication as
we share our thoughts and feelings with individuals and groups of people.
Communication helps to develop an organized society with defined roles
for each individual.

In the business world, managers perform their tasks and responsibilities
through communication. Communication provides the basis for effective
implementation of plans, assigning jobs to people, carrying out directions
and activities and facilitates control.

Management functions can be performed successfully when managers
communicate face- to face, telephonically or electronically with their
superiors, peers, subordinates, customers, suppliers, competitors etc.
Even when they are not talking, they are busy reading or writing reports,
memos and letters which are different forms of communication.
Communication has reduced geographical distances into storable and
confidential forms and has facilitated a large number of people to interact
with each other.

It is important that communication should be effective. Effective
communication is transfer of information along with transfer of
understanding. It means transfer of messages, ideas and information in a
manner that the sender and receiver understand the subject in the same
sense.

It is the process of sending a message in such a way that the message

received isas FORVH LQ PHDQLQJ DV SRVVLEOH WR WKH PHVVDJH
Effective communication, thus, takes place when the receiver

understands the message in the same sense as the sender wants to

convey.

Communication is the foundation for human interaction that develops
common understanding amongst two or more persons. This promotes
common objectives through coordinated efforts amongst people
belonging to different functional departments.
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9.5. Importance of Communication

The desire to socialize and get formed into organized groups necessitates
the need for communication. In the fast changing world, managers
communicate changes in technology, structure or people to their
subordinates. If the communication system is well organized, it becomes
easier for subordinates to understand and act upon the message.
Communication plays an important role in the lives of individuals and
organizations.

The following points highlight the importance of communication:

Basis for planning:  Planning is the basic function of management.
If plans are well designed and communicated for their
implementation, it leads to organizational success. Planning
requires extensive environmental scanning and information about
internal and external organization elements. An effective system of
communication helps in obtaining this information. Implementing the
plans requires communicating them to everybody in the organization.
Communication is, thus, the basis of planning.

Motivation to work: Employees are motivated to work if their needs
are satisfied. Communication helps managers know the needs of
their employees so that they can adopt suitable motivators and
inspire them to develop a positive attitude towards the work
environment.

Job satisfaction: Exchange of information develops trust,
confidence and faith amongst managers and subordinates. They
understand their job positions better and, thus, perform better.
People are committed to organizational objectives which promotes
job satisfaction,

Commitment to organisational objectives: Managers who follow
an effective system of communication understand employees feeds,
adopt suitable motivators to satisfy them, appraise their performance
and provide them regular feedback. The employees also work with
commitment towards organizational objectives.

Coordination: Communication coordinates organizational resources
(human and non- human), individual goals with organizational goals
and internal environment with external environment. Coordination is
the key to organizational success and communication is an active
contributor to coordination.
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Vi,

Vii.

viii.

XI.

Xii.

Xiii.

Adaptability to external environment: In order to survive in the
changing, dynamic environment, managers continuously interact
with external parties like the government, suppliers, customers, etc.
This requires an effective communication system in the organization.

Internal functioning of an enterprise: Managers interact with
parties internal to business enterprises. They constantly obtain and
provide information to them. More effective the communication
system, the more accurate the information will be.

Healthy industrial relations:  Satisfied workers contribute to healthy
organizations. Communication brings managers and trade unions
closer, develops mutual understanding and promotes industrial
peace and harmony. This increases industrial production.

Helps in performing managerial roles: According to Henry
Mintzberg, managers perform three major roles # interpersonal,
informational and decisional. Communication helps managers in
performing these roles effectively. In interpersonal roles, managers
interact with superiors, peers and subordinates; in informational roles
they receive and give information to people inside and outside the
organization and in decisional roles, they take important decisions
and communicate them to organizational members for their effective
implementation.

Facilitates leadership: Effective leaders interact with followers,
guide and inspire them to perform the individual and organizational
goals. Effective communication process facilitates leaders to carry
out the leadership functions.

Facilitates control:  Planning is effective if accompanied by an
effective control system. Control is possible when managers assess
subordinates {performance, correct and prevent deviations and
provide them regular feedback of performance. Control function
largely depends upon the communication system of the organization.
How effectively managers control organizational activities depends
upon how effective the communication system is.

Training and development: Imparting training and development
facilities to employees depends upon how well their superiors
communicate with them. Trainers with good communication skills are
better than those who have poor communication skills.

Substance to organizational existence: Obtaining information to
make plans, making members aware of authority responsibility
structure, position in the organizational hierarchy, coordinating their
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activities is the essence of organizational survival and growth. This is
possible through effective communication.

9.6. Process of Communication

Communication process is a sequence of activities where a message sent
is understood by the receiver in its intended meaning. For example,
execution of a purchase order or conversation through telephone shall be
complete if the desired result is achieved, that is, supplier sends the
desired goods and receiver of phone call acts as desired by the maker of
the call.

Communication is a process that connects the sender with the receiver of
the message. A process is a systematic series of actions, operations or
series of changes directed to some end. However, in real life situations,
the communication process is more complex than it sounds. It consists of
a series of elements which results in sharing of meaning by sender and
receiver.

These elements are discussed below:

a. Sender: Sender is the person who initiates, generates and sends the
message. He represents the source of the message. The
communication process begins when the sender develops an idea or
message he wants to transmit. He must arrange the ideas in a
manner that can be understood by the receiver. A lecturer delivering
a lecture in the classroom is the sender of the message or a manager
addressing his team in a meeting is the sender of the message.

b. Message: Message is the idea or information that the sender wants
to convey. He may convey it verbally (by writing or speaking) or non-
verbally (through gestures or body language). Whatever the form, the
message should be clearly formed so that the desired objective is
accomplished.

c. Encoding: Once the sender is clear of what message to transmit, he
decides the code through which the message shall be transmitted.
The message is abstract and intangible and, therefore, has to be
converted into some form (words, gestures, pictures etc.) to make it
meaningful. Encoding means converting the message into symbols.

Encoding gives meaning to the message or converts ideas into codes
which can be understood by the receiver. Encoding means
translating the message into words (written or spoken), symbols or
gestures. It may be a combination of the three. The code should be
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appropriate to the situation that is, interpreted by the receiver in the
manner intended.

Transmission: Transmission involves selecting the medium or
channel of communication. Once it is decided that the message has
to be sent in writing, the sender may select the electronic channel
and the medium of e-mail or fax. Short messages can be transmitted
through telephone but lengthy messages can be sent through letters
or circulars.

Choice of channel depends upon the message to be conveyed,

personal biases of the sender and nature of information. Short

messages are generally sent through the telephone. Where

drawings, charts and illustrations form part of the message, it should

be sent in writing. 3SaHUVRQDO ELDVHYVY LQFOXGH VHQGHUpV SUHIHU
particular channel.

Some senders prefer to communicate in writing, however short the
message may be and, therefore, prefer the written channel of
transmission. Nature of information refers to immediacy and
confidentiality of information. Confidential information where
immediate feedback is required is generally transmitted orally.

Receiver: Receiver is the person or a group of persons to whom the
message is conveyed. In case of telephonic conversation, the sender
can send a message to one receiver but in case of group discussions,
seminars and conferences, receivers can be more than one. The
message must be designed, encoded and transmitted in a manner
that the receiver can understand it easily. Use of technical words,
jargon and complicated symbols should be avoided. Depending on
the channel selected, the receiver may be a listener, viewer or a
reader.

Decoding: Decoding means giving meaningful interpretation to the
message. On receiving the message, the receiver translates the
symbols into meaningful information to the best of his ability.
Communication is effective if the receiver understands the message
in the same way as intended by the sender. The receiver must,
therefore, be familiar with the codes and symbols used by the sender.

Noise: It represents a disturbing factor in the process of
communication. It interferes with effective communication and
reduces clarity of the message. The message may be interpreted
differently than intended by the sender. Conversing near a machine
making sounds, disturbance in telephone line, physical ailment or
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mental distress of sender or receiver, psychological barriers (degree
of trust, fear, perception etc.) are the common forms of noise that
obstruct the quality of message transmitted from sender to the
receiver.

h. Feedback: Feedback is the receiver's response to the sender's
message. The receiver communicates his reaction to the sender
through words, symbols or gestures. It is the reversal of the
communication process where the receiver becomes the sender and
the sender becomes the receiver. Unless the receiver responds to
the message, the communication process is incomplete.

Feedback helps the sender to transform his message, if needed. It also
allows the receiver to clear doubts on the message, ask questions to build
his confidence and enables the sender to know the efficiency of the
message. Feedback makes the communication process complete.

In face-to-face communication, the sender can immediately receive the
feedback but in written communication, it takes time for the sender to
receive feedback on the message. A written notice sent by the manager
to the employees to work seven days a week instead of six can be
implemented when everybody has read and signed the notice.
Subordinates will give feedback on the notice and recommend changes,
if required. Managers can implement the notice only if it is accepted by
the subordinates, unless it is an order.

Feedback increases efficiency and applicability of communication.
Feedback plays an important role in two-way communication. In one-way
communication, the sender communicates with the receiver without
getting any feedback but in two-way communication, the receiver provides
feedback to the sender. Though one-way communication takes less time
and is more orderly (it avoids noise and chaos), feedback in two-way
communication makes it more accurate and precise.

Feedback offers the following benefits:
1. It allows senders to improve communication with the receiver.

2. It allows the receiver to clarify doubts on the message and,
therefore, perform better. 3. Allowing receivers to ask questions
builds confidence and they are more confident of their
performance.

3. It enables the sender to know the efficiency of his message;
whether or not the receiver has understood the message in its right
meaning. Feedback makes the communication process complete.
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4. In response to the receiver's understanding and suggestions on
the message, the sender can adjust the subsequent messages.

However, two-way communication should be used constructively. If

sender and receiver hold conflicting opinions and none is ready to agree

WR WKH RWKHUpV YLHZSRLQW WKH PHVVDJH FDQQRW EH D
each other with defensive reasoning and not acting in support of the

message can reduce efficiency of the message. Two-way communication

cannot be avoided and, therefore, both the parties should hold aside their

egos and arrive at consensus in case there are conflicting opinions about

the message.

The communication process can be represented as follows:

Sender —I Message Transmission H.niu.;-r.-l

Encoding Cecading

I

9.7. Marketing Communication Process Steps

Feadback

There are certain steps that should be involved in the effective marketing
communication process. The marketing and promotional activities should
focus on these steps in order to attract a huge portion of long run
customers. Following are the steps that make the communication process
effective.

Identification of the Target audience

Determination of the communication objectives

Designing of Message

Message Content

Message Structure & Format

-~ o a0 T o

Choosing Media
g. Collecting Feedback

Each of these is now explained below.

a. ldentification of the Target Audience : The first step in the effective
marketing communication process is to identify the target audience.
These audiences may be potential customers or other people that can
influence the decisions of these customers. The audience may include
the individuals, groups, general public or special public. The audience
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d.

has a direct effect on the decisions of the communication, like what to
say? How do | say? And when to say? Etc.

Determination of the Communication Objectives  : In this step the
marketing communicator should clear the objectives of the
communication process. In most of the situations, the purchase is
required by the marketing communicator, but purchase is made after
a prominent customer decision making process.

The communicators should also understand the standing position of
the customer. Generally there are six Stages of Customer
Readiness through which a customer passes to make a purchase
which are as follows.

Awareness

Knowledge

Liking

Preference

Conviction

X X X X X X

Purchase

The target group of the marketing communicator is not much familiar
with the new product or its salient features. So the marketing
communicator should create the awareness and knowledge of its new
product and features. But this is not the surety to the success; the new
product should also provide superior customer value too.

Designing of the Message : In this step the marketing communication
communicator focuses upon the design of the message. Any message
that can attract the attention, develop the interest, arousal of desire
and stimulate the action is the effectively designed message.

Message Content: This procedure is best known as the AIDA model
that can make any message effective and potential. Besides this the
marketing communicator also decides about the content and structure
of the message.

Message Structure and Format : In this step the important issues of
the message structure together with the message format is analyzed.
In marketing communication of a product, it must be decided that the
message must include the conclusion or may keep to the audience to
get a conclusion from them. Or the message presents either only the
strengths of the product or both the strengths and weaknesses.
Moreover the format of the message is also focused on which the size
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and shape use, eye catching colors, and headlines etc. are decided in
the most effective manner.

f. Choosing Media : The channels of communication are decided in this
step of a marketing communication process, which may take the
following two forms.

Personal : In this channel of communication two or more persons
directly communicate with each other face to face, through the mail,
on the telephone, or through a chat on the internet. Personal
Addressing and feedback is allowed in personal communication.

Non Personal : Non personal messages are spread through these
channels which also excludes the option of feedback. Such channels
include print media, display media, broadcast media, online media etc.

g. Collecting Feedback : This is the last step of the marketing
communication process in which the feedback from the target
customers. This can help the marker to alter the promotion program
or other marketing activities. For this purpose the buying behavior of
targeted customers is analyzed in the light of the new product.
Questions may also be asked to the customers to collect their views
about the positive and negative aspects of the new product.

Let us Sum UP

In this unit, you have learned about the following:

The unit focuses on marketing communication as an integral part of
marketing strategy. Marketing communication is a continuing dialogue
between marketers and buyers with a view to inform, remind and
persuade the latter to buy the product. Further, it has been suggested
that marketing communications are not restricted to products alone. They
address the market as a whole and equally to non-profit making
organizations. An integrated model of marketing communication is
presented, which is followed by the sources likely to cause
misunderstanding.

Check your Progress

1. What is the primary purpose of communication as defined in the
text?

a. To issue orders and instructions
b. To develop a common understanding of the message
c. To transmit signals without a receiver

d. To engage in debates and arguments
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2. Why is communication considered a dynamic process?

a.
b.

C.

d.

It remains unchanged in different situations
It involves only verbal forms of communication

It takes different forms and mediums based on moods and
behavior

It is only relevant in business organizations

3. What are the common forms of communication mentioned in the
text?

a.
b.
C.
d.

Reading, writing, and dancing
Speaking, listening, and writing
Watching, listening, and speaking

Writing, texting, and calling

4. What is one of the key roles of communication in management, as
highlighted in the text?

a.
b.
C.
d.

It helps in increasing production costs.
It serves as the basis for planning.
It reduces the need for employee training.

It limits the flow of information among managers.

5. What should the marketing communicator clarify during the
determination of communication objectives?

a. The budget for marketing
b. 7KH WDUJHW DXGLHQFHYV SUHIHUHQFHYV
c. The objectives of the communication process
d 7KH FRPSHWLWLRQYfVY VWUDWHJILHYV
Glossary
Marketer-Buyer Dyad: The exchange relationships between the
firm and its buyers interact.
Marketing Communication: A continuing dialogue between the firm
and its target audience in a market.
Advertisement: A non-personal way of promoting a
product which is paid for by an identified
sponsor.
Packaging: The form in which product is sold/bought

in the market.
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Coding (or Decoding): The process in which messages are

formatted (or retranslated) in
understandable terms.

Answer to Check your Progress

1. b.
2. C.

3. b.
4. b.
5. c.

To develop a common understanding of the message

It takes different forms and mediums based on moods and
behavior

Speaking, listening, and writing
It serves as the basis for planning.

The objectives of the communication process

Suggested Readings

1.

Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE
Publications, Incorporated.

Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning
Australia.

O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-10

Personality and Consumer Behavior

STRUCTURE

Overview

Objectives

10.1. Introduction

10.2. Definition and Meaning of Personality
10.3. Nature of Personality

10.4. Theories of Personality

10.5. Personality and Consumer Diversity
10.6. Cognitive Personality Factors

10.7. Brand Personality

Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition and Meaning of Personality, Nature
of Personality, Theories of Personality, Personality & Consumer Diversity,
Cognitive Personality Factors and Brand Personality has been clearly
explained.

Objectives

After reading this unit, you will be able to know about:
x Personality and the nature and development of personality.

x Freudian personality theory and the corresponding stages of
development.

x The elements of brand personality and the concepts of self and
self-image.

x The four forms of self-image plus two other versions of self-image
and Virtual personality or self.
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10.1. Introduction

Product and brand personalities represent real opportunities for marketers
to take advantage of consumer § connections to various brands they offer.
Brands often have personalities some include human like traits and even
gender. These brand personalities help shape consumer responses,
preferences, and loyalties.

Each individual has a perceived self-image (or multiple self-images) as a
certain kind of person with certain traits, habits, possessions,
relationships, and ways of behaving. Consumers frequently attempt to
preserve, enhance, alter, or extend their self-images by purchasing
products or services and shopping at stores believed to be consistent with
the relevant self-image and by avoiding products and stores that are not.
With the growth of the Internet, there appear to be emerging virtual selves
or virtual personalities. Consumer experiences with chat rooms
sometimes provide an opportunity to explore new or alternative identities.

10.2. Definition of Personality

1. Personality is defined as those inner psychological
characteristics that both determine and reflect how a person
responds to his or her environment.

2. The emphasis in this definition is on inner characteristics 2 those
specific qualities, attributes, traits, factors, and mannerisms that
distinguish one individual from other individuals.

3. The identification of specific personality characteristics associated
with consumer behavior has proven to be highly useful in the
GHYHORSPHQW RI D ILUPpVY PDUNHW VHIPHQWDWLRQ VWL

10.3. The Nature of Personality

Personality has many meanings. In consumer studies, personality is

defined as consistent responses to environmental stimuli or we can also

say patterns of behavior that are consistentand HQGXULQJ $Q LQGLYLGXDOuV
personality helps marketers to describe consumer segments as it

provides for orderly and coherently related experiences and behavior.

Personality characteristics may be a basis for product positioning. For
example, one segment of the market may die because they want to stick
to the group norms and therefore use diet products. In the contest another
segment is on diet because of internal need.

Therefore, the company's positioning strategies will be different for both.
For the first segment, they will portray group approval as a result of
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product use, whereas positioning for the second segment would portray
individual achievement.

10.4. Theories of Personality

Marketers have used three personality theories to describe consumers:

1. 3VIFKRDQDO\WLF WKHRUX RU )UHXGuV WKHRU\

2. Socio Psychological theory.
3. Trait theory.
1. JUHXGuV 7KHRU\

7KLV WKHRU\ ZDV JLYHQ E\ 6LIJPXQG )UHXG
stresses the unconscious nature of personality as a result of childhood
conflicts. According to this theory, the human personality system consists
of the id, ego, and superego and conflicts are derived from these three
components.

ID:

The id is the source of psychic energy and seeks immediate gratification
for biological and instinctual needs like hunger, sex, and self preservation.
In other words, id is conceptualized as a warehouse of primitive and
impulsive drives for which an individual seeks immediate satisfaction
without concern for the specific means of satisfaction. The id operates on
one principle, directing behavior to achieve pleasure and to avoid pain.
The id is entirely unconscious with no objective reality.

Superego:

JUHXGuV SV\FKRI

6XSHUHJR LV WKH LQGLYLGXDOpuV LQWHUQDO H[SUHVVLRQ R

ethical codes of conduct. This means superego is the leash on the id and
works against its impulses. It does not manage the id but restrains it by
punishing unacceptable behavior through the creation of guilt.

Its role is to see that an individual satisfies needs in a socially acceptable

fashion. So, superegoisakindof EUDNHu WKDW LQKLELWYV WKH LPSXOVLY|

of the id.
Ego:

7KH HJR LV WKH L QGric¥pt @XIDOthe/ merifetation of
objective reality as it develops after interaction with the external world.
Ego is the individual's conscious control and it functions as an internal
monitor that attempts to balance the impulsive demands of the id and the
socio-cultural constraints of the superego.

121



According to this theory, ego manages the conflicting demands of the id
and superego. When the child manages these conflicts (sp. sexual
conflicts) then this determines the adult personality. But if conflicts are not
resolved in childhood then this will result in defense mechanisms and will
influence later behavior. Defense mechanisms are the strategies that the
€go uses to reduce tensions.

2. Socio *Psychological Theory:

According to this theory, the individual and society are interlinked. This

theory disagrees ZLWK )UHXGuV FRQWHQWLRQ WKDW SHUVRQDOLYV
instinctual and sexual in nature. It is also known as the Neo +*Freudian

Personality Theory, researchers believe that social relationships are

fundamental to the formation and development of personality.

Alfred Adler was the foremost proponent of this social orientation. He
emphasized that individuDOpuV VWULYH IRU VXSHULRULW\ LQ D VRFLDO
he called a style of life. Healso HPSKDVL]J]HG RQ WKH LQGLYLGXDOUV HIIRL
overcome feelings of inferiority (i.e., they strive for superiority)

Harry Stack Sullivan, stressed that people continuously attempt to
establish significant and rewarding relationships with others. He was more
LOWHUHVWHG ZLWK WKH LQGLYLGXDOMV HIITRUWYV WR UHGXFH

Karen Horney was another social theorist. She believed that personality
is developed as an individual learns to cope with basic anxieties that
stems up from parent +child relationships. She proposed that individuals
can be classified into three personality groups:

X Compliant: Those individuals who move toward others. They
desire to be loved, wanted and appreciated.

X Aggressive: Those individuals who move against others. They
desire to excel and win admiration.

x Detached: Those individuals who move away from others. They
desire independence, self =+ sufficiency and freedom from
obligations.

This scale is important as it is constructed for marketing applications and
has a theoretical base in personality theory.

3. Trait Theory:

Trait theory has been used most widely for measuring personality
because it is a quantitative approach. This theory states that an
LQGLYLGXDOMV SHUVRQDOLW)\-dispositrabaribbi€s R1 GHILQLWH SUH
called traits. A trait can be defined as any distinguishable, relatively
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enduring way in which one individual differs from another. For example
sociability, relaxed style, and amount of internal control.

Trait theorists construct personality inventories and ask respondents to
respond to many items by agreeing or disagreeing with certain statements
or expressing likes or dislikes for certain situations or types of people.
These items then are statistically analyzed and reduced to a few
personality dimensions. This method is not like psychoanalytic and social
theories and also does not determine personality traits.

Single ztrait personality tests which measure just one trait, such as self-

confidence are increasingly being developed specifically for use in

consumer behavior studies. These personality tests can be designed

according to the need to measure traits such as consumer innovativeness,

consumer susceptibility to interpersonal influence (like SUSCEP helps in

knowing how consumers respond to social influence), consumer

materialism (means try to assess GHJUHH RI FRQVXPHUuV DWWDFKPHQW
SZRUOGA SRVVHVVLRQV DQG FRQWEPSCALEHHWKQRFHQWULVP
LGHQWLILHYVY FRQVXPHUpV OLNHOLKRRGmMmM&K DFFHSW RU UH
products).

Researchers have learned that it is generally more realistic to expect
personality to be clinked to how consumers make their choices and also
to the purchase or consumption of a broad product category than a
specified brand.

10.5. Personality and Understanding Consumer Diversity

Marketers are interested in understanding how personality influences
consumption behavior because such knowledge enables them to better
understand consumers and to segment and target those consumers who
are likely to respond positively to their product or service communications.

Consumer Innovativeness and Related Personality Traits

1. Marketing practitioners must learn all they can about consumer
innovators 2 those who are likely to try new products. Those
innovators are often crucial to the success of new products.

2. Personality traits have proved useful in differentiating between
consumer innovators and non-innovators.

3. Personality traits to be discussed include:
a) Consumer innovativeness.
b) Dogmatism.

c) Social character.
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d) Need for uniqueness.

e) Optimum stimulation level.

f) Variety-novelty seeking.
Consumer Innovativeness

1. How receptive are consumers to new products, new services, or
new practices?

2. Recent consumer research indicates a positive relationship
between innovative use of the Internet and buying online.

Dogmatism

1. Dogmatism is a personality trait that measures the degree of rigidity
an individual displays toward the unfamiliar and toward information
that is contrary to their established beliefs.

a) Consumers low in dogmatism are more likely to prefer innovative
products to established ones.

b) Consumers high in dogmatism are more accepting of authority-
based ads for new products.

Social Character

1. Social character is a personality trait that ranges on a continuum from
inner-directed to other- directed.

a) Inner-directed consumers tend to UHO\ RQ WKHLU RZQ SLQQHUA
values or standards in evaluating new products and are
innovators. They also prefer ads stressing product features and
personal benefits.

b) Other-directed consumers tend to look to others for direction and
are not innovators. They prefer ads that feature a social
environment and social acceptance.

Need for Uniqueness
1. We all know people who seek to be unique.
2. These people avoid conformity.

Optimum Stimulation Level

1. Some people prefer a simple, uncluttered, and calm existence,
although others seem to prefer an environment crammed with
novel, complex, and unusual experiences.
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2. Persons with optimum stimulation levels (OSLs)  are willing to
take risks, to try new products, to be innovative, to seek purchase-
related information, and to accept new retail facilities.

3. 7KH FRUUHVSRQGHQFH EHWZHHQ DQ LQGLYLGXDOMV 26/ L
circumstances has a direct relationship to the amount of
VWLPXODWLRQ LQGLYLGXDOMuV GHVLUH

a) If the two are equivalent, they tend to be satisfied.
b) If bored, they are under stimulated, and vice versa.
Variety-Novelty Seeking
1. This is similar to OSL.
a) Primary types are variety or novelty seeking .

2. There appear to be many different types of variety seeking:
exploratory purchase behavior (e.g., switching brands to
experience new and possibly better alternatives), vicarious
exploration (e.g., where the consumer secures information about
a new or different alternative and then contemplates or even
daydreams about the option), and use innovativeness (e.g., where
the consumer uses an already adopted product in a new or novel
way).

a) The third form of variety or novelty seeking use innovativeness
is particularly relevant to technology.

3. Consumers with high variety seeking scores might also be
attracted to brands that claim to have novel or multiple uses or
applications.

4. Marketers, up to a point, benefit from thinking in terms of offering
additional options to consumers seeking more product variety.

a) Ultimately, marketers must walk the fine line between offering
consumers too little and too much choice.

5. The stream of research examined here indicates that the
consumer innovator differs from the non-innovator in terms of
personality orientation.

Cognitive Personality Factors

1. Market researchers want to understand how cognitive
personality influences consumer behavior.

2. Two cognitive personality traits have been useful in understanding
selected aspects of consumer behavior. They are:
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a) Need for cognition.
b) Visualizers versus verbalizers.
Need for Cognition

7KLV LV WKH PHDVXUHPHQW RI D SHUVRQuYVY FUDYLQJ IRL
thinking.

2. Consumers who are high in NC (need for cognition) are more likely
to be responsive to the part of an advertisement that is rich in
product-related information or description.

a) They are also more responsive to cool colors.

3. Consumers who are relatively low in NC are more likely to be
attracted to the background or peripheral aspects of an ad.

a) They spend more time on print content and have much
stronger brand recall.

4, 1HHG IRU FRJQLWLRQ VHHPVY WR SOD\ D UROH LQ DQ LQ
the Internet.

Visualizers versus Verbalizers

1. Visualizers are consumers who prefer visual information and
products that stress the visual.

2. Verbalizers are consumers who prefer written or verbal information
and products that stress the verbal.

3. This distinction helps marketers know whether to stress visual or
written elements in their ads.

10.6. Consumer Materialism to Compulsive Consumption

Consumer Materialism

1. Materialism is a trait of people who feel their possessions are
essential to their identity.

2. They value acquiring and showing off possessions, they are self-
centered and selfish, they seek lifestyles full of possessions, and
their possessions do not give them greater happiness.

Fixated Consumption Behavior

1. Somewhere between being materialistic and being compulsive is
being fixated with regard to consuming or possessing.

2. Like materialism, fixated consumption behavior is in the realm of
normal and socially acceptable behavior.
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3. )LIDWHG FRQVXPHUVYy FKDUDFWHULVWLFYV

a) $ GHHS SRVVLEO\ SSDVVLRQDWHA LQWHUHVW LQ D S
or product category.

b) A willingness to go to considerable lengths to secure additional
examples of the object or product category of interest.

c) The dedication of a considerable amount of discretionary time
and money to searching out the object or product.

4. This profile of the fixated consumer describes many collectors or
hobbyists (e.g., coin, stamp, antique collectors, vintage
wristwatch, or fountain pen collectors).

Compulsive Consumption Behavior
1. Compulsive consumption is in the realm of abnormal behavior.

2. Consumers who are compulsive have an addiction; in some
respects, they are out of control, and their actions may have
damaging consequences to them and those around them.

Consumer Ethnocentrism: Responses to Foreign-Made Products

1. To identify consumer segments receptive to foreign-made
products, researchers have developed and tested the consumer
ethnocentrism scale 2 CETSCALE. CETSCALE results identify
consumers with a predisposition to reject or accept foreign- made
products.

2. Consumers who are highly ethnocentric feel that it is wrong to
purchase foreign-made products because it would hurt the
domestic economy. Non-ethnocentric consumers tend to evaluate
foreign-made products more objectively.

3. Marketers can appeal to ethnocentric consumers by stressing
nationalistic themes in their promotional efforts.

10.7. Brand Personality

1. It appears that consumers tend to ascribe various descriptive
personality-like traits or characteristics the ingredients of brand
personalities to different brands in a wide variety of product
categories.

2. $ EUDQGUY SHUVRQDOLW\ FDQ HLWKHU EH IXQFWLRQDO
symbolic (the athlete in all of us).
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Brand Personification

1. A brand personification UHFDVWV FRQVXPHUVY SHUFHSWLRQ RI
attributes of a product or service into the form of a human-like
character.

2. It seems that consumers can express their inner feelings about
products or brands in terms of association with a known
personality.

3. ,GHQWLI\LQJ FRQVXP Hiparson&lixyUink bQcvéattag) D Q G
one for new products are important marketing tasks.

4. There are five defining dimensions of a bUDQGuUY SHUVRQDOLW\
(sincerity, excitement, competence, sophistication, and
ruggedness), and fifteen facets of personality that flow out of the
five dimensions (e.g., down-to-earth, daring, reliable, upper class,
and outdoors).

Product Personality and Gender

1. A product personality or persona, frequently means that the
product or brand has a gender.

2. This assigning of a gender as part of personality description is fully
consistent with the marketplace reality that products and services,
in general, are viewed by consumers as having a gender-being.

3. Armed with such knowledge of the perceived gender of a product
or a specific brand, marketers are in a better position to select
visual and copy-text for various marketing messages.

Product Personality and Geography

1. Marketers learned a long time ago that certain products, in the
minds of consumers, possess a strong geographical association.

2. Using the geographical association can create a geographic
equity.

3. The real question is, Does location (geography) add to the brand
image and to the S U R G X FN pduitiE2J D

Personality and Color

1. Consumers also tend to associate personality factors with specific
colors.

a) In some cases, various products, even brands, associate a
specific color with personality- like connotations.
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b) It appears that blue appeals particularly to female consumers.

c¢) Yellow is associated with novelty, and black frequently connotes
sophistication.

d) For this reason, brands wishing to create a sophisticated
persona (e.g., Minute Maid juices or Pasta LaBella) or an
upscaleor SUHPLXP LPDJH HJ OLOOHU %HHUVH OLOOHU !
use labeling or packaging that is primarily black.

2. Many fast-food restaurants use combinations of bright colors, like
red, yellow, and blue, for their roadside signs and interior designs.
These colors have come to be associated with fast service and
food being inexpensive.

3. Incontrast, fine dining restaurants tend to use sophisticated colors
like gray, white, shades of tan, or other soft, pale, or muted colors
to reflect fine leisurely service.

4. &RQVXPHUVHu OLNH RU GLVOLNH IRU YDULRXV FRORUV F
countries.

Self And Self-Image

1. Self-images, or perceptions of self, are very closely associated
with personality in that individuals tend to buy products and
services and patronize retailers with images or personalities that
closely correspond to their own self-images.

2. Such concepts as one or multiple selves, self-image, and the
notion of the extended self is explored by consumer behavior
researchers.

Let us Sum UP

In this unit, you have learned about the following:

Personality can be described as the psychological characteristics that
both determine and reflect how a person responds to his or her
environment. Although personality tends to be consistent and enduring, it
may change abruptly in response to major life events, as well as gradually
over time. Three theories of personality are prominent in the study of
consumer behavior: psychoanalytic theory, Neo-Freudian theory, and trait
WKHRU\ )JUHXGuV SV\FKiobide® hé ouridativrK fiarRe\
study of motivational research, which operates on the premise that human
drives are largely unconscious in nature and serve to motivate many
consumer actions. Neo-Freudian theory tends to emphasize the
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fundamental role of social relationships in the formation and development
of personality.

Alfred Adler viewed human beings as seeking to overcome feelings of
inferiority. Harry Stack Sullivan believed that people attempt to establish
significant and rewarding relationships with others. Karen Horney saw
individuals as trying to overcome feelings of anxiety and categorized them
as compliant, aggressive, or detached. Trait theory is a major departure
from the qualitative or subjective approach to personality measurement.
It postulates that individuals possess innate psychological traits (e.g.,
innovativeness, novelty seeking, need for cognition, materialism) to a
greater or lesser degree, and that these traits can be measured by
specially designed scales or inventories. Because they are simple to use
and to score and can be self-administered, personality inventories are the
preferred method for many researchers in the assessment of consumer
personality.

Check your Progress

1. What is the definition of personality?
a. A set of traits that determine behavior
b. A collection of emotions
c. Afixed state of being
d. The ability to adapt to situations

2. What does Freudian Theory primarily focus on?
a. Genetic predispositions
b. Conscious decision-making
c. Unconscious motivations and conflicts
d. Social learning experiences

3. What is Brand Personification?
a. The act of portraying a brand as human
b. The process of branding products
c. A marketing strategy to increase sales
d. A method of consumer research

4. In Psychoanalytic theory, what is the primary driver of human
behavior according to Freud?

a. Rational thought

b. Social interactions

c. Unconscious desires and fears
d

Cultural background
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5. Personal influences in purchase decisions can include which of the
following?

a. Celebrity endorsements
b. Product pricing
c. Individual values and beliefs

d. Market competition

Glossary

Cues: weak stimuli not capable alone of arousing
consumers

Extrinsic Stimuli: activities to influence consumer behavior

Intrinsic Stimuli: product and its components like packaging,

label, features etc.

Just Noticeable Difference: smallest detectable difference between two
values of the same stimulus

Sensation: immediate and direct response to stimuli

Answer to Check your Progress

. a. A set of traits that determine behavior
. €. Unconscious motivations and conflicts
. a. The act of portraying a brand as human

. €. Unconscious desires and fears

a A W N PP

. C. Individual values and beliefs

Suggested Readings

1. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE Publications,
Incorporated.

2. Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E. (2020).
Consumer Behaviour. Australia: Cengage Learning Australia.

3. O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Block-4: Introduction

Block-4: Consumer in their Social and Cultural Settings has been
divided in to three Units.

Unit-11: Reference Groups deals with Introduction, Definition of
Reference Group, Types of Reference Groups, Factors that Affect
Reference Group Influence, Reference Group Impact on Consumer
decisions, Reference Groups and Consumer Conformity.

Unit-12: The Influence of Culture on Consumer Behavior explains
about Introduction, Nature of Culture, Definition of Culture, The Invisible
Hand of Culture, the Measurement of Culture and Culture Satisfies Needs.

Unit-13: Influence of Social Class describes about Introduction,
Definition of Social Class, Category of Social Class Scheme, Lifestyle of
various Social Classes, Social Classes and Culture, Religion and
Geographical Impact on Consumer Behaviour.

In all the units of Block -4 Issue of Consumer in their Social and
Cultural Settings , the Check your progress, Glossary, Answers to Check
your progress and Suggested Reading has been provided and the
Learners are expected to attempt all the Check your progress as part of
study.
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Unit-11

Reference Groups

STRUCTURE

Overview

Objectives

11.1. Introduction

11.2. Definition of Reference Group

11.3. Types of Reference Groups

11.4. Factors that Affect Reference Group Influence
11.5. Reference Group Impact on Consumer decisions
11.6. Reference Groups and Consumer Conformity
Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition of Reference Group, Types of
Reference Groups, Factors that Affect Reference Group Influence,
Reference Group Impact on Consumer decisions and the Reference
Groups and Consumer Conformity has been clearly explained.

Objectives

After reading this unit, you will be able to:
X ldentify selected consumer related reference groups
X Realize celebrity and reference group appeals
X Impact of Group Impact in Consumer Decisions
X Impact of Reference Groups and Consumer Conformity

x Understand the Benefits of Reference Groups.

11.1. Introduction

We all are part of some group or the other. Almost all consumer behavior
takes place within a group setting. Groups serve as one of the primary
agents of consumer socialization and can be influential enough to induce
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not only socially acceptable consumer behaviors but also socially
unacceptable and even personally destructive behaviors.

11.2. Meaning and Nature

Reference Group is a group that serves as a reference point for an
individual in the formation of his/her beliefs, attitudes and behavior.
Marketers frequently advertise their products in a group setting- the family
eating breakfast cereals, the neighbor admiring the paint of the house.

The purpose of these examples is to demonstrate the influence that

friends and relatives have on consumers. Advertisers use celebrities to

mirror group influences and sometimes typical consumers as
VSRNHVSHUVRQuVY DV WKH\ UHIOHFW WKH SXUFKDVHUPV QRUF
asa UHSUHVHQWDWLYH RI WKH FRQVnéeRamplet¥INUHIHUHQFH JURXS
a Vim bar ad, only the next door housewives are shown.

Reference groups provide points of comparison by which to evaluate
attitudes and behavior. A consumer can either be a member of a reference
group (like family) or aspire to belong to a group. In the first case, the
individual is said to be in a membership group and in the second, the
individual is part of an aspiration group.

:KHQ DQ LQGLYLGXDO MRLQV D JURXS DQG WKHQ UHMHFWV W
type of group is a dis claimant group for the individual. If an individual

avoids the membership of a certain group, this type is called a dissociative

group. This means reference groups can also be viewed negatively.

11.3. Types of Reference Groups

These four types of reference groups are shown in the Fig 11.1.
Advertisers use only positive attitude appeals in their ads.

Membership Non Membership
+ve Attitude Positive Membership Group | Aspiration Group
-ve Attitude Disclaimant Group Dissociative Group

Membership Groups:

As marketers are interested only in the positive type of membership group,
let us further breakdown membership and aspirational groups.
Membership groups can be further divided into primary or secondary and
informal or formal. If a person has regular contact with certain individuals
such as family, friends etc., and those individuals form a primary group. If
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the group members have less frequent contact amongst themselves, they
form a secondary group like shopping groups, sports clubs etc.

Marketers are interested in studying the primary group as they help in
developing product beliefs, tastes and preferences and also directly
influence the purchasing behavior of an individual. It is seen through
research that members of groups with the greatest contact in a variety of
situations are more likely to buy the same brands.

Informal Formal
Primary Family / Peer Groups | School Groups Business Group
Secondary Shopping Groups Alumni Groups

Groups can also be divided by whether they have a formal structure with
specific roles or an informal structure. This classification produces four
types of membership groups as shown in Fig 11.2. The family/peer groups
represent primary informal groups which is important because of the
frequency of contact and the closeness between the individual and group
members. Advertisers frequently portray consumption among friends and
family.

Primary formal groups have a more formal structure. These are groups
with which the consumer frequently comes into contact. For example +
EXVLQHVV HJ[HF-4M assighpd/thg KrBject together. Advertisers
show membership in such groups as a means of winning product
approval.

Secondary formal groups are not important to the consumer, as they meet
infrequently, are structured, and are closely knit. For example-alumni
Groups, business clubs etc. This group is of least interest to the marketer.

Aspiration Groups:
There are two types of aspiration groups. These are:

a. Anticipatory aspiration groups are those groups, in which an
individual plans to join at a future time and also in most cases
he/she has direct contact. For example- when an individual aspires
for a group higher in the organizational hierarchy, this is basically
for rewards like power, status, prestige and money. Marketers,
especially of the clothing and FRVPHWLF Lappgead Yowhe \ p Vv
GHVLUH WR HQKDQFH RQHpVY SRVLWLRQ E\ FOLPELQJ WR |

group.
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b. Symbolic aspiration groups are those groups, in which an
individual is not likely to belong, GHVSLWH DFFHSWDQFH RI WKH JURXS
beliefs and attitudes. Marketers appeal to symbolic aspirations by
using celebrities to advertise certain products.

Types of Aspirations Groups

Contact Anticipatory

No Contact Symbolic

Nature of Reference Groups:

Reference groups have certain characteristics that affect their influence
on consumers. They establish norms, roles, socialization, status and
power.

i. Norms: Norms are the rules and standards of conduct
established by a group. This means group members are expected
to conform to these norms and they may relate to eating habits,
makes of cars, clothes or cosmetics etc.

ii. Roles: Roles are the functions that the group assigns to an
individual to attain group objectives. Various roles that have been
identified in family decision making are the influences, the
gatekeeper, decision maker, the purchaser and the consumer.

ii. Status: Status refers to the position an individual enjoys within
the group. High status implies greater power and influence. A
person may enjoy the highest status in the organization but may
be the weakest member in the tennis club.

(Y2 Consumers sometimes purchase products to demonstrate status
in a broader societal sense so that the message is one of wealth
and implied superiority.

V. Socialization: Socialization is a process by which an individual
learns WKH JURXSuV QRUPY DQG UROH H[SHFWDWLRQV

Consumer socialization is the process by which consumers
acquire the knowledge and skills necessary to operate in the
marketplace.

Vi. Power: The influence that a group has on an individual is closely
relatedtothe JURXSpuV SRZHU
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Three sources of group influence which are relevant for marketing
strategy are:

a. Expert Power: For this an individual or group must have
knowledge and experience.

b. Reference Power: 5SHIHUHQFH SRZHU GHSHQGVY RQ WKH LQGLYL
identification with members of the group. The greater the similarity
EHWZHHQ WKH LQGLYLGXDOuV EHOLHIV DQG DWWLWXGH?
members, the greater the reference power of the group. Either the
individual is the member of the group or he/ she aspires to belong
to a group.

c. Reward Power: ;W LV EDVHG RQ WKH JURXSpuV DELOLW\ WR U
individual. An employer rewards an employee with money and
status, and the family rewards the child with praise and approval.

11.4. Factors that Affect Reference Group Influence

Reference Groups affect consumer choice because of following
factors:

1. Normative Influence:

When reference groups affect behavior and attitudes through pressures
for conformity, then this is known as normative influence. According to
Park and Lessig, a consumer is motivated to conform to the norms and
behavior of the group if:

a. The group provides significant rewards for compliance and
punishment for lack of compliance and

b. 7KH LQGLYLGXDOuV EHKDYLRU LQ FRQIRUPLQJ LV YLVLE
the group.

Conformity pressures become most potent when there is both positive
motivation to maintain group identity and the motivation of threats of
sanctioning power in the form of rewards and punishments. Normative
influence can occur even when others do not control tangible outcomes
because people are concerned with their perceptions of what others think
of them.

This means, it may also occur for items such as mouthwash and denture
adhesive, even if these items are not visible. Marketing studies reveal that
conformity pressures do impact buying decisions and this is true when the
product is conspicuous in its purchase and use and when group social
acceptance is a strong motivator. For example- fashion conscious women
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receive clear signals from their peers which product to buy so that their
choices are socially correct.

2. Informational influence:

A consumer will accept information from a group if he or she considers
the group a credible source of information and expertise and if he/she
believes the information will enhance knowledge about product choices.
The information can be collected directly from knowledgeable persons or
by observing the behavior.

&RQVXPHUV PD\ FRQVLGHU WKH PDUNHWHUpV FODLP ZLWK VX
WKH FRPSDQ\pV YHVWHG LQWHOdMWCohsQme8dJ RPRWLQJ WKH S

usually seek expert advice from personal sources such as friends and
neighbors than from commercial sources.

Table 1 explains the nature of informational influence by describing the
FRQVXPHUuV REMHFWLYHV DV REW DhafdnQis
accepted because of the credibility of source, the source of power as
expertise and the final behavior as acceptance of influence.

Informational influence is likely to be most important in two conditions.
First, when there is social, financial performance risk in buying the
product. Second, if the individual has limited knowledge or experience
regarding the product. For example, products like cars, computers,
cellular phones, fax machines etc. are likely to be purchased after seeking
H[SHUWgeeY DGY

Nature of Perceived
Objectives Characteristics of Type of Power Behaviour
Influence
Source
Knowledge
Informaponal Reward‘ Credibility power Expert Reward Acceptance
Normative Self-maintenance | 2. . . Conformity
. . Similarity Referent e

Comparative and enrichment Identification

Types of Influence Exerted by Reference Groups:
Comparative Influence:

Comparative influence means comparing oneself to other members of the
group and also judging whether groups would be supportive. Consumers
constantly compare their attitudes to those of members of important
groups. They try to associate themselves with groups with which they
agree and by dissociating themselves from groups with which they
disagree.

In Table comparative influence is a process of self-maintenance and
enrichment. Individual looks forward to enhancing his/her self-concept by
associating with groups that will provide reinforcement and ego
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JUDWLILFDWLRQV ,QGLYLGXDOpuV EHKDYLRU WRZDUG WKH J!
source of power is referent power.

Comparative influence implies that those being influenced should have
characteristics similar to one who is influencing. A study reveals that
consumers seek information from those whose view is similar to
themselves. The study says that advertisers should use spokespersons
to whom consumers perceive as being similar to themselves.

This sometimes gives the feeling to an individual that the purchase of a
particular brand helps show others what he/she is or would like to be, for
example a successful business person, a perfect housewife, athlete etc.

11.5. Consumer conforms with Reference Group

Marketers are basically more interested in the ability of reference groups
to change consumer attitudes and behavior (i.e. to encourage conformity).

Factors on which group membership affects brand choice are:
(@) The nature of the product, (example-burger versus toothpaste).
(b) The type of social relationship (example-friends, etc.).

(c) The social structure of the group. This means the extent of
personal ties between group members.

Through research it was observed, members of close-knit groups were
more likely to reveal a preference for the same brands.

To encourage conformity, a reference group must:
1. Inform about a product or brand.

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

3. Influence an individual to adopt norms of the group.

4. Legitimize him/her to use the same products as the group.

11.6. Reference Groups and Consumer Conformity

Marketers and advertisers use reference group appeals very effectively to
communicate with their customers. They use three types of group
influence informational, comparative and normative to develop advertising
and personal selling strategies.

Informational Influence:

Advertising strategies have portrayed informational influence through
expert spokespersons, comparative influence by using typical consumers
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and normative influence by showing the rewards of using a product or the
risks of not using it.

Marketers use expert spokesperson to convey informational influence
through advertising. They are used then to communicate product features
and performance. For example xdoctor is used for a medical product, an
engineer for a technical product. Marketers usually use two approaches
to portray expert spokespersons. One is to portray the role the expert
plays as in the example above.

A second approach is to show a celebrity who has expertise in the product

DUHD )RU H[DPSOH XVLQJ D FULFNHW VWDUunV WHVWLPRQLD(

second approach uses celebrities to provide product testimonials. Such
testimonials are accepted only to the degree that consumers view the
spokesperson as being an expert on the product.

For example twhen Nike athletes shoes some sports star like P.T. Usha
is used as an expert consumer who is likely to view a testimonial from P.T.
Usha for the product category as credible.

Comparative Influence:

$GYHUWLVHUV XVH D SW\SLFDO FRQVXPHUA
that people like themselves have chosen the advertised product. This is
used to portray comparative influence and here typical consumer is
referent because, by citing common needs and problems, he or she is
portrayed as similar to the prospective purchase. For example *in Dove,

DSSURDFK WR SH

SW\SLFDO F&®GQVURMHYK LV XVHG L H WKRVH ODGLHV ZKR GRQuW

to spend hours looking beautiful. A consumer in the market for soap could
easily identify with these individuals.

Another way advertisers convey comparative influence is to use a
celebrity as a referent. This approach is effective if a segment of
consumers wants to identify with the referent because he or she is likable
and/or attractive.

Normative Influence:

Marketers convey this type of influence by showing group approval in
advertising. For ex ample- in ads like shampoo, car, floor cleaner etc. In
all these ads glorious and shiny hair, smooth and comfortable ride, shiny

DQG FOHDQ IORRU DUH XVHG DV DGYHUWLVLQJuV VLPXODWLF

all the above cases, an individual who is important to-the consumers (i.e.

afriend, QHLJKERU VSRXVH HWF KDV H[SUHVVHG DSSURYDO RI \
FKRLFH )RU H[DPSOH LQ *UHHQ /DEHOu D OLTXRU DG VKRZV
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associating the product with the rewards for achievement in the
organization.

Personal Selling Strategies:

Marketers also use the three types of reference group influences to
develop sales strategies to influence.

Customers:
Sales strategy implications of informational and comparative influence.

Applications of Informational and Comparative Influence Suggest
Two General Approaches to Customers-sales Person Interactions:

(a) The salesperson can be an objective source of information, that is
he/she acts as an expert.

E 7KH VDOHVSHUVRQ FDQ DWWHPSW WR UHLQIRUFH WKH FXV\
needs by demonstrating similar needs, concerns and predispositions. In
this he/she acts as a referent.

Conditions in which salespersons should establish expertise rather
than similarity are:

a. If a salesperson has the knowledge and credentials to be seen as
an expert.

b. If customers are engaged in a high risk, complex buying task
requiring expertise.

c. If the salesperson does not regularly sell to the buyer.

Similarly, it is well established that when the salesperson is in fact similar,
the buying task is simple and low risk and the salesperson regularly sells
to the buyer. The above findings show that expertise is more important in
a problem-solving approach specially for complex goods such as personal
computers or C.D. system, Television etc. due to their greater complexity
and variety. Some consumer services also come under this category like
financial offerings, insurance agents, etc.

It is ultimately the role of a salesperson to develop a proper impression of
the customer and to formulate a sales strategy whether to be based on
expertise or similarity.

Let us Sum UP

In this unit, you will learned about the following:

Groups serve as a reference point for the individual in forming her/his
beliefs, attitudes, and behaviors.
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Group memberships and identity are important to people and we generally
conform to group expectations most of the time. Marketers often advertise
their products showing group settings such as family or friends etc.

Check your Progress

1. What are reference groups?

a. Groupsthatare notrelevDQW WR DQ LQGLYLGXDOfV FKRLFHV

b. *"URXSV WKDW LQIOXHQFH DQ LQGLYLGXDOTVY DWWLWXGH
behaviors

c. Groups consisting only of family members

d. Groups that only exist in virtual environments

2. Which of the following is a basic property of a group related to
consumer behavior?

a. Size of the group
b. &RORU RI WKH JURXSTV ORJR
c. /RFDWLRQ RI WKH JURXSYV PHHWLQJV
d. Age of the group members
3. How do reference groups influence buying behavior?
a. By providing financial support
b. By shaping preferences and choices
c. By controlling market prices
d. By creating advertisements
4. What factor does group membership affect in brand choice?
a. The price of the brand
b. The color of the packaging
c. The perceived quality of the brand
d. The location of the store

5. Which of the following is NOT a factor on which group membership
affects brand choice?

a. Social status
b. Brand loyalty
c. Personal income

d. Group norms
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Glossary

Anticipatory Aspiration Group : Group that an individual wants to join

Future Formal Groups: They have a basic structure

Informal Groups: They are loosely defined

Norms: Defined rules and standards of a
group

Referent Power: Power that grows with the level of

identification of

Member Symbolic Aspiration
Group: Group that an individual admires but
unlikely to join

Answer to Check your Progress

1.bh. *"URXSV WKDW LQIOXHQFH DQ LQGLYLGXDOYV
behaviors

2. a. Size of the group
3. b. By shaping preferences and choices
4. c. The perceived quality of the brand

5. ¢. Personal income

Suggested Readings

1. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE Publications,
Incorporated.

2. Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E. (2020).
Consumer Behaviour. Australia: Cengage Learning Australia.

3. O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-12

The Influence of Culture on Consumer

STRUCTURE

Overview

Objectives

12.1. Introduction

12.2. Nature of Culture

12.3. Definition of Culture

12.4. The Invisible Hand of Culture
12.5. The Measurement of Culture
12.6. Culture Satisfies Needs

Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Behaviour

Overview

In this unit the Introduction, Introduction, Nature of Culture, Definition of
Culture, The Invisible Hand of Culture, The Measurement of Culture and

the Culture Satisfies Needs has been clearly explained.

Objectives

After studying this unit, students should be able to understand:

X Culture is and How It Impacts Consumer Behaviors.

x Culture acts as an Invisible Hand that Guides Consumption-

Related Attitudes ,Values and Behavior.

x Consumers are Always Adapting to Culture-Related Experiences.

X The Impact of Culture on Consumer Behavior is Measured.

x Core Cultural Values Impact American Consumers.

12.1. Introduction

Culture is communicated to members of the society through a common
language and through commonly shared symbols. Because the human
mind has the ability to absorb and process symbolic communication,
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marketers can successfully promote both tangible and intangible products
and product concepts to consumers through mass media.

All the elements of the marketing mix serve to communicate symbolically
with the audience. Products project an image of their own; so does
promation. Price and retail outlets symbolically convey images concerning
the quality of the product.

The elements of culture are transmitted by three pervasive social
situations: the family, the church, and the school. A fourth social institution
that plays a major role in the transmission of culture is the mass media,
both through editorial content and through advertising.

A wide range of measurement techniques are used to study culture. The
range includes projective techniques, attitude measurement methods,
field observation, participant observation, content analysis, and value
measurement survey techniques.

A number of core values of the American people are relevant to the study
of consumer behavior. These include achievement and success, activity,
efficiency and practicality, progress, material comfort, individualism,
freedom, conformity, humanitarianism, youthfulness, and fitness and
health.

Because each of these values varies in importance to the members of our
society, each provides an effective basis for segmenting consumer
markets.

12.2. Definition of Culture:

According to Tylor defined culture as the complex whole which includes
knowledge, belief, art, law, morals, custom, and any other capabilities
acquired by man as a member of society.

12.3. The Invisible Hand of Culture

1. The impact of culture is so natural and automatic that its influence on
behavior is usually taken for granted.

2. Often, itis only when we are exposed to people with different cultural
values or customs that we become aware of how culture has molded
our own behavior.

3. Consumers both view themselves in the context of their culture and
react to their environment based upon the cultural framework that they
bring to that experience. Each individual perceives the world through
his or her own cultural lens.
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4. Culture can exist and sometimes reveal itself at different perceived or
subjective levels.

5. Those interested in consumer behavior would be most concerned with
three levels of subjective culture:

a) Supranational level zreflects the underlying dimensions of culture
that impact multiple cultures or different societies.

b) National level factors =*such as shared core values, customs,
personalities, and pre-dispositional factors that tend to capture the
essence of the QDWLR QD O BfKt2 difizend/ &f ld particular
country.

c) Group Level factors *are concerned with various subdivisions of a
country oo VRFLHW\ 7KH\ PLIJIKW LQFOXGH VXEFXOWXUHVu C
and membership and reference group differences.

12.4. Culture Satisfies Needs

1. Culture exists to satisfy the needs of people within a society.

a) It offers order, direction, and guidance in all phases of human
problem solvingby SURYLGLQJ WULHG DoDdatisyilgt HA PHWKR GV
physiological, personal, and social needs.

b) Similarly, culture also provides insights as to suitable dress for
specific occasions (e.g., what to wear around the house, what to
wear to school, what to wear to work, what to wear to church, what
to wear at a fast food restaurant, or a movie theater).

2. Cultural beliefs, values, and customs continue to be followed as long
as they yield satisfaction.

3. Ina cultural context, when a product is no longer acceptable because
its related value or custom does not adequately satisfy human needs,
it must be modified.

4. Culture gradually evolves to meet the needs of society.
Culture is Learned

1. Atan early age we begin to acquire from our social environment a set
of beliefs, values, and customs that make up our culture.

2. For children, the learning of these acceptable cultural values and
customs is reinforced by the process of playing with their toys.

a) As children play, they act out and rehearse important cultural lessons
and situations.
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How Culture Is Learned
1. There are three distinct forms of learning:

a) Formal learning adults and older siblings teach a young family
member how to behave.

b) Informal learning a child learns primarily by imitating the behavior
of selected others.

c) Technical learning teachers instruct the child in an educational
environment as to what, how, and why it should be done.

2. Advertising and marketing communications can influence all three
types of cultural learning.

a) It most influences informal learning by providing models of
behavior to imitate.

b) This is especially true for visible or conspicuous products that are
evaluated in public settings, where peer influence is likely to play
an important role.

3. The repetition of advertising messages creates and reinforces cultural
beliefs and values.

4. Cultural meaning moves from the culturally constituted world to
consumer goods and from there to the individual consumer by means
of various consumption-related vehicles (e.g., advertising or observing

RU LPLWDWheQaVidRW KHUV |

Does Advertising Reflect Culture?

1. Many marketers and advertisers share the view that advertising
mirrors the values and needs of society, and therefore the claims
and/or appeal contained in ads reflect the behavior or aspirations
of potential customers.

2. A study conducted in New Zealand came to a different conclusion,
stating that many of the changes in advertising styles or appeal
that occur over time may primarily be the result of an internally
(induvwuU\ GULYHQ |IDMXLRWQW ADHBNR tkanRlieH UDWKHU
commonly held notion that advertising is society driven.

Enculturation and Acculturation
7KH OHDUQLQJ RI RQHuV R ZQcurut@iod XUH LV NQRZQ DV
2. The learning of a new or foreign culture is known as acculturation .

$ FRQVXPHU FDQ EH D IRUHLJQHUA LQ KLV RU KHU RZQ FI
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Language and Symbols

1.

To acquire a common culture, the members of a society must be able
to communicate with each other through a common language.

a) Without a common language, shared meaning could not exist and
true communication would not take place.

Basically, the symbolic nature of human language sets it apart from alll
other animal communication.

A symbol is used to convey desired product images or characteristics.
A symbol is anything that stands for something else.

a) Symbols can be verbal or nonverbal.

b) Symbols may have several, even contradictory, meanings.

c) Marketers use symbols to convey desired product images or
characteristics.

Price and channels of distribution are also significant symbols of the
marketerandthe PDUNHWHU PV SURGXFW

a) The type of store where the product is sold is also an important
symbol of quality.

Brands as Symbols

1. Brands are symbols of popular culture as well as expressions of

management or ad agency strategy.

Ritual

1. Arritual is a type of symbolic activity consisting of a series of steps
occurring in a fixed sequence and repeated over time.

2. Rituals extend over the human life cycle from birth to death.

a) They can be public or private, elaborate, religious, or civil
ceremonies, or they can be mundane.
b) Itis often formal and scripted i.e., proper conduct is prescribed.

3. Important to marketers, rituals tend to be replete with ritual artifacts
(products) that are associated with, or somehow enhance,
performance of the ritual.

4. Ritualistic behavior is any behavior that is made into a ritual.

Culture Is Shared

1.

To be considered a cultural characteristic, a particular belief, value, or
practice must be shared by a significant portion of the society.
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2. Culture is often viewed as group customs that link together members
of society.

3. Various social institutions transmit the elements of culture and make
sharing of culture a reality.

a) Family 2 the primary agent for enculturation =+ passing along of
basic cultural EHOLHIV YDOXHV DQG FXVWRPV WR VRFLHW\p
members.

i) A vital part of the enculturation role of the family is the
consumer socialization of the young.

b) Educational institutions 2 charged with imparting basic learning
skills, history, patriotism, citizenship, and the technical training
needed to prepare people for significant roles within society.

¢) Houses of worship 2 provide religious consciousness, spiritual
guidance, and moral training.

d) Mass mediazis a fourth and often overlooked transmitter of
culture.

i) Itdisseminates information about products, ideas, and causes.

i) We have daily exposure to advertising, and through those ads,
receive cultural information.

e) Virtual communities zis a fifth and somewhat more recent social
institution for sharing cultural values.

i) It has been estimated that over 40 million consumers,
worldwide, participate in such communities.

Culture Is Dynamic

1. Culture continually evolves; therefore, the marketer must carefully
monitor the sociocultural environment in order to market an
existing product more effectively or to develop promising new
products.

a) This is not easy because many factors are likely to produce
cultural changes within a given society.

2. The changing nature of culture means that marketers have to
consistently reconsider:

a) Why are consumers now doing what they do?
b) Who are the purchasers and the users of their products?

¢) When they do their shopping?
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d) How and where can they be reached by the media?
e) What new product and service needs are emerging?

3. Marketers who monitor cultural changes often find new
opportunities to increase corporate profitability.

12.5. The Measurement of Culture

1. There are a variety of measures of culture: projective tests, attitude
measurement techniques, content analysis, consumer fieldwork, and
value measurement instruments.

Content Analysis

1. Content analysis focuses on the content of verbal, written, and
pictorial communications.

a) It is a relatively objective means for determining social and
cultural changes that have occurred in a specific society or as
a way of contrasting aspects of two different societies.

b) Itis useful to marketers and public policy makers interested in
comparing advertising claims of competitors within a specific
industry, as well as for evaluating the nature of advertising
claims targeted to specific audiences.

Consumer Fieldwork

1. When examining a specific society, anthropologists frequently
immerse themselves in the environment under study through
consumer fieldwork

2. Researchers are likely to select a small sample of people from a
particular society and carefully observe their behavior.

3. Based on their observations, researchers draw conclusions about
the values, beliefs, and customs of the society under investigation.

4. Field observation has a number of distinct characteristics:
a) It takes place within a natural environment.
b)Itis SHUIRUPHG VRPHWLPHY ZLWKRXW WKH VXEMHFWVU D
c) It focuses on observation of behavior.

5. Instead of just observing behavior, researchers sometimes
become participant-observers

a) They become active members of the environment they are
studying.
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6. In addition to fieldwork methods, depth interviews and focus-group
sessions are also quite often employed by marketers to get a first
look at an emerging social or cultural change.

7. In the relatively informal atmosphere of focus group discussions,
consumers are apt to reveal attitudes or behavior that may signal
a shift in values that, in turn, may affect the long-run market
acceptance of a product or service.

Value Measurement Survey Instruments

1. Anthropologists have traditionally observed behavior and inferred
dominant or underlying values.

a) Recently there has been a gradual shift to directly measuring
values by means of survey research.

2. Value instruments ask people how they feel about such basic
personal and social concepts as freedom, comfort, national
security, and peace.

3. Avariety of popular value instruments have been used in research:
a) The Rokeach Value Survey
b) List of Values (Lov)
c) Values and Lifestyles 2 VALS

4. The Rokeach Value Survey is a self-administered value
inventory, which is divided into two parts.

a) Part one consists of 18 terminal value items, designed to measure
the relative importance of end-states of existence (personal goals).

b) Part two consists of 18 instrumental value items, designed to
measure the basic approaches an individual might take to reach
end-state values.

5. LOVE is a related instrument.

a) Its scale asks consumers to identify their two most important
values from a nine value list.

Achievement and Success

1. These values have historical roots in the traditional Protestant
work ethic, which considers work to be wholesome, spiritually
rewarding, and an appropriate end in itself.
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a) Furthermore, research shows the achievement orientation is

closely associated with the technical development and
economic growth of American society.

2. Individuals who consider a sense of accomplishment to be an
important personal value tend to be achievers who strive hard for
success.

a) Although closely related, achievement and success are

different.

i)  Achievement is its own direct reward 2 it is satisfying to
the achiever.

i) Success implies an extrinsic reward 2 financial or status
improvements.

i) It is the widespread embracing of achievement and
success that has led to the great success and progress of
the United States.

iv) Both achievement and success influence consumption.
They often serve as social and moral justification for the
acquisition of goods and services.

Efficiency and Practicality

X

In terms of efficiency , Americans admire anything that saves
time and effort.

In terms of practicality , Americans are generally receptive to
any new product that makes tasks easier and can help solve
problems.

Americans also attach great importance to time and punctuality.

Americans seem to be convinced that time waits for no one,
which is reflected in their habitual attention to being prompt.

Americans place a great deal of importance on getting there
first; on the value of time itself; on the notion that time is money;
on the importance of not wasting time; and on identifying more
time.

The frequency with which Americans look at their watches and
the importance attached to having an accurate timepiece tend
to support the American value of punctuality.
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Progress

X Progress is linked to the values reviewed earlier and the central

belief that people can always improve themselves 2 that tomorrow
will be better than today.

Progress often means the acceptance of change 2 new products
or services designed to fulfill previously under- or unsatisfied
needs.

Material Comfort

X To most Americans, material comfort signifies the attainment of
a good life.

X Itis arelative view; satisfaction with the amount of material goods
comes in terms of how they compare to others.

X  Material comfort has often been associated with bigger quantities
of things or more of something.

x Recently, however, there has been a noticeable shift away from
such a more is better viewpoint to a better is better vision 2 one
that stresses better quality and better design.

Individualism

1. Americans want to be themselves.

a) Self-reliance, self-interest, self-confidence, self-esteem, and
self-fulfillment are all expressions of individualism.

2. Striving for individualism seems to be linked to the rejection of
dependency; that is, it is better to rely on oneself than on others.

3. Consumer appeals frequently take the form of reinforcing the
FRQVXPHUYV u idehtiy With préducts that both reflect and
emphasize that identity.

Freedom

1. To the marketer, freedom of choice means the opportunity to
choose from a wide range of alternatives.

2. This preference is reflected in the large number of competitive
brands and product variations that can be found on the shelves of
the modern supermarket or department store.

3. There are decision-making situations when consumers are faced

with too many choices.
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External Conformity

1. External conformity is a hecessary process by which the individual
adapts to society.

2. Conformity takes the form of standardized goods and services.

3. The availability of a wide choice of standardized products allows
the consumer to be:

a) Individualistic selecting products that close friends do not have.

b) Conforming purchasing products similar to those their friends
do have. There is a ping-pong relationship between these two
values.

Humanitarianism

X Americans tend to be charitable and willing to come to the aid of
people less fortunate.

X Consumer researchers have validated two scales that deal with
attitudes toward helping others and attitudes toward charitable
organizations.

X Beyond charitable giving, other social issues have an impact on
both what consumers buy and where they invest.

X Many companies try to appeal to consumers by emphasizing
their concern for environmental and social issues.

Youthfulness
X Americans tend to place an almost sacred value on youthfulness.

Xx 7KLV HPSKDVLV LV D UHIOHFWLRQ RI $PHULFDuV SUHRI
technological development, and new and improved.

X Youthfulness should not be confused with youth, which describes
an age grouping. a) Youthfulness is looking and acting young
regardless of chronological age; it is a state of mind and a state of
being.

X A great deal of advertising is directed to creating a sense of
urgency about retaining RQHuV \RXWK DQG IHDULQJ DJLQJ

Fitness and Health

X Americans fpreoccupation with fitness and health has emerged as
a core value.
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x  This value has manifested itself in a number of ways, including
tennis, racquetball, biking, and jogging, and the continued
increases in sales of vitamins.

x Fitness and health are becoming lifestyle choices for many
consumers.

X Although there is no denying the fitness and healthy living trend in
American society, there is evidence that consumers find it difficult
SWR EH JRRGA LQ WHUPNeaRH. WKHLU SHUVRQDO

Toward A Shopping Culture

1. It appears that the role that shopping plays in American life has
been elevated to the point that American culture has become a
shopping culture.

2. One authority has even noted that shopping has remade our
culture and now defines the way we understand the world around
us shopping is what we do to create value in our lives.

3. Making this possible is the reality that great shopping experiences
are no longer just for the rich, as consumers from all walks of life
can enjoy the low prices found in discount stores.

4. Much of this shop' tWR X GURSA PHQWDOLW\ KDV SURSHOOHG VK
to the All American " pastime. This obsession is driving increasing
numbers of Americans to be in credit card debt.

Let us Sum UP

In this unit, you have learned about the following:

The study of culture is the study of all aspects of a society. It is the
language, knowledge, laws, and customs that give society its distinctive
character and personality. In the context of consumer behavior, culture is
defined as the sum total of learned beliefs, values, and customs that serve
to regulate the consumer behavior of members of a particular society.
Beliefs and values are guides for consumer behavior; customs are
unusual and accepted ways of behaving.

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

Culture is learned as part of social experience. Children acquire from their
environment a set of beliefs, values, and customs that constitute culture
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(i.e., they are encultured). These are acquired through formal learning,
informal learning, and technical learning. Advertising enhances formal
learning by reinforcing desired modes of behavior and expectations; it
enhances informal learning by providing models for behavior.

Check your Progress

1. What is the definition of culture?
a. A form of entertainment
b. A set of shared beliefs, values, and practices
c. Atype of language
d. A physical location
2. :KDW GRHV WKH 3, QYLVLEOH +DQG RI &XOWXUH” UHIHU WR"
a. The hidden influences of cultural norms on behavior
b. A literal hand symbolizing culture
c. The visible aspects of culture
d. The impact of technology on culture
3. What is meant by Content Analysis?
a. A method for examining numerical data
b. A technique used to analyze visual art
c. Aresearch method for analyzing communication content
d. A way to summarize cultural traditions
4. How have cultural changes in India affected consumer behavior?
a. There have been no significant changes
b. Cultural changes have led to more traditional shopping habits

c. Cultural changes have influenced preferences and purchasing
decisions

d. Cultural changes have made consumers less aware of brands

5. :KDW GRHV WKH VWDWHPHQW 3&XOWXUH VDWLVILHY QHHGYV
marketers?

a. Marketers should ignore cultural aspects
b. Understanding culture helps marketers meet consumer needs
c. Culture has no impact on marketing strategies

d. Marketers should only focus on product quality
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Glossary

Culture:

Instrumental values:

Personal values:

Terminal values:

Values:

The totality of socially transmitted behavior
patterns, arts, beliefs, institutions, and all other
products of human work and thought.

The values that measure basic approaches an
individual might take to reach end state values.

They reflect the individual's choices made from
a variety of social values to which an individual
gets exposed to.

The values designed to measure the relative
importance of end states of existence or
personal goals.

Serve as standards that guide our behavior
across situations and over time.

Answer to Check your Progress

A W dpoRE
o

decisions

b. A set of shared beliefs, values, and practices
a. The hidden influences of cultural norms on behavior
A research method for analyzing communication content

c. Cultural changes have influenced preferences and purchasing

5. b. Understanding culture helps marketers meet consumer needs

Suggested Readings

1. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE Publications,

Incorporated.

2. Northey, G., Maclinnis, D. J., Hoyer, W. D., Pieters, R., Chan, E. (2020).
Consumer Behaviour. Australia: Cengage Learning Australia.

3. O'Shaughnessy, J.

(2012). Consumer Behaviour: Perspectives,

Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-13

Influence of Social Class

STRUCTURE

Overview

Objectives

13.1. Introduction

13.2. Definition of Social Class

13.3. Category of Social Class Scheme
13.4. Lifestyle of various Social Classes

13.5. Sacial Classes and Culture, Religion and Geographical Impact on
Consumer Behaviour

Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Introduction, Definition of Social Class,
Category of Social Class Scheme, Lifestyle of various Social Classes and
Social Classes and Culture, Religion and Geographical Impact on
Consumer Behaviour has been clearly explained.

Objectives

After studying this unit, you will be able to understand:

x Definition of Social Class, Category of Social Class Scheme ,
Lifestyle of various Social Classes and

x Social Classes and Culture, Religion and Geographical Impact on
Consumer Behaviour

13.1. Introduction

A culture is viewed to consist of basic behavioral patterns that exist in a
society. Within this national culture, all segments of a society do not
possess the same cultural patterns and one can distinguish relatively
more homogenous and sizable groups within the larger society called sub-
cultures. They will have distinct beliefs, values, customs and traditions that
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set them apart from the larger cultural mainstream, though they follow
most of the dominant cultural values and behaviors of the larger society.

Cross-cultural influences are norms and values of consumers in foreign
markets that influence strategies of multinational organizations marketing
their products and services abroad. The second variation refers to sub-
cultural influences that concern differences in values among different
groups within a country that distinguish them from society as a whole.

13.2. Definition of Social Class

Consumer behavior is influenced by the environment in which one lives.
The decision process is affected by a number of factors such as culture,
social class, personal influences, family, religion, region he lives in, and
his situation. Amongst them social class has a great impact on consumer
behavior but what is a social class has been described differently by
different researchers.

It can be best described as divisions within society composed of
individuals sharing similar values, interests and behaviors' '. They are
differentiated by socio-economic status differences but some researchers
do not take into consideration social factors. Leon G. Schiffman and
Lisline Lazar Kanuk measure social class in terms of social status such
as profession, income, quality of neighborhood and dollar value of
residence and do not consider cash, region and other social factors stating
that consumer behavior study is different than socio-culture study.

According to T.E. Lasswell in his book (Class and Stratum: An Introduction
to Concepts and Research (Boston: Houghton Mifflin Co.) Social class is
the relatively permanent and homogenous division in society into which
individuals and families sharing similar values, lifestyles, interests, and
behavior can be categorized.

According to W.P. Dommermuth in his book Promotion Analysis,
Creativity and Strategy (Boston Kent Publishing Co.) Social classes are
very broad groupings of individuals which hold roughly similar status
levels in society arranged in a hierarchy from low through middle to upper
class divisions. This definition has placed emphasis on status and treated
persons in the same social class who have similar status and position and
similar values in life and so there are preferences, likings and disliking that
are of similar nature.

D. Dresser and D. Corns Professor of sociology in their book and the study
of Human Interaction have defined social class a group consisting of a
number of people who have approximately equal positions in a society.
These positions may be achieved rather than described, with some

159



opportunity for upward or downward movement of other classes. He
has placed emphasis on economic position rather than cultural or social
similarity.

Thus there are two thoughts for segregation of social classes but there is
almost unanimity about the factors which should determine the existence
of a separate class. They are mutually exclusive, exhaustive and
influential. It means that there should be very clear cut demarcation
between one class and another class based on various fixed criteria.
Secondly the relationship between different classes should be ranked as
top most, second, third, forth etc.

,Wpv DOVR GHVLUDEOH WKDW RQH LQGLYLGXDO VKRXOG EH
social class. This, however, becomes very difficult to determine when

large variables are taken. One individual may fall in one group according

to one criteria and in another group as per another variable. Therefore,

some researchers are against considering too many variables.

It is, however, desirable that all members of the society must be included
in one class or other i.e. the classification should be exhaustive. Further,
while fixing the groups it should be ascertained that these classes are
such that they influence the behavior of its members to a certain extent in
the matter of buying behavior.

In the USA researchers like McKinley L. Blackburn, David E. Bloom,
Pierre Mortineaw and Richard P. Coleman has taken the following
variables to determine the class all of which are based on economic
factors.

13.3. Category of Social Class Scheme

Two zCategory Social Class Scheme

It is the simplest and divides the society in two classes based on
profession or level of income i.e.

1. Blue collar (workers) and white collar (office jobs).

2. Lower and upper based on income level but other factors are also
taken into consideration.

Three Category Social Class Schemes:
X Blue collar (factory and mines workers;
x Gray collar (office workers; and

X White collar (who do not undertake physical work).
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Four Level Social Class Scheme:

Is based on the level of income and divides society into four groups: lower,
lower middle, upper middle and upper class; in India also in many respects
this classification is adopted i.e. poor, middle class, upper class and rich
class.

Five Category Social Class Scheme:

Divides the society into five classes based on income level but other
factors as indexation is also taken into account.

1. Lower, working class, lower middle,-upper middle and upper class.
2. Lower: lower middle, middle, upper middle and upper class.
Six Category Social Class Scheme:

Divides the society into six categories based largely on income level. This
classification is under lower, upper lower, lower middle, upper middle,
lower upper and upper- upper.

Seven Category Social-class Scheme:

It is further refined based on income level and as the class is segregated

LQWR PRUH FODVVuV SHRSOH RI WKH FODVV KDYH PRUH VLF
classification is real lower i.e. (lowest income group), a lower group but

not the lowest, working class, middle class, upper middle, lower upper,

upper upper.

There is no fixed criteria for these classifications and the researcher
divides them according to the purpose of the study and more refinement
one wants he divides the society into more categories.

Occupation:

The classification can also be based on occupation because people of the
same profession are expected to behave in a similar manner. All chartered
accountants, all lawyers, all architects, all engineers; all computer
personnel may behave similarly. However, they will not be having the
same lookout. For example, the income of a chartered accountant in India
varies between Rs.60,000/- to Rs.12 lakhs per annum.

A lawyer's earning varies from Rs.5000/- per month to Rs.30 lakh per
month. A doctor may earn anywhere between Rs.100/- per day to
Rs.10000/- per day. These income differences make big differences in
their behavior as a consumer and if all of them are classified into one class
marketer may not be able to get much advantage in marketing.
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Therefore, along with occupation there is further division based on
income. Persons of the same occupation are therefore subdivided into
various classes based on income.

Education:

The level of education also affects the behavior as a consumer. An
illiterate man has no interest in newspapers, books and magazines but
persons with high education need these products regularly. In the matter
of other products, consumption also differs widely, therefore sometimes it
is desirable to classify as per level of education. This can be combined
with occupation, and income to give a better picture.

Income:

The income of an individual or family plays a very important role in his
behavior as a consumer. The demand for products for the rich, high
income, middle income, low income and poor differs widely and therefore
it is the most important criteria for social classification.

But persons even in the same income bracket behave differently based
on many other factors such as the place of their residence (rural, urban,
region) Bihar, Assam, Bengal, Orissa, Punjab, Haryana, Maharashtra,
Rajasthan, Gujarat etc. Even people with the same education, occupation
and income behave differently in different regions due to cultural factors,
climate, traditions, social customs etc.

Religion:

Religion is another factor which influences the behavior as a consumer
too. Consumption of certain products is Tobacco in some religions but
permitted in others irrespective of other factors. Jains, Brahmin, Agarwals
generally will not eat meat but it is openly consumed by many other
classes. Sikhs will not consume tobacco and cigarettes.

Not only in the matter of eating religion also affects consumption in other
ways. People of different religions have different festivals when they are
guy and happy and buy new things for self, family and for gifting. These
factors affect their behavior as a consumer and are very important for
marketers.

Social +System:

In India till lately there was a system of joint family and even today there
are many joint facilities i.e. father, his sons and their families live together,
have common one kitchen, one house. The behavior of such families is
different from a single family (husband, wife and their children).
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In India gradually more and more ladies are working i.e. both husband
and wife are earning members and sometimes unmarried adult educated
sons and daughters too. The requirements of such families are different
from a single person family earner.

When husband, wife, son, daughter earn all of them have a say in
consumer behavior not only in the matter of big items like TV, car,
refrigerator, house and investment but also in the matter of furniture,
furnishing, and sometimes even what should be cooked, where should
they eat outside, which movie they should watch and in which theater.
Such factors are often ignored while making social classes but they are
very important in the Indian setting.

Castes:

Caste is not as important a social factor in the USA, Europe or Japan as
in India. The consumption pattern of vaish (banias) is much different than
of khatris or compared to backward classes. Certain consumptions are
related to their customs, traditions, culture and other social factors. These
cast factors are somewhat of permanent nature; they do not change with
the level of income or education.

All persons of one caste irrespective of other factors behave in a similar
manner and is an important variable for segregation of population in social
classes. But some researchers do not give it due importance as they feel
that segregation should be based only on economic groupings. But in
countries like India where consumption of certain products is based on
their social casts and therefore it cannot be ignored in social classes.

Social Classes:

Americans and Europeans do not believe in social classes. They believe
in classless society. The Indian constitution also does not believe in
classes and everyone has been given equal rights. Still when it has
reserved seats for election, admissions in educational institutions and or
government jobs it has indirectly admitted that there are social classes
based on historical factors.

In the USA there are classes based on race. In India there are tribals and
scheduled classes who have different perceptions, consumption patterns,
food habits, social customs, systems of marriages and other rituals. These
factors affect behavior as a consumer and therefore to optimize sales
each class will have to be approached differently.

Quality of the neighborhood also has an impact on behavior. For instance
in Delhi residents of South Extension, G.K. or other colonies of South
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Delhi are rich elites. Their habits, consumption patterns are much different
than those of people from East Delhi or West Delhi. In South Delhi upper
income group persons reside and many of them own big cars, big
bungalows, their children study in famous schools and colleges.

They are more modern in outlook and have adopted western fashions.
They visit modern showrooms for shopping and buy only costly products.
They consume more cosmetics; go to clubs and restaurants more often
than people of other localities.

They are a really affluent elite and their consumption pattern is different
from people of other localities. These types of differences are visible not
only in one town but all over the world. Hence locality can be one method
of social classification.

13.5. Lifestyle of various Social Classes

The lifestyle that is consumer behavior of various social classes differ
widely. A person in the lowest class is able to buy only bare minimum
requirements of life. In India and some other countries there are persons
4EHORZ WKH SRYHUW\ OLQHpn 7KLV FO basiw
minimums and live on the mercy of state and / or social organizations for
their shelter, education of children and meeting their day to day
requirements.

On the other extreme there are rich elites either because of historical
factors like zamindars in India or persons in foreign countries who have
inherited. But researchers have established that lifestyle of one social
class in terms of attitude towards life, activities (like visiting clubs, hotels)
behaviors (liking or disliking certain products and activities), beliefs and
behavior tend to be similar on this basis consumer researchers segregate
them in different classes.

For instance, the uppermost class has a well established small family.
They are the richest persons and some of them, like Indian industrialists,
run charity institutions. They sponsor colleges, hospitals in their family and
their name. Some of the persons in this group are top lawyers and
physicians who have made name and wealth heavily for their services,
major industrialists, bankers, financiers, exporters etc. they accumulate
wealth for the sake of wealth and they do not waste wealth.

New Wealthy Class:

7KH VHFRQG JURXS LV RI QHZ ULFKp XSSHU
through success in business, industry or service. The senior successful
top business executives drawing a salary of Rs.1 lakh or more per month
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also fall in this group. The persons in this group often believe in showing
their new acquired richness.

They buy high priced cars, houses, get the best education for their
children and get treatment in the best hospitals in case of illness. This
class wants to have the best enjoyment of life and looks for the future of
their family.

The next class is of high level professionals. These persons do not have
family status and have acquired wealth due to proficiency in their
profession. Therefore, they are career oriented and their priority is to build
the careers of their children too through the best education in India or
abroad. Young successful professionals, senior corporate executives and
small and medium scale new businessmen fail in this group who have
come up through their education and hard work.

They all are well educated and many of them have advanced Indian or
foreign degrees in their profession like from IITs or 1IMs or other reputed
colleges. These persons are active in professional, social and community
activities but most of them do not take much interest in religious functions.

They believe in a high standard of living and try to buy the best things in
life-houses, furniture, furnishings, automobiles, health care, insurance,
and the education of their children so that they may also become good
professionals. They prefer to live in posh colonies and buy goods in the
best stores. They take great interest in the development of their children
and therefore believe in small families.

Middle Class:

The next social class according to economic status is the middle class
whose mean income in India varies between Rs.7000/- to Rs.10,000/- per
month, though some have higher income. They are mostly junior
executives. They are white collar workers but also include high paid blue
collar persons and small traders. These people have great ambition to
move up and are one of the biggest classes in every society. Sometimes
they are called the cream of the society.

They are generally well educated or technical hands and always try to
improve their skills so that they can move up. They want respectability in
the society and therefore on certain occasions they spend more than their
capacity. Most of them spend some time worshiping their faith and
participate in religious and social functions. They take all possible care
that their children do well in competitive admission tests of medical,
engineering, management and other professional colleges.
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They have a target that children are admitted in state owned or aided
colleges because private colleges are considered too expensive. But if
they are not admitted on the basis of merit they try to get their sons and
daughters admitted in the best private colleges which has resulted in fast
growth of such institutions in the last two decades especially in the 1990s
and beyond. These persons are major consumers for many branded
products, new developing stores on western style and they also patronize
e-commerce.

Lower Middle Class:

Most of the factory workers and petty shopkeepers fall in this group and
majority of them have income within the range of Rs.5000/- to Rs.7000/-
per month. In view of limited income they are not able to satisfy all their
demands. They try to get their children to be well educated so that they
get good jobs when they become adults. Persons in this group are most
influenced by culture and social customs.

They spend heavily on marriages and funerals of elderly people, many
times more than their resources and become indebted. But the majority of
them are security minded and therefore save for the future in banks,
insurance policies, and purchase of gold ornaments. Most of them want
to own TV for leisure and electric fans, coolers and refrigerators for daily
comfort.

They also want to own two wheelers for movement to offices and other
places. These factors have increased demand of these goods speedily in
the last two decades and even in juggins in Delhi one comes across
families owning TV, fridge and two wheelers.

Poor Class:

It consists mainly of unskilled workers and often they work as laborers on
farms, construction of houses and roads and in factories. They earn per
day between Rs.100/- to Rs.150/- and do not remain employed year
round; often they are without work. This class is found not only in India but
even in countries like the USA but their per day earning is much higher
than in India but is not adequate to live a decent life.

In this class both husband and wife and many times even children work.
They are forced to work to help the family and have to forgo education
which is the cause of higher rates of illiteracy in this class all over the
world; for them current earning is more important than future.

This rock bottom class though does not earn enough to meet their
necessities but for many of them drinking becomes necessity much more
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than anything else. In such people wife and children are ill-treated and
many times they remain hungry, half-clad and ill fed. They believe in day
to day existence and do not think of tomorrow. If someday they earn more
that day they will eat and marry rather than saving for tomorrow.

In order to study the lifestyle of various social classes which actually are
classes largely based on income, researchers have studied in detail the
lifestyle of various classes in countries of the west to estimate demand,
segment them for advertisement, producing products and services and
influence their behavior.

Some of the factors of activities which are considered are stock
investment, travel, especially foreign travel, investment in property,
interest in politics, golf, fine arts, which are universal for top class all over
the world. In addition in countries like India they spend heavily on show in
marriages, births, parties, gold and jewelry.

They also take good care of the health and education of their children and
services who segregate the society into different classes. They consider
features like blue blood status, money and brains, furs and station
wagons, pools and parties, etc., gold coast, black enterprises, rank and
files and like.

The PRISM has segregated the society into 40 lifestyle clusters and then
organized them into 12 broad social groups for the purpose of marketer.
These forty groups have also been coded into suburban, urban, towns,
and rural.

In India no consumer research has gone into that detail but looking to
states and union territories in India with large number of languages,
division of population into urban, semi urban, rural, level of income and
cultural differences there can be much larger number of classes for which
deep research is called for by economist, sociologists and consumer
researchers to segregate the society in social classes for better marketing
strategy.

Mobility:

Some researchers believe that social classes are static and the person
who is in one social class remains in that class forever. But this is not
always true. When one considers economic factors, is it possible to move
from one social class to another?

These social classes membership in this country (USA) is not so hard and
fixed as it is in some other countries and cultures. This is true for India
too. People have moved in India too from lower classes to higher classes
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with rise in their education level and income level but their culture and
food habits do not change.

Many persons from Gujarat, Rajasthan and Punjab have moved up, many
NRIs have come up from the ranks. But even after going abroad their food
habits, system of marriages, functions etc. have not changed which has
created a market for Indian food, Indian books, magazines etc. in
countries where NRIs have settled.

There are other sets of persons within India who have risen from ranks to
senior executives, middle and small level entrepreneurs. Persons like
Ambanis, Patel have risen from bottom to top and in the past the history
of Jains, Dalmias, Tatas, Birlas etc. is similar. They now are able to buy
anything they like and can afford the same lifestyle as persons of that
class in Europe, Japan or USA but because of their culture, religion, family
background they have not completely broken ties from the past.

Thus it may be concluded that with the rise in income one moves to higher
social status but also maintains old traditions. Thus the social class partly
changes. However, it is true that upward mobility is always taking place
round the globe and those persons who achieve something become
reference groups for others who try to copy successful men and women
in different occupations and professions.

Persons who are just below try to copy the lifestyle of those who are in
higher social class which gives another handle to marketer to change the
attitude of consumers. Because of this fact famous film actors and
actresses are used in advertisement campaigns. The mobility of social
classes and desire to go up in the next higher class also changes the
consumption habits and behavior of the next lower class who copy the
higher classes in the matters of brands, shops used for marketing, hotels
and restaurants visited, the fashion, the type of clothes and so on.

He used following socioeconomic indicators:
1. Occupations ranging from unskilled workers to professionals.
2. Source of income ranging from public relief to inherited wealth.
3. House type rated from very poor to excellent.
4

'ZHOOLQJ DUHD UDQNLQJ IURP VOXPV WR SJROG FRDVW/
on these four factors he categorized persons into seven social
classes.

Applications of Social Classes:

Classification of social classes is used for following purposes:
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1. Advertising

2. Market segmentation

3. Distribution

4. Product Development
Low Income Group:

The next income or economic group is one who are able to afford
minimum required food, essentials of life like shelter, clothing and some
comforts like bicycles, radios, and education of their children largely in
government aided schools and depend upon government dispensaries
and hospitals for treatment. This group consists largely of labor class and
fourth class employees in government and other establishments.

The income of this group does not exceed Rs.5000/- per month but many

persons in thisgroup RZQ 79uV UHIULJHUDWRUY DQG WZR ZKHHOHUYV
them also own houses and some of them have small landholdings in rural

areas. This is the largest class of Indian population and many of them are

moving upward through promotions in their jobs; many educated women

in the group living in urban areas take up to jobs and if the income of

husband and wife is clubbed quite a few of them earn more than Rs.5000/-

per month and fall in middle income group.

Middle Income Groups:

Those persons whose monthly income is between Rs.5000/- to
Rs.10,000/- are middle class. They are white collar workers, junior
executives and junior technicians in factories. Many shopkeepers in urban
areas also fall in this group. They are very much concerned about the
education of their children so that they may become good professionals
and may be able to get jobs above the average.

Some people in this class own cars and a large number of them own two
wheelers due to loan facilities from the office or from financiers. Besides
service class it also includes small farm holders, some of whom own
modern equipment of farming.

This class is forward looking and takes interest in social and political
activities specially those persons who are teachers or in the legal
profession. The class as a whole wants to consume more and all those
goods which are consumed by higher classes through hire purchase,
supplementing their income by taking part time jobs and/or their wives to
take up jobs.
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Many of the ladies are in teaching professions, working in banks and
private offices, telephone exchanges. Many of them own houses or flats
under installment schemes of development agencies or loans from banks
and other agencies set up by the government.

This class seems to be great believers in savings and take up insurance,
investment in mutual funds, banks and stock market. They have big
ambitions and with the rise in income level can be biggest consumers for
many products which they are not able to enjoy.

High Income Groups:

Persons in the income range of Rs.10,000/- to Rs.25,000/- are in the high
income group. Sometimes this group is further divided into two subgroups
as a high income group and higher income group. Persons in this group
are senior executives in government and private sector, big shopkeepers,
small industrialists and some land owners in rural areas.

They are generally well educated and well settled in profession, business
or other occupation. They get their children admitted in the best possible
schools which often are top priority for them. A large percentage of them
own houses and cars, visit restaurants and wear fashionable dresses.

Ordinary service is not linked to them, therefore, they visit better shops
and buy branded products. Still they are not able to afford certain costly
items like microwaves, AC and big cars, because they have to save a lot
for the education and marriage of their children but give great importance
to appearance.

Hence they wear impressive dresses and ladies use a considerable
guantity of cosmetics. Children like to go to clubs and some of them have
dating, which is not objected to by their parents as they are more open
minded and gradually break from family traditions.

Upper Class:

All those persons whose income is above Rs.25000/- per month are

classified as upper class. Ten SHUFHQW Rl ,QGLDuV SRSXODWLRQ IDOOV
group and they can buy whatever they want. Top executives, big

shopkeepers, middle and big size industrialists and big farmers, fall in this

category, often money has little value for them.

They buy big cars, big houses, send their children to the best schools, get
treatment in the best hospitals, and spend heavily on marriages and other
functions. They, perhaps believe in show of wealth and in certain cases
their family life is not cordial and a few of them have relations with person
of opposite sex and spend heavily on such activities. They often take trips
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/ tours both within the country and outside the country. Still they are
believers of family traditions and often pray to god in the temple or in their
houses.

So far adequate research has not been done about expenditure patterns
of various income groups though the National Council of Applied
Economic Research (NCAER) has conducted some surveys. These
studies do not throw adequate light on consumption patterns of various
classes, their preferences, priorities and other aspects. Much more work
is called for.

13.6. Social Classes and Culture, Religion and Geographical
Impact on Consumer Behaviour

Social classes in foreign countries have largely been distinguished on the
basis of income level, cultural, religious and geographical impact has not
been given that importance as it deserves because society has been
classified largely on economic factors. Further cultural and religious
factors are similar for all persons of the society in a particular region
irrespective of their income group but they are important variables in
deciding the behavior of consumers.

These factors are much more important in countries like India where
culture, religion, language and geographical differences are much wider
than in the west. Further, in the same income group the behavior of urban
and rural population is not similar or in all geographical regions. Hence
there is a need to divide classes based on various variables.

A person in a particular income group does have different cultures,
different religions and they live in different regions of the country. They
speak different languages. All these factors have an impact on behavior
as a consumer and therefore persons with different social backgrounds
are classified in different classes.

Social class is a homogenous group in the society who are likely to
behave in similar manner irrespective of level of income. Thus truly
speaking, social class is a class of persons who behave homogeneously
irrespective of place of stay, education, economic possessions. They
share similar values, interests, festivals, customs etc.

The economic factors have broken social classes but still for certain
products like food, worship, marriages etc. they follow similar practices
but there are hierarchy in them. Even otherwise some casts consider
themselves superior than others.
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Even in Brahamis, Vaish, Khatris and schedule casts there is social
ranking in terms of superiority and inferiority. This type of ranking,
however, is only in the minds of certain people and nowhere-else but it
has made differences in their behavior and consumption patterns. This
hierarchy, however, is different from hierarchy based on overall social
status.

Behavior of Different Classes:

Behavior as a consumer of a social class depends on how we make
classes. If all the variables are taken into account the number of classes
will be very large in a country of the size and diversity of culture-,
languages, religions, regions, customs like India. Even in a country like
the USA where there is more homogeneity than India, researchers have
divided the country into 210 classes.

In India enough research has not been done but if all the variables are
taken into account there will be few thousand classes if one wants to make
them homogenous. As it is a difficult task often classes have been made
on the basis of economic status but this is not enough for consumer
research and segregation. However, as already stated there is a need for
such segregation.

Thus in each state like U.P., Kerala, Madhya Pradesh, Rajasthan, Andhra
Pradesh, Tamil Nadu, Karnataka, Assam, West Bengal etc. social classes
will have to take various variables into account. Only in the newly created
states of Uttaranchal, Chhattisgarh and Jharkhand there is greater
homogeneity in terms of culture but in these states also there are wide
differences in economic status and many classification within the same
class people in rural areas behave differently than in urban areas.

The level of knowledge, communication facilities, and education further
makes differences in social classes. Because of such diversity it is not
possible to describe the features of various classes. However, the major
economic differences have been brought out while discussing economic
classes.

There are however distinct behavioral differences which should be
understood. Indian people by and large follow traditions irrespective of
education and economic prospects and irrespective of region one
belongs. Therefore, most of the people follow their traditions and customs
at least at the time of birth, marriages and death and normally spend more
than their capacity. This is one of the reasons for rural indebtedness.

Rural people generally give preference in education to male members and
neglect the education of girl children, especially poor and less educated
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persons. All the people irrespective of caste, economic status, education,
region, religion, place of stay (rural-urban) all prefer male children.
Therefore, the number of females per one thousand females is going
down. In 2001 there were 933 females for 1000 males.

Education plays an important role in behavior. The literacy rate for male
population is three fourths of males but it is only half of the female
population. It is expected that with greater education people will be more
liberal in their social outlook, in the matter of marriages but this is trickling
down very slowly.

Everyone wants to marry in their community and inter-caste marriages are
very few. They are not liked by society and sometimes create social
tension. But more educated girls are taking jobs especially in urban areas
irrespective of the class one belongs to.

This has changed family life style, ladies prefer time saving foods and
devices and do not cook lunch unless there are other family members who
stay at home or return home by lunch time.

The increase in the number of working ladies has created demand for
crutches. With the spread of education the divorce rate is going up but still
it is much less than 50 percent in the USA; actually as yet it is insignificant
in India.

The religious functions even for the followers of the same religion differ
considerably from state to state. While in Northern India Dussehra,
Deepawali, Holi are major festivals in South India Dussehra and Holi are
rarely celebrated; they have Pongal (Tamil Nadu) and Onam (Kerala).

In West Bengal and other places dominated by Bengalis Durga Puja, Kali
Puja and Saraswati Puja are main functions. In Punjab Baisakhi and Lohri
are celebrated with dance and music but people of many other states do
not know anything about these festivals. In Assam, Nagaland etc. festivals
are different. But the celebration does not depend upon social status but
religion. However, for Muslims and Christians festivals do not differ from
state to state.

Marriage systems and customs do not depend merely on religion but
region also have influence on them. The rate of growth in population for
India as a whole had been 2.25 percent per annum during 1991-2001 but
there are wide variations from state to state. It is lowest in Kerala at 0.94
percent where literacy rate is highest. The different population growth and
other factors has made West Bengal the most densely populated state
(904 people per sq km).
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The difference in density ratios has created problems of land, jobs, and
social amenities differently in different regions. This is also responsible for
poverty, and migration to other places for employment. But migration is
also dependent upon other factors like enterprising spirit and therefore
people going abroad are largely Pujabies, Gujaratis and Keralists and to
a certain extent Marwaries. They have helped in making their states richer
by sending a lot of their savings for their relatives and families well being.

Within India a lot of people from Bihar, Eastern U.P. and Orissa work as
workers in other parts of the country; often live alone and send money
home for parents, wife and children. They try to save maximum so that
the maximum possible amount may be sent home. These factors have a
great impact on consumption.

But all said and done as yet adequate research has not been done in India
on social classes as consumers. If students of marketing management,
institutes of management and corporate sector undertake research much
more will be known about behavior of different social classes.

Let us Sum UP

In this unit, you have learned about the following:

There are two variations of cultural influences within a given country. Sub-
cultural influences refer to distinguishing differences in values, customs,
beliefs, and traditions among different relatively homogenous groups
within a country's larger society. Sub cultures may be based on religion,
region, language, age, and gender etc. In India, there is great diversity of
subcultures based on region, religion, language, caste and sub- caste
systems etc. Cross-cultural influences are norms and values of
consumers in foreign markets that influence strategies of multinational
companies marketing their products and services abroad.

Analysis of culture and sub-culture enables marketers to segment their
markets and fine-tune their marketing mix strategies to meet the specific
needs, motivations, perceptions, and lifestyles shared by them.

Check your Progress

1. WhatismeDQW E\ 3IDPLO\ RI RULHQWDWLRQ""
a. The family you choose as an adult
b. The family you are born into
c. A group of friends you consider family

d. A family formed through marriage
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2. :KDW GRHV 3VRFLDO FODVV" UHIHU WR"
a. The level of education one has
b. The economic status of a group of people
c. The type of job one holds
d. The number of children in a family
3. Which of the following best LOOXVWUDWHYV 3SFXOWXUDO WUHQGV™"
a. The popularity of a specific fashion style
b. The number of books published each year
c. The increase in school enrollment
d. The growth of the internet

4. Why is understanding differences in cross-cultural non-verbal
communications important for marketers?

a. It helps in creating more advertisements
b. It ensures messages are received positively
c. Itreduces production costs
d. It limits the target audience
5. Is studying sub-cultures considered important? Why?
a. Yes, because they have no impact on the main culture
b. No, because they are too small to matter
c. Yes, because they can influence trends and consumer behavior

d. No, because they are always similar to the dominant culture

Glossary

Cross- cultural : relating to different cultures or comparison between
them

Social Class: a group of people within a society who possess the
same socioeconomic status.

Sub Culture: a cultural group within a larger culture, often having
beliefs or interests at variance with those of the larger
culture.
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Answer to Check your Progress

o > 0w e

b. The family you are born into

b. The economic status of a group of people
a. The popularity of a specific fashion style

b. It ensures messages are received positively

c. Yes, because they can influence trends and consumer behavior

Suggested Readings
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(2020). Consumer Behaviour. Australia: Cengage Learning
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Block-5: Introduction

Block-5: Consumer Decision Making  has been divided in to three
Units.

Unit-14: Consumer Decision  deals with Introduction, Meaning of
Consumer Decision Making, Models of Consumer Decision Making,
Levels of Consumer Decision Making, Consumer Decision Making
Process and the five Stages Involved in Consumer Decision Making
Process.

Unit-15: Opinion Leadership and Personal Influence explains about
Introduction, Definition of Opinion Leadership, Characteristics of Opinion
Leaders, Factors Affecting the Diffusion of Innovation, Dynamics of the
Opinion Leadership Process, the Motivations behind Opinion Leadership,
Measuring Opinion Leadership, Profile of The Opinion Leader and the
Interpersonal Flow of Communication.

Unit-16: Consumer Analytics presents about Introduction, Definition of
Consumer Analytics, Customer Analytics Framework: three Key
Processes, Importance of Customer Analytics, Main Categories of
Customer Analytics, Customer Analytics Best Practices, Key Trends in
Customer Analytics and Real Time Examples of Customer Analytics.

In all the units of Block -5 Consumer Decision Making , the Check your
progress, Glossary, Answers to Check your progress and Suggested
Reading has been provided and the Learners are expected to attempt all
the Check your progress as part of study.
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Unit-14

Consumer Decision
STRUCTURE
Overview
Objectives
14.1. Introduction
14.2. Meaning of Consumer Decision Making
14.3. Models of Consumer Decision Making
14.4. Levels of Consumer Decision Making
14.5. Consumer Decision Making Process
14.6. Five Stages Involved in Consumer Decision Making Process
Let us Sum UP
Check your Progress
Glossary
Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Meaning of Consumer Decision Making,
Models of Consumer Decision Making, Levels of Consumer Decision
Making, Consumer Decision Making Process and the five Stages Involved
in Consumer Decision Making Process has been clearly explained.

Objectives

After studying this unit, you will be able to:
X Explain steps in consumer decision making process
x Describe routinized response

x Elaborate limited and extensive problem solving behavior

14.1. Introduction

Consumer decisions result from perceived problems (as for example,
being thirsty) and opportunities (like, being in a market place). Consumer
problems arise in specific situations and may trigger one or more levels of
the consumer decision-making process.

It is important to note that for most purchases consumers devote, as a
matter of habit, very little effort to this process, and emotions and feelings
often have as much or more influence on the outcome as compared to
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facts and product features. The results of the consumer decision process
DUH WKH H[SHULHQFHV ZKLFK FKDQJH RU PDLQWDLQ WKH FR(
desired lifestyle.

To become a better consumer and a more informed citizen, it is best to
analyze the purpose behind advertisements, package designs, prices,
and other marketing activities which is also an interesting and enjoyable
activity. This is the only way by which the consumers can make efforts to
protect their interest, and take care of their welfare.

In the field of consumer behavior, researchers have developed some fairly
elaborate models of consumer decision processes. Some well-known
models are the Nicosia Model, Howard-Sheth, and Engel-Kollat-Blackwell
(EKB) models. No single model from among the above mentioned is
accepted by all those concerned in academic circles. One important
feature of the EKB model is that it considers the concept of high and low
involvement of consumers in a purchase situation.

The consumer decision process starts with the recognition of need, that
is, the consumer must recognize the need to purchase a product, then
goes through the process to choose the product. A display or any other
promotion may remind the consumer that she/he needs the product, or
may awaken the latent demand for the brand or product category.

Because of the sales promotional communications, need or problem
recognition may get triggered in both high-involvement as well as low-
involvement, triggered by an attractive exchange offer, or interest free
installments for consumer durable products, such as refrigerator, oven,
washing machine, and color television set, etc., it is more likely to result
in extensive problem solving effort rather than immediate purchase.

The sales effect in case of a low involvement situation is likely to be
immediate because of impulse or unplanned purchase, or because of
familiarity or top-of-mind recall of the brand. The consumer may think that
it is not worth devoting time and effort to the purchase situation in
guestion.

The low involvement consumer may have visited the retail store with the
intention of purchasing a certain product, but an in store display attracted
her/ his attention and led to brand switching, or impulse buying. According
to some researchers this type of behavior is an attempt towards reducing
the amount of mental exercise by using simple decision rules in making a
purchase decision.

Some experts believe that price cuts and in-store displays are more
effective for low involvement than high involvement consumers. In a
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severely competitive market where brands are considered as having no
real differences, consumers learn that any of the many brands will meet
the requirements, the purchase behavior is likely to become one of low
involvement and the brand on promotion has more chance of being
purchased.

14.2. Meaning of Consumer Decision Making

Consumer Decision Making refers to the process under which consumers
go through in deciding what to purchase, including problem recognition,
information searching, evaluation of alternatives, making the decision and
post-purchase evaluation.

The consumer decision making behavior is a complex procedure and
involves everything starting from problem recognition to post-purchase
activities. Every consumer has different needs in their daily lives and these
are those needs which make them make different decisions.

14.3. Models of Consumer Decision Making

The changing market environment provides the impetus for a careful study

of consumer decision making or buyer behavior. The term PR GHOu

JHQHUDOO\ UHIHUV WR D JHQHUDO YLHZp RU SHUVSHFWLYH
individuals behave as they do. In buying and consuming a variety of goods

and services, consumers are pursuing a set of motives.

Though need satisfaction is the underlying motive source of all
consumption activity, an understanding of needs and processes that
influence the formation and satisfaction of such needs will help the
marketer to devise suitable marketing programmes.

1. An Economical View or Model:

Traditionally, economics has been considered to be the mother discipline
of marketing. Economists believe that consumers derive some utility (a
feeling of satisfaction) from consuming a particular product and so their
consumption activity will be directed towards pursuing maximization of
utility.

According to this model it is also possible to make a number of predictions
about the behavior of buyers in terms of the price effect, income effect
and substitution effect. While these predictions are useful, questions are
being raised on the assumption of rationality in the behavior of buyers.

The criticism by consumer researchers is based on a number of reasons.
They argue that in reality, the consumer may not be- (a) aware of the
various product alternatives or (b) in a position to evaluate all the
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advantages and disadvantages related to the various product alternatives
so as to rank them accordingly. Thus in the absence of all the possible,
sufficient, and accurate information, it will not be possible for the
consumer to make the so-called rational or perfect decision.

2. The Passive View or Model:

The passive model is criticized as it fails to take a pragmatic view of the

consumers. It is argued that in a buying situation, the consumer will be

involved in a decision making process wherein he seeks information on

the product, evaluates all the alternative brands and then makes a

selection based on the brand which provides him maximum satisfaction.

Attimesthe FRQVXPHUPV SXUFKDVH GHFLVLRQ LV DOVR EDVHG RC
moods. So it is wrong to assume that the consumer will be passive while

making purchase decisions.

3. A Cognitive View or Model:

As a consumer, man is usually involved in thinking and problem solving.
He is constantly involved in an active search for goods and services which
will not only satisfy his needs but enrich his life also. As per the cognitive
view consumers are involved in an information seeking and processing
method.

They try to gather all the necessary information from various sources,

such as a trusted friend, or an expert and so on. Once he feels that he

has sufficient information, so as to makea VDWLVIDFWRU\ FKRLFH GHFLVLRQu
he will cease to gather more information and will ultimately decide on his

purchase intention.

This model of man as a thinker, views the consumer as an information
processor. And all the focus is on the processes by which consumers seek
and evaluate information about the concerned brands and the respective
retail outlets.

4. An Impulsive or Emotional View of Consumer:

Another aspect of consumer decision making is that they can be emotional
or impulsive while making purchase decisions. Very often, we, as
consumers, are involved in purchases made on impulse or on a whim.

This type of behavior is displayed while making purchases of apparel,
gifts, selecting holiday destinations or toys (for children). In all the above
situations, the final decision may be made on the basis of emotion.

Advertisers are projecting their products or services in a way to appeal to
the emotions of the particular target market. Such emotional appeals can
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be seen in the advertisements of Johnson and Johnson baby products,
Huggies diaper, Wipro Baby Soft, Fisher Price toys and so on.

Related to consumers emotions and feeling is the mood of the person.
Mood may be defined as a feeling state or state of the mind. The basic
difference between an emotion and a mood is that the former is a
response to a particular environment, while mood is an unfocused, pre-
existing state-already present, when the consumer gets motivated or
experiences a positive feeling about an advertisement, or the retail outlet
or brand or a product.

Moods play an important role in consumer decision making. Very often it

is the mood of the consumer which influences his decisions related to

when to shop, where to shop, in whose company to shop etc. It has been

observed that even within the shopping environment, the interior decor,

the attitude of the sales persons, the type of services provided etc. could

affect the shoppers mood and influenFH WKH FRQVXPHUuV GHFLVLRQ RQ KR.
long to shop and on how often to go to that shop.

14.4. Levels of Consumer Decision Making

The decisions to buy shaving cream, a tennis racket, a personal computer,
and a new car are all very different. If all purchase decisions required
extensive effort, then consumer decision making would be an exhausting
process and would leave little time for anything else. Types of buying
habits of consumer/buying situations are also known as levels of
consumer decision making process.

Consumer decision making varies with the types of buying decision. On
the other hand, if all purchases were routine, then they would tend to be
monotonous and would provide little pleasure or novelty.

On a continuum of effort ranging from very high to very low, we can
distinguish four specific levels of consumer decision-making:

1. Complex buying behavior
2. Dissonance-reducing buying behavior
3. Habitual buying behavior
4. Variety-seeking buying behavior
High Involvement:

1. Significant differences between brands - Complex buying
behavior.
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2. Few differences between brands +Dissonance-reducing buying
behavior.

Low Involvement:;

1. Significant differences between brands =*Variety-seeking buying
behavior.

2. Few differences between brands *Habitual buying behavior.

14.5. Consumer Decision Making Process

The buying process begins when customers recognise an unsatisfied
need. Then they seek information about how to satisfy the need- what,
products might be useful and how they can be bought. Customers
evaluate the various alternative sources of merchandise such as stores,
catalogs, and the Internet and choose a store or an Internet site to visit or
a catalog to review.

This encounter with a retailer provides more information and may alert
customers to additional needs. $IWHU HYDOXDWLQJ WKH UHWDLOHUpuV PHU
offering, customers may make a purchase or go to another retailer to

collect more information. Eventually, customers make a purchase, use the

product, and then decide whether the product satisfies their needs.

In some situations, customers like Sania spend considerable time and
effort selecting a retailer and evaluating the merchandise. In other
situations, buying decisions are made automatically with little thought.

Three types of customer decision-making processes are:
1. Extended problem solving,
2. Limited problem solving, and
3. Habitual decision making.

1. Extended Problem Solving:

Extended problem solving is a purchase decision process in which
customers devote considerable time and effort to analyzing alternatives.
Customers typically engage in extended problem solving when the
purchase decision involves a lot of risk and uncertainty.

There are many types of risks. Financial risks arise when customers
purchase an expensive product. Physical risks are important when
customers feel a product may affect their health or safety. Social risks
arise when customers believe a product will affect how others view them.

Consumers engage in extended problem solving when they are making a
buying decision to satisfy an important need or when they have little
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knowledge about the product or service. Due to high risk and uncertainty
in these situations, customers go beyond their personal knowledge to
consult with friends, family members, or experts. They may visit several
retailers before making a purchase decision.

Retailers influence customers engaged in extended problem solving by
providing the necessary information in a readily available and easily
understood manner and by offering money-back guarantees. For
example, retailers that sell merchandise involving extended problem
solving provide brochures describing the merchandise and its
specifications; have informational displays in the store (such as a sofa cut
in half to show its construction); and use salespeople to make
presentations and answer questions.

2. Limited Problem Solving:

Limited problem solving is a purchase decision process involving a
moderate amount of effort and time. Customers engage in this type of
buying process when they have had some prior experience with the
product or service and their risk is moderate.

In these situations, customers tend to rely more on personal knowledge
than on external information. They usually choose a retailer they have
shopped at before and select merchandise they have bought in the past.
The majority of customer decision making involves limited problem
solving.

Retailers attempt to reinforce this buying pattern when customers are
buying merchandise from them. If customers are shopping elsewhere,
however, retailers need to break this buying pattern by introducing new
information or offering different merchandise or services.

Retailers encourage impulse buying behavior by using prominent displays

to attract customer attention and stimulate a purchase decision based on
little analysis. For example, sales of a grocery item are greatly increased
when the item is featured in an end-aisle display, whena S% (67 % 8<
sign is placed on the shelf with the item, when the item is placed at eye
level (typically on the third shelf from the bottom), or when items are
placed at the checkout counter so customers can see them as they wait

in line.

Supermarkets use these displays and prime locations for the profitable
items that customers tend to buy on impulse, such as gourmet food, rather
than commodities such as flour and sugar, which are usually planned
purchases. Impulse purchases by electronic shoppers are stimulated by
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SXWWLQJ VSHFLDO PHUFKDQGLVH RQ WKH UHWDLOHUpV K
suggesting complementary merchandise.

3. Habitual Decision-Making:

Habitual decision making is a purchase decision process involving little or

no conscious HITRUW 7RGD\pV FXVWRPHUV KDYH PDQ\ GHPDQGV
time. One way they cope with these time pressures is by simplifying their

decision-making process.

When a need arises, customers may automatically respond with, will buy

the same thihg ERXJKW ODVW WLPH IURP WKH VDPH VWRUH p 7\S
habitual decision-making process is used ZKHQ GHFLVLRQV DUHQuUW YHU\
important to customers and involve familiar merchandise they have

bought in the past.

Brand loyalty and store loyalty are examples of habitual decision making.

Brand loyalty means that customers like and consistently buy a specific

brand in a product category. They are reluctant to switch to other brands

LI WKHLU IDYRULWH EUDQG LVQuW DYDLODEOH 7KXV UHWDL
customers needs if they offer the specific brands desired. Brand loyalty

creates both opportunities and problems for retailers.

Customers are attracted to stores carrying popular brands. But since
retailers must carry the high-loyalty brands, they may not be able to
negotiate favorable terms with the supplier of the popular national brands.
Store loyalty means that customers like and habitually visit the same store
to purchase a type of merchandise.

All retailers would like to increase their customers store loyalty. Some
approaches for increasing store loyalty are selecting a convenient
location, offering complete assortments and reducing the number of stock
outs, rewarding customers for frequent purchases, and providing good
customer service.

14.6. 5 Stages Involved in Consumer Decision Making Process

Consumer behavior is the way in which individuals and organizations
make decisions to spend their available resources, such as *time or
money. Consumer behavior relates to two major types of marketing *
business- to-consumer and business-to-business. We will begin by
focusing on the role of consumer behavior in Business- to-Consumer
marketing (B2C), which involves selling goods and services to end-user
customers.
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Examples of B2C businesses include restaurants, car dealerships, and
barber shops, each of which market to individual consumers like you who
might use their products.

Whether you are deciding where to eat or what cell phone plan to
purchase, most consumers targeted by B2C marketers go through a
common decision-making process.

The process has five stages which are as follows:
Stage 1 *Problem Recognition:

The buying process begins when consumers recognize they have a need
to satisfy. This is called the problem recognition stage. Imagine leaving
class to find that high winds had blown one of the oldest trees on campus
directly onto your car. You need your car to get to school, work, and social
events with your friends and family.

Because your current car is destroyed, you would immediately recognize
that you need a new type of transportation. In this case, due to a lack of
public transportation and the distance you must travel to meet your day-
to-day obligations, you need to purchase a new car.

JURP D PDUNHWLQJ SHUVSHFWLYH LWTV LPSRUWDQW WR Nt
following two important issues related to problem recognition:

1. Marketers must understand all aspects of consumers problems, even
those that are less obvious, to create products that improve or
enhance consumers lives. For example, if marketing professionals
GRQUW NQRZ ZKDW SUREOHP EH\RQG WKH QHHG IRU WUL
want to solve by purchasing a new car, they are not likely to develop
strategies that will resonate with you.

Are you looking for added prestige or do you want to spend less
money on monthly payments? Marketers also must recognize that
consumers might be buying the same car to solve very different
problems.

2. Marketers must remember that if the consumer is not aware of a
problem or does not recognize a need, he or she is unlikely to engage
in any of the subsequent steps of the buying process. Marketing
professionals working in the political world confront this challenge
each election cycle. Incumbent politicians of both major political
parties running for the United States Congress are re-elected at an
average rate of over 90 percent.

If voters, the consumers in this example, do not recognize a problem
with their current elected official, they most likely will vote to keep that
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person in office. Before political marketers can promote an alternative
candidate, they must make sure that a sufficient number of voters
consider the incumbent a problem and are open to potential
alternatives.

Stage 2 zInformation Search:

Once consumers recognize a problem, they seek information that will help
them make the best possible decision about whether or not to purchase a
product to address the problem. Consumers will expend effort searching
for information based on how important they consider the purchase.

Larger purchases, like buying a house or a new car, often require a great
deal of information gathering. Smaller purchases, such as z*a gift for a
new boyfriend or new car speakers, may also involve extensive
information searches because of their importance to the consumer.
Information searches fall into two main categories- external and internal.

1. External Information Search:

When consumers seek information beyond their personal knowledge and
experience to support them in their buying decision, they are engaging in
an external information search. Marketers can help consumers fill in their
knowledge gaps through advertisements and product websites. The
Internet has become an increasingly powerful tool because it provides
consumers with on demand product information in a format that offers
them as much or as little detail as they prefer.

Many firms use social media to empower consumers external information
search. For example, Ford uses Facebook, Twitter, YouTube, Flickr, and
Scribd to communicate information and deepen relationships with
customers.

Ford combined paid advertising and content on Facebook by placing a
sponsored video about the Ford Mustang on the Facebook logout page.
Over 1 million people viewed the video in just one day, allowing Ford to
provide external information about the Mustang to a large audience of
consumers.

7KH FRQVXPHUuV IULHQGYV DQG IDPLO\ VHUYH DV SHUKDSV W
sources of external information. Think about the example of buying a new

car and what those in your life might say about different brands or types

of vehicles. You might be impressed by the salespeople and commercials

for a certain type of car, but if your parents or friends tell you about a bad

experience they had with it, their opinions probably carry more weight.
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The power of these personal external information sources highlights why

marketers must HVWDEOLVK JRRG UHODWLRQVKLSV ZLWK DOO F>
LPSRVVLEOH WR SUHGLFW KRZ R®Qight hfu@n¢edteHU uvV H[SHULHQFH
buying decision and information of another potential customer.

2. Internal Information Search:

Not all purchases require consumers to search for information externally.
For frequently purchased items such as +shampoo or toothpaste, internal
information often provides a sufficient basis for making a decision. In an
internal information search, consumers use their past experiences with
items from the same brand or product class as sources of information.

You can easily remember your favorite soft drink or vacation destination,
which will likely influence what you drink with lunch today or where you go
for spring break next year.

In our car example, your past experience with automobiles plays a
significant role in your new car purchase. If you have had a great
experience driving a Ford Escape or Toyota Camry, for example, you may
decide to buy a newer model of that same car. Alternatively, if you have
had a bad experience with a specific car, brand, or dealership, you may
quickly eliminate those automobiles from contention.

Stage 3 zEvaluating Alternatives:

Once consumers have acquired information, they can use it to evaluate
different alternatives, typically with a focus on identifying the benefits
associated with each product. Consumers evaluative criteria consist of
attributes that they consider important about a certain product.

For example, you would probably consider certain characteristics of a car,
such as the price, warranty, safety features, or fuel economy, more
important than others when evaluating which one to buy. Car marketers
work very hard to convince you that the benefits of their car, truck, or SUV
reflect the criteria that matter to you.

Marketing professionals must not only emphasize the benefits of their
goods or services but also use strategies to ensure potential buyers view
those benefits as important. A company marketing an extremely fuel
efficient car might explain that you can use the several thousand dollars
a year you will save on gas to pay off credit card debt or fund a family
vacation.

In contrast, a company marketing a giant SUV with poor fuel efficiency
might tell you aboutthe YHKLFOHuV VDIHW\ IHDWXUHYVY DQG KRZ LW FD
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your family, or the flexibility it will give you to take more family members
on trips.

Stage 4 *Making the Purchase:

After evaluating the alternatives, a customer will most likely buy a product.
Usually the marketer has little control over this part of the consumer
decision-making process. Still, consumers have several decisions to
make at this point. For example, once you have decided on the car you
want, you have to decide where to buy it.

Price, sales team, and past experience with a specific dealership can
directly impact this decision as can financing terms such as lower interest
rates. If you decide to lease a car rather than buy one, you would make
that decision during this step.

An effective marketing strategy should seek to encourage ritual
consumption. Ritual consumption refers to patterns of consumption that
are repeated with regularity. These patterns can be as simple as buying
the same soft drink or stopping at the same place for breakfast every
morning. These types of repeat purchases often provide firms with higher
profits and a steady stream of customer sales.

Stage 5 zPost-Purchase Evaluation:

Consumers post-purchase evaluation is critical because their feelings
about the purchase will likely impact whether or not they become repeat
buyers of that particular good or service. As a consumer, you likely have
experienced cognitive dissonance, which is the mental conflict that people
undergo when they acquire new information that contradicts their beliefs
or assumptions.

&RIJQLWLYH GLVVRQDQFH LV VRPHWLPHY UHIHUUHG WR DV EX'
arises when consumers begin to wonder if they made the right purchase
decision.

Cognitive dissonance after making a purchase can arise for numerous

reasons. Perhapsyou GLVFRYHU WKDW WKH FDU \RX MXVW ERXJKW GR
JRRG JDV PLOHDJH RQ WKH KLJKZDyoulind b&86pG H[SHFWHG RU
member of your extended family bought the same car for a lower price, or

you hear a friend talking about how much she enjoys another car.

Marketers do various things to reduce the level of dissonance felt by the
consumer. For example, a car company might offer an extended warranty
or a toll-free number for you to call with any issues about your new car.
They may also enhance your early experience with your new car by
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offering free trials of popular features like the OnStar system or SiriusXM
satellite radio.

These additional free features typically extend through the first 6 to 12
months after your new car purchase, the time during which consumers
are most likely to experience cognitive dissonance. By making consumers
feel better about their car purchase, marketers increase the likelihood that
those consumers will provide positive external information about the car
to other people and ultimately consider returning for their next car
purchase.

Post-purchase evaluation is even more important to marketers today

because of the power of customer reviews available on the Internet. Such

reviews can become critical factors inthe ILUPuV DELOLW\ WR ZLQ RYHU QHZ
customers.

Though the decision-making process provides marketers with a
framework for understanding how consumers decide to purchase a
SURGXFW FRQVXPHUV GRQuW DOZD\V IROORZ WKH RUGHUO
Marketers should not assume that because their strategy succeeds at one
stage of the consumer decision-making process it will succeed at the next.

For example, a car company might do an excellent job of providing
external information to help interest you in its car but still not receive your
business because of your inability to secure financing or the objections of
your family members. Numerous situational influences like these can
occur at various points in the decision-making process and change the
FXVWRPHUpV SDWK

Let us Sum UP

In this unit, you have learned about the following:

Buying decisions and consumption of products or services always take
place in the context of some specific situation. It is extremely important for
marketers to understand how situations and internal as well as external
influences affect the purchase decision process.

Depending on various factors, including the level of consumer
involvement, time pressure, and the mood etc., consumer decision
making generally falls under one of the three major decision approaches;
nominal decision making, limited decision making, and extended decision
making.

Nominal decision making occurs when the products are low cost,
frequently purchased, familiar brands/products, of low-involvement
category, and little thought or search time is given to purchase.
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Limited decision making is usually straightforward and simple. It involves
input from long-term memory and limited search, few alternatives and
attributes are considered, and there is little or no post-purchase
evaluation.

Extended decision making occurs when the product is expensive, risky,
ego intensive, is purchased infrequently, consumer involvement is high,
consumer considers much information from internal and external sources,
post purchase evaluation is more likely to be complex and dissonance
causing.

Check your Progress

1. What is the primary focus of Consumer Decision Making?
a. Understanding consumer behavior
b. Analyzing store ambience
c. Evaluating post-purchase satisfaction
d. Marketing strategies
2. Why do different stores have varying ambiances and setups?
a. To confuse consumers
b. To appeal to different target markets
c. To maintain a standard appearance
d. To reduce operating costs
3. How can marketers instigate problem recognition among consumers?
a. By reducing prices
b. By advertising frequently
c. By highlighting consumer needs and desires
d. By increasing product variety
4. What role do plate marketers play in post-purchase evaluation?
a. They conduct market research
b. They provide customer service
c. They help consumers assess their satisfaction with the product
d. They create promotional materials
5. What are the Levels of Consumer Decision Making?
a. Awareness, Interest, Purchase, Evaluation
b. Problem Recognition, Information Search, Evaluation, Purchase
c. Need, Want, Desire, Purchase
d

Decision, Action, Feedback, Repeat
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Glossary

Cognitive View: operates on the belief that the brain is the

most important aspect in relation to the way
that an individual behaves or thinks.

Passive View: consumers are perceived to be impulsive

who take irrational purchase decisions and
are influenced by the promotional offers of
the marketers.

Habitual decision: consumer decision making or problem

solving requiring only minimal search for,
and evaluation of, alternatives before
purchasing.

Complex buying behavior: occurs when the consumer is highly

involved with the purchase and when there
are significant differences between brands.

Answer to Check your Progress

1. a. Understanding consumer behavior

2.
3.
4.
5.

b. To appeal to different target markets
c. By highlighting consumer needs and desires
c. They help consumers assess their satisfaction with the product

b. Problem Recognition, Information Search, Evaluation, Purchase
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Unit-15

Opinion Leadership and Personal Influence

STRUCTURE

Overview

Objectives

15.1. Introduction

15.2. Definition of Opinion Leadership

15.3. Characteristics of Opinion Leaders

15.4. Factors Affecting the Diffusion of Innovation
15.5. Dynamics of the Opinion Leadership Process
15.6. The Motivations behind Opinion Leadership
15.7. Measuring Opinion Leadership

15.8. Profile of the Opinion Leader

15.9. The Interpersonal Flow of Communication
Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition of Opinion Leadership,
Characteristics of Opinion Leaders, Factors affecting the Diffusion of
Innovation, Dynamics of the Opinion Leadership Process, the Motivations
behind Opinion Leadership, Measuring Opinion Leadership, Profile of the
Opinion Leader, the Interpersonal Flow of Communication has been
clearly explained.

Objectives

After studying this unit, you will be able to understand:

x Characteristics of Opinion Leaders and Factors Affecting the
Diffusion of Innovation.

x Dynamics of the Opinion Leadership Process and the Motivations
behind Opinion Leadership, Measuring Opinion Leadership.

x Profile of the Opinion Leader and the Interpersonal Flow of
Communication.
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15.1. Introduction

The most important thing for the marketer is to understand the role of
opinion leadership in marketing of goods and services. Opinion leadership
which is otherwise known as word of mouth communication is an
important personal influence on consumers. With the proliferation of cell
phone usage and e-mail, many people are always available to friends,
family and business associates. Messages spread like a virus among
people. Opinion leaders offer advice or information about a product,
service and how a particular product may be used. Words of mouth take
place through personal or face to face communication.

15.2. Definition of Opinion Leadership

Opinion leadership is defined as the process in which one person
influences the attitudes or actions of another person informally, who may
be identified as an opinion leader. They offer informal advice about the
product or service. Opinion leaders are part of the social groups. They
have a social communication network. The communication is informal and
interpersonal in nature which happens between those who are not
associated with the commercial selling source directly.

15.3. Characteristics of Opinion Leaders

Opinion leadership is a dynamic process. It is the most powerful consumer
force. As informal communication sources, it effectively influences
consumers in their product related decisions.

The dynamics of the opinion leadership may be discussed under the
following headings:

i.  Credible source of information,
ii.  Provision of both positive and negative product information,
iii. Source of information and advice,
iv. Two-way street,
v.  Specific characteristics.
1. Credible Source

Opinion leaders are knowledgeable. Their advice about a product or
service is considered reliable. As opinion leaders are informal sources of
information, it is perceived that they give advice in the best interest of
opinion seekers. The first-hand information received from opinion leaders
helps in reducing perceived risks. It properly tackles the anxiety in buying
new products as the opinion is based on the first-hand experience.
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2. Provision of both Positive and Negative Product Information:

Marketers provide information which is invariably favorable to the
products they are marketing. But opinion leaders are not directly
associated with marketers. They provide both favorable and unfavorable
information about the product. So, opinion seekers have faith in opinion
leaders. They are confident that they are receiving both positive and
negative information in an accurate way.

3. Sources of Information and Advice

Opinion leaders are the source of both information and advice. They
simply share their experience about a product or service. Their talk is
related to what they know about a product. In their more aggressive talks,
they advise others to buy or avoid a specific product. They base their
advice on proper reasons.

4. Two-way Street

Opinion leaders in one product related situation become opinion receivers
in another situation even for the same product. For example, a new
homeowner thinking of buying a lawn mower seeks information and
advice from other people about which brand to select. After purchasing
the lawn mower, he may be satisfied with the product (in the post
purchase experience). Now he has a compelling need to talk favorably
about the purchase to other people to confirm the correctness of his
choice. In the first instance, he is an opinion receiver and in the second
he is an opinion leader.

Sometimes, an opinion leader is influenced by an opinion receiver. For
example, a person may recommend a favorite hotel to his friend. In
response the opinion receiver gives his own comments on that hotel.
Finally, the opinion leader may come to realize that the hotel is too small,
too isolated and offers fewer amenities than other hotels.

5. Specific Characteristics

Opinion leaders possess distinct personality traits. These include self-
confidence and gregariousness. They are socially inclined, outspoken and
are knowledgeable.

15.4. Factors Affecting the Diffusion of Innovation

7KH FKDQFHV RI D SURGXFWpV DGRSWLRQ DQG VXEVHTXHQW
dependent on its nature. The rate at which the diffusion of an innovation
takes place is a function of the following ten factors:
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x Type of Target Group: The target market for the new product is
an important factor in influencing the rate of diffusion. Some
groups are more inclined to accept change than others. In general,
affluent, young and highly educated groups tend to try and accept
new products readily.

X Number of People Involved in Decision Making: This refers to
whether the decision is made by an individual or a group. If fewer
individuals are involved in making the purchase decision, the
innovation is likely to spread more rapidly. When two or more
family members are involved in making the purchase decision, the
diffusion will be slower than innovations that primarily affect one
individual.

x Extent of Marketing Efforts Involved:  The diffusion of innovation
is very significantly influenced by the extent of marketing efforts
undertaken. No matter how wonderful an innovation, unless
sufficient numbers are informed and convinced of what it can do
for them, the diffusion would be adversely affected. Thus, the rate
of diffusion is not completely beyond the control of the marketer.

X Need Fulfilment: The more involving and obvious the need that
the innovation satisfies, the faster the diffusion. The rate of
diffusion of antidandruff shampoos has been fast as they gained
rapid trial among those who were uncomfortable with dandruff.
Viagra, the male impotence drug gained rapid trial and its diffusion
has been very fast. Rogaine, believed to be a cure for certain types
of hair loss or baldness, gained rapid trial among those who felt
uncomfortable with their hair loss problem.

x Compatibility: This refers to the degree to which the innovation is
FRQVLVWHQW ZLWK WKH LQGLYLGXDOuV DQG JURXSuV
beliefs and past experiences. The more its consistency, the faster
its diffusion. Microwave oven was introduced about three decades
back in India but since it was not compatible with Indian family
values, its diffusion has been rather slow. Internet banking or
shopping is not consistent with established habits of most Indian
consumers, resulting in very slow diffusion of this innovation.

15.5. Dynamics of the Opinion Leadership Process

The opinion leadership process is very dynamic, thus we need to
understand what makes it such a powerful consumer force.

X Credibility - They are able to influence as it is a common
perception that they are objective in their assessment and are

196



doing simply a good thing by offering advice. Their advice reduces
the anxiety level of any new buyer.

X Reliable Product Information - Opinion leaders in their elaborate
communication also express both, pros and cons of a product.

X Information and Advice - Opinion leaders often offer advice
regarding buying or not buying. Interpersonal communication with
an opinion leader guides us regarding the choice of a brand, the
usage of a product, the place where we can shop for the product
and the service level of a service provider.

x Opinion leadership is category specific - Opinion leaders are
specialists in certain product categories.

X Opinion leadership is a two-way process - One and the same
person can be an opinion leader or an opinion seeker, depending
upon the situation.

X Opinion leaders are more knowledgeable +They have greater
exposure to mass media. The communication flows from mass
media to opinion leaders, who spread it across horizontally.

15.6. The Motivations behind Opinion Leadership

We have to consider what motivates both, the opinion leaders and opinion
receivers.

1. The needs of opinion leaders - Opinion leaders seem to satisfy
some personal need of theirs e.g., self-improvement, social
acceptance, bring down his own post-purchase dissatisfaction, and
reassurance for himself that he has made the right choice. An opinion
leader may be seeking attention towards him or may be trying to
impress on others how knowledgeable and aware he is. He may get
the satisfaction of having won others to his own view point. All this is
self-involvement.

Apart from self-involvement, an opinion leader may be motivated by
product involvement, message involvement and involvement for
others. Product involvement indicates a high degree of satisfaction or
dissatisfaction with a product which an opinion leader wants to share
with others. Message involvement indicates the influence of ad
messages. Involvement for others uses product- related conversation
as expression of friendliness, love, affection and neighborhood
feeling. This happens around recipes, new contests, new attractions
etc.
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2. The need of opinion receivers - Opinion receivers satisfy various
personal needs by receiving information from the opinion leaders +
reduced anxiety, no need to undertake an extensive search. The
choice of an opinion leader is a matter of the socio-cultural background
of the opinion receiver.

15.7. Measuring Opinion Leadership

What is the extent of influence of the opinion leaders? It is a question of
measuring opinion leadership. We shall consider four techniques of
measurement:

a. Self-designating method,

b. Socio-metric method,

c. Objective method, and

d. Key-informant method.
a. Self-designating Method

Here, we ask others what role they have played in influencing the
consumption of others in the recent past, (say six months).

Researchers have also compiled scales for measuring
susceptibility of consumers to the influence exerted by others. A
typical statement may read as follows:

| buy fashionable clothes only when | am sure my friends would
approve of them. The agreement is taken on a 7-point scale:
extremely agree, fairly agree, agree, neither agree / disagree, not
agree, fairly not agree and extremely not agree.

b. Socio-metric Research

Here, a self-contained population is examined to verify consumer-
related conversations. To illustrate, we can study the inmates of a
multi-apartment society in terms of influencing others or getting
influenced by others.

c. Key Informant Method

Instead of studying a sample or a whole self-contained community,
we can identify a key informant who will name the opinion leaders
in a particular group.

d. Objective Method

It is a type of controlled experimentation. Here, new products are
placed in the hands of a chosen group, and then interpersonal
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communication is examined. Natural opinion leaders influence
others to fall in line with them. Non-leaders are ineffective in doing
so. In the objective method, opinion leaders are artificially placed
to act as such, and the results of their efforts are measured.

15.8. Profile of the Opinion Leader

X

Marketers are keen to identify the opinion leaders so as to direct their
promotional messages towards them. Are there special characteristics
of theirs which can enable them to get identified and reached?

Knowledge and Interest - It makes him knowledgeable about the
product, and he spreads this knowledge when sought or even
otherwise. His involvement with the subject under which the product
gets covered is so obvious that he strives to keep himself updated.

Media Habits +An opinion leader reads the print media and listens to
and views the electronic media much more. He is more tuned to
subject specific magazines and techno-commercial programs.

Consumer Innovator - He is a consumer innovator who tries new
products always first, and passes on his experience to others. Opinion
leaders tend to have certain similar personality traits, and other
personal characteristics such as social status and demographic
characteristics are often linked to the product in which they
4VSHFLDOL]JHpu

Personality Traits - He is self-confident and gregarious. He is
confident about his knowledge and opinion that he has built. He is
generally found to be outspoken and expressive in nature. He is
differentiated from others and chooses to act differently.

Social Status Characteristics - He belongs to the same social class
as that of the consumer to engage in horizontal interpersonal
communication.

Demographic Characteristics  +Consumers tend to seek information
and advice from people whom they perceive to be highly
knowledgeable informants. However this is contextual in nature.

Frequency and Overlap of Opinion Leadership

Opinion leadership is a common phenomenon as most of us would have
experienced that even if we have voiced our opinion to others in areas of
our interest. Is opinion leadership generalizable? In other words, is an
opinion leader in one sphere likely to be an opinion leader in another?
Through numerous past consumer researches, it was found that an
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overlap of leadership is possible across certain product categories with
similar interests.

Situational Environment Triggers for Opinion Leadership

It will be irrational to assume that as soon as two people meet, they start
playing the role of being an opinion leader and an opinion receiver. There
must be some trigger that starts the conversation.

Two society members meet in a compound and sit together to discuss
which later covers ZHGGLQJV ZLWKLQ WKH VRFLHW\ DQG
today.

15.9. The Interpersonal Flow of Communication

It is proven that an opinion leader is a vital link in the transmission of
information and influence. They transmit information provided by mass
media in which you have released information, and influence the opinion
receiver / population.

Two-step Flow of Communications Model

It was observed during various researches that certain members of the
social system are more exposed to mass media and tend to play the role
as filters and transmitters of information for the remaining members of the
social system. We now understand that this differential knowledge implies
differential influence. Thus, the concept of opinion leadership crystallized.
They are the direct receivers of information from mass media and transmit
(and interpret) this information to masses. They are a link between the
mass media and the society at large. Two steps flow of communications

ZKDWpV L

PRGHOuV PDMRU FRQWULEXW L Riftetastion WetveldP SKDVLV RQ VRFL

people. It is a method of conveying information, whereby attitudes are
developed, and behavior is stimulated.

The theory does not give a true picture of information and influence flow.
Mass media may affect both the opinion leaders and the opinion receivers.

Multi-step Flow of Communication Model

Multi-step flow is a broader view of the flows in interpersonal
communication. It accounts for the fact that the interaction between
opinion leaders and opinion receivers both, in terms of giving information
and being influenced, is a two-way process. Communication transfers the
information from media, both to the opinion leaders and opinion receivers
and information receivers. Information receivers do not either influence
others or get influenced. Opinion leaders and opinion receivers both pass
information and influence to each other.
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We can form a matrix of opinion leadership and opinion seeking. Viewed
from the matrix, four patterns of interpersonal communication emerge:

x High opinion seeking and leadership combination leading to social
integration.

x High opinion leadership but low opinion seeking leading to social
independence.

x Low opinion leadership but high opinion seeking leading to social
dependence.

X Low opinion leadership as well as opinion seeking leading to social
isolation.

It puts consumers into four types rather than two types as opinion leaders
and opinion seekers.

Opinion Leadership and Promotion Strategy

Word-of-mouth communications and other informal communications have
a greater impact on consumer behavior than the formal paid ad messages
or personal selling. New product designers understand the power of word-
of-mouth comments, and thus they design products in such a manner that
there is something to talk about, for the consumers. Advertisements,
coupons and samples are used to encourage people to tell others how
they liked the product.

A direct marketing programme can be run to provoke a discussion about
what they liked about a specific product and the benefits of the product. It
is necessary to keep in mind that informal communication is difficult to
control. A toll-free number can be set up to put at rest the negative
publicity by giving correct information.

A good Public Relations programme is called for, for handling issues
impacting word of mouth publicity. It is also necessary to set up a
consumer grievance redressal cell. When consumers get a mechanism to
voice out their grievances, and a personal voice that addresses them, the
chances of bad word-of-mouth publicity are reduced.

It is possible to make use of opinion leaders strategically for promotion.
Product specific opinion leaders can be created and their enthusiasm for
products can be availed of.

Let us Sum UP

In this unit, you have learned about the following:

Opinion leaders are those people who, in a given situation, are able to
exert personal influence through word-of-mouth because others seek
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advice or information. Opinion leaders can informally influence the
behavior of consumers toward products or services, either positively or
negatively.

Check your Progress

1.

What are Opinion Leaders?

a.
b.

c.
d.

Individuals who follow trends

Influential individuals who affect the opinions and behaviors of
others

People who avoid making decisions

Leaders of political parties

Which of the following is an example of a process innovation?

a.
b.
c.
d.

A new smartphone model

A new method for manufacturing products

A popular social media platform

$ EUDQGTVY DGYHUWLVLQJ FDPSDLJQ

How does culture influence the diffusion of innovation?

a.
b.

c.
d.

It has no effect on the adoption of new ideas.

Cultural values can determine how innovations are perceived and
adopted.

Innovations spread equally in all cultures.

Culture only affects technological innovations.

What is one strategy for using Opinion Leaders in promotional
strategies?

a.
b.

o

d.

Ignoring their influence
Engaging them to promote products to their followers
Limiting their communication

Focusing only on traditional advertising

Why might an innovation fail if it is not communicated properly?

a.
b.

C.

Because it might be too advanced for consumers
Because consumers will always find out about it eventually

Because poor communication can lead to misunderstandings
DERXW WKH SURGXFWTV EHQHILWYV

Because all innovations are self-explanatory
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Glossary

Continuous innovation: modest, gradational, ongoing upgrades or
enhancements of existing technologies or
products

Diffusion of innovation: describes the manner in which a product is

disseminated in the marketplace
Innovators: Those who adopt a product earliest

Opinion leaders: Those who can exert personal influence in
certain situations

Answer to Check your Progress

1. b. Influential individuals who affect the opinions and behaviors of
others

2. b. A new method for manufacturing products

3. b. Cultural values can determine how innovations are perceived and
adopted.

4. b. Engaging them to promote products to their followers

5. c. Because poor communication can lead to misunderstandings
DERXW WKH SURGXFWYfV EHQHILWYV

Suggested Readings

1. Kumar, S. R., Krishnamurthy, A. (2020). Advertising, Brands and
Consumer Behaviour: The Indian Context. India: SAGE Publications,
Incorporated.

2. Northey, G., Maclnnis, D. J., Hoyer, W. D., Pieters, R., Chan, E.
(2020). Consumer Behaviour. Australia: Cengage Learning Australia.

3. O'Shaughnessy, J. (2012). Consumer Behaviour: Perspectives,
Findings and Explanations. United Kingdom: Palgrave Macmillan.
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Unit-16

Consumer Analytics

STRUCTURE

Overview

Objectives

16.1. Introduction

16.2. Definition of Consumer Analytics

16.3. Customer Analytics Framework: Three Key Processes
16.4. Importance of Customer Analytics

16.5. Main Categories of Customer Analytics
16.6. Customer Analytics Best Practices

16.7. Key Trends in Customer Analytics

16.8. Real Time Examples of Customer Analytics
Let us Sum UP

Check your Progress

Glossary

Answer to Check your Progress

Suggested Readings

Overview

In this unit the Introduction, Definition of Consumer Analytics, Customer
Analytics Framework: Three Key Processes, Importance of Customer
Analytics, Main Categories of Customer Analytics, Customer Analytics
Best Practices, Key Trends in Customer Analytics and the Real Time
Examples of Customer Analytics has been clearly explained.

Objectives

After studying this unit, you will be able to:

x Define the Customer Analytics and Classifies the types of
Business Analytics

x lllustrates the Consumer Analytics framework and Examines the
Key Trends In Customer Analytics

x Explain the Real Time Examples of the Customer Analytics
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16.1. Introduction

Customer analytics is defined as the use of analytics to study customer
behavior for effective business decisions through market segmentation
DQG SUHGLFWLYH DQDO\WLFV A

Customer analytics equips marketers with relevant information about
customer behavior, helping them take effective predictive business
decisions. It helps businesses hone their direct marketing or CRM efforts,
improving customer experience through personalized
interactions between the brand and the customer on the basis of customer
segmentation as per insights from the data. In this article we define
customer analytics and share key processes, trends and some examples
of how it contributes to business growth.

Digitization has exposed businesses to abundant data, which when
utilized well, helps them perform better. Hence, customer analytics is
gaining more importance with each passing day. A 2013 McKinsey survey
titled, Data Matics had stated that companies that make extensive use of
customer analytics are more likely to outperform their competitors on key
performance metrics, whether profit, sales, sales growth, or return on
investment.

16.2. Definition of Consumer Analytics

Customer analytics is the process of studying customer data accumulated
across departments in a company, for assessing, understanding and
interpreting customer behavior across the various stages in their buying
journey.

Customer analytics is the process of collecting and analyzing behavioral
customer data across a range of channels, devices, and interactions.
These analytics give you the insight necessary to form strategies,
products, and services that your customers will want to engage with.

16.3. Customer Analytics Framework: Three Key Processes

Setting up a robust customer analytics framework certainly requires a
strong technology VWDFN EXW WKHUHpVY PRUH WR LW +HUH DUH N |
for planning customer analytics.
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How to Set Up a

Customer Analytics Framework

- | &

define objectives

map customer
journeys

Source:https://www.toolbox.com/marketing/marketing-
analytics/articles/what-is-customer analytics-definition-process-key-
trends-and-examples/

1. Know the customers you wish to analyze

At the very onset of establishing a customer analytics plan, keep the end
goal and the preceding customer journeys in mind. Customer journey
mapping is the process of drawing a comprehensive, diagrammatic map
of all possible stages and points of interaction between a customer and
the company, starting from brand discovery to post-sales servicing and
repeat purchases.

Here are some questions that may help you map customer journeys:

X Who are our customers their age, demographic, general location,
purchasing capability etc.

X What do customers prefer to buy from us vs competitors
X What is their preferred mode of purchase?
X What is their preferred mode of communication?

X What are their preferred touch points at different stages of the
EX\HUVYy MRXUQH\

You could ask more such questions, depending on the objectives you
want to achieve from your customer analytics framework. The journey
mapping exercise gives you insights about the best touchpoints to collect
the right data from, opportunities in the journey to collect relevant data,
gaps in the journey where you may be missing opportunities to collect
crucial input data, and it also helps you connect the dots between various
touch points across the journey to draw better insights from the data.
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2. Capture, organize, then analyze data

Once you have identified the data you want to collect and the sources
from where to collect them, the next step is to actually collate as much
data as is relevant to your goals. Gather data from various sources or
customer touch points such as your website, in-store visits and purchases,
email clicks, website browsing, activities on your app, blog communities
and social media interactions, CRM system and other internal and
external systems (see graphic: Analytics Big Picture). You may also run
surveys, conduct user research or purchase third-party data to feed into
your customer analytics framework.

3. Define outcomes

To establish a strong customer analytics practice, it is critical to define the
outcomes you seek from the data. Based on the outcomes you are
seeking, you will define the analytics that needs to be performed. For
example, as a result of the analytics, do you hope to get clarity on what
has happened (descriptive), why it happened (diagnostic), answers to
specific questions and possible responses (prescriptive), or what may
happen in the future (predictive)?

16.4. Importance of Customer Analytics

Some business benefits of the different types of customer analytics are:
X Higher customer satisfaction and retention
X Lower lead generation and acquisition costs
X Increased sales and revenue
X Better brand awareness
X Increased user/customer engagement

7TKDWpuV EHFDXVH GDWD WHOOV \RX ZKDW \RX QHHG WR GR W
every revenue and growth goal from how to encourage customer
engagement to how to promote customer OR\DOW\ <RX FDQuW LPSURYH ZKDW
\R X Ftn@gsure, as the saying goes.

And this is especially because consumers are more informed and
selective than ever. To truly understand them, and their needs, you need
the right data.

,WpV QR FRLQFLGHQFH WKDW VXFFHVV-tkMen.FRPSDQLHYV DUH
According to McKinsey, companies making intensive use of customer
analytics are 2.6 times more likely to have a significantly higher ROl and
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three times as likely to generate above-average revenue growth than
competitors.

16.5. Main Categories of Customer Analytics

1. Descriptive analytics . Gives insight into past customer behavior.
(Example: 30 percent of customers returned product X within a
month of purchase).

2. Diagnostic analytics . Helps you understand the why behind
customer behavior. (Example: 50 percent of customers think
product X is not what they expected).

3. Predictive analytics . Helps you predict future customer behavior.
(Example: In the fall of 2020, purchases of product X are expected
to decline).

4. Prescriptive analytics . Provides suggestions on how you can
influence or address customer behavior. (Example: Social media
campaigns and online ads can increase sales of product X by 25
percent).

16.6. Customer Analytics Best Practices

Customer analytics allows businesses to make the best data-backed
decisions, boosting conversions, delivering a better customer experience,
and bringing in operational efficiency. Hence, most successful businesses
have already embraced it as a way of working across their customer
programs. Here are some customer analytics best practices for you to
adopt.

1. Organize your data

Your customer analytics is only as good as the data it relies on. It is
important to connect the dots between data points, and have clarity on the
data you actually want to analyze from the deluge of possible internal and
external data you could use. The data you choose to analyze can then be
funneled into a data warehouse or lake, a customer data platform, or a
specialty customer analytics platform that can help organize the data in a
way that it can be effectively analyzed.

Specifically for customer data, organizing it is also about building
complete, unified profiles of individual customers or segments. In case of
first party data for martech applications, this would involve processes such
as probabilistic or deterministic identity resolution, building identity
graphs, 360-profiles of customers and integrating consent into customer
data, to ensure compliance. In case of adtech applications that needs to
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be used through a DMP, the data needs to be anonymized in order to
build look-DOLNHp VHIPHQWY WKDW GHILQH FKDUDFWHULVWLFV D

2. Data visualization to storytelling

Data is as much an art as a science, and leveraging data visualization to
present data in a way that marketers feel comfortable using it is crucial to
overall ROI of your customer data analytics program. Visualizing the data
with graphs charts, infographics and even videos helps bring the data
alive so marketers can more easily spot patterns, gaps and opportunities
that could otherwise be hidden in mind-numbing rows of numbers.

3. Data and Al: go for advanced tools

Analytics has evolved from being descriptive to becoming increasingly
prescriptive now with the power of Al and machine learning to spot
patterns and predict future outcomes more efficiently. With advanced Al
powered customer analytics tools, marketers can run predictive analysis
to model potential campaign outcomes etc. Intelligent systems can also
start recommending next best steps and customized interactions and
experiences based on the data, for each customer.

Calculation of customer retention rates:

Customer retention helps in rigidly defining what percentage of customer
stuck with your brand over a given time frame. This time frame varies from
one company to another depending upon the regularity with which they
measure it. For example: some companies prefer calculating customer
retention rates quarterly or half yearly while others look at it as an annual
overview of their strategy impact.

Here are the steps needed to calculate customer retention rate:

x Take the number of customers your company had at the beginning
of the time period(E)

X Subtract the new customers that your brand has acquired during
this time frame(N)

x Divide the resultant number by the total number of customers at
the beginning of the time period(B)

x Lastly, multiply this fraction by 100 to obtain the final percentage
Customer retention rate:(E-N)/B*100
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16.7. Key Trends in Customer Analytics:

1. Emerging sources of customer data

The increasing penetration of voice enabled smart devices, in-home
automation and wearables is unveiling a lot more about customer
lifestyles and choices. Customer data from all these devices combined
with social media journeys, is any P D U N H kéwfaufid/goldmine. While
email clicks, in-store visits, online purchases or browsing and content
streaming still exist as important sources of customer data, these new
sources of unstructured data are able to reveal even more interesting
customer journey insights to marketers.

2. Al to make analytics more human-centric

Even though there are frequent speculations that Al and machine learning
will take away the jobs of analysts, more advanced systems present a
rather positive picture. With newer updates, these systems and tools are
designed to work more efficiently in collaboration with human judgement.
In fact, over the coming years, Al enabled customer analytics systems are
expected to possess virtues such as empathy, data protection ethics apart
from compliance checks and will be designed to handle human-machine
collaboration.

3. Cloud analytics goes bigger

With the growing amount of external data and expectations of speed and
accuracy, the adoption of cloud for analytics is witnessing growth. This is
because, cloud brings in more agility into analytics, and is more powerful
yet cost-effective. Despite the benefits, complete transition to cloud is also
not that easy. Though businesses are taking baby steps in transitioning
from traditional on premise analytics models to hybrid or on-cloud models,
it is surely going to get bigger in the years to come.

4. End-to-end integration for better decision making

Businesses are now adopting more integrated, end-to-end analytics
processes to convert insights into actions. This means customer data is
combined with information from across departments such as marketing,
sales, customer service, and so on to get the best out of analytics. End-
to-end integration between customer data analytics and other business
functions combined with external social collaborations, provides deeper
customer insights, allowing the marketer to make better business
decisions.

Customer analytics is set to see more exciting times as devices get
smarter and churn out more relevant real-time data. Now, let us look at
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some interesting examples of customer analytics being used for business
profitability and success in the real world.

16.8. Real Time Examples of Customer Analytics:

Many companies now use customer analytics not just for improved
customer interactions or customer acquisition and retention but also for
improving their supply chain or for curbing business risks. Here are some
of the leading examples of companies using customer analytics to their
business advantage.

How Netflix uses analytics for customer retention

Netflix knows the pulse of its audience so well that each time someone

logs in, they find plenty of material that matches their interest. With over

130 million subscribers across the globe, Netflix gathers data from people

of all walks of life. It extensively uses big data analytics to draw patterns

IURP SHRSOHpuV VHDUFK DQG YLHZLQJ KLVWRU\ DQG RIIHUV \
next watch basis that. It goes beyond.

Netflix gathers data across various aspects. One example is that it knows
which series you are watching and for how long you continue watching it,
or at what point you switch to something else. If say, 70 percent or more
users who started watching, finished all seasons of a cancelled show,
Netflix will decide to launch another season, as this data shows greater
chances of people watching the new season as well.

Through offering data backed compelling, personalized choices of
content, Netflix keeps its customers or subscribers glued to its platform.

How Amazon uses data for enhancing customer experience

Amazon gets access to a wide range of customer data, owing to its
presence as the biggest online one-stop shop for anything and everything
you want. Through a strong recommendation engine, that feeds on
browsing data from users, Amazon helps its users make convenient
buying decisions instead of getting lost in the huge variety it offers.

In addition to what you buy, it gathers data about what you explore on the
site, time spent browsing each page and much more, to build a 360-
degree view of the customer. It further uses this information to not just
help you find what you need much more conveniently, but also for
lookalike-modeling to reach out to other similar people with product
recommendations.
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How Citibank uses customer data for retention and new user
acquisition

Citibank is a great example of using big data and customer analytics for
customer retention and acquisition. One of the ways they do it is by
processing and analyzing customer data combined with machine learning
algorithms to pitch promotional spending. Additionally, they keep track of
all transactional records to identify anomalies such as incorrect or
fraudulent charges, if any. Spotting such glitches early on or even before
it occurs, using predictive modelling. This not only saves the bank a lot of
cost but keeps the customer trust intact. Citibank manages all this through
an in-house integrated big data customer analytics platform architecture.

Let us Sum UP

In this unit, you have learned about the following:

Data about our browsing and buying patterns are everywhere. From credit
card transactions and online shopping carts, to customer loyalty programs
and user-generated ratings/reviews, there is a staggering amount of data
that can be used to describe our past buying behaviors, predict future
ones, and prescribe new ways to influence future purchasing decisions.

This chapter provide an overview of key areas of customer analytics:
descriptive analytics, predictive analytics, prescriptive analytics, and their
application to real-world business practices including Amazon, Google,
and Starbucks to name a few. This course provided an overview of the
field of analytics so that you can make informed business decisions. It is
an introduction to the theory of customer analytics, and is not intended to
prepare learners to perform customer analytics.

Check your Progress

1. Across what aspects does customer analytics collect data?
a. Only online purchases
b. A range of channels, devices, and interactions
c. Competitor analysis
d. Internal company reports

2. What type of analytics helps you understand what may happen in the
future?

a. Descriptive
b. Diagnostic
c. Prescriptive

d. Predictive
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3. What role does Al play in modern customer analytics?

a. It only describes past data

b. It replaces human marketers completely

c. It enables predictive analysis and custom recommendations

d. It complicates the analysis process

4. What is considered a new source of customer data according to the

text?

a. In-store visits

b. Email clicks

c. Voice-enabled smart devices

d. Online purchases

5. What type of analytics does Citibank use for customer retention?

a. Predictive modeling and transaction tracking

b. Social media monitoring

c. Employee performance analysis

d. Market trend analysis

Glossary

Analytics :

Datamatics :

Data Warehouse:

Machine Learning:

The process of discovering, interpreting, and
communicating significant patterns in data

A provider of consulting, information technology
(IT), data management and business process
management services.

a large store of data accumulated from a wide
range of sources within a company and used to
guide management decisions.

The use and development of computer systems
that are able to learn and adapt without following
explicit instructions, by using algorithms and
statistical models to analyse and draw inferences
from patterns in data.
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Answer to Check your Progress

1. b. Arange of channels, devices, and interactions

2. d. Predictive

3. c¢. It enables predictive analysis and custom recommendations
4. c. Voice-enabled smart devices

5. a. Predictive modeling and transaction tracking
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Model End Semester Examination Question Paper
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Course Code: DCBBA34/ Course Title: Consumer Behaviour
Max Marks: 70 Time: 3 Hours
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PART A (2 Marks) 5x2=10 Marks
Answer any FIVE questions out of EIGHT questions
[All questions carry equal marks]

Define consumer behaviour.

What is product positioning?

List two bases for market segmentation.

What is consumer motivation?

Define reference groups.

What are the components of marketing communication?
What is the meaning of social class?

Define opinion leadership.

PART %B (5 Marks) 4x5=20 Marks
Answer any FOUR questions out of SEVEN questions
[All questions carry equal marks]

Explain the scope of consumer behaviour.

Discuss different types of product positioning.
Describe the elements of consumer learning theories.
What are the strategies for attitude change?

Explain the power and types of reference groups.
How does culture influence consumer behaviour?
Describe the process of diffusion of innovation.

PART +£C (10 Marks) 4x10=40 Marks
Answer any FOUR questions out of SEVEN questions
[All questions carry equal marks]

Define consumer behaviour and explain its scope. How do
marketing concepts relate to consumer behaviour?

Explain the concept of market segmentation and discuss the
different bases for segmentation with examples.

Discuss consumer motivation in detail. Explain the role of needs,
goals, and arousal in influencing consumer behaviour.

Describe the consumer learning process and evaluate the key
consumer learning theories.

Explain attitude formation and the various strategies for changing
consumer attitudes.

Discuss the role of reference groups and social class in influencing
consumer behaviour. How do cultural factors impact consumer
decision-making?

Explain the consumer decision-making process in detail. Discuss
the levels, views, and models of consumer decision-making with
examples.
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SWAYAM PRABHA

The SWAYAM PRABHA is a group of 40 DTH channels devoted to
telecasting of high-quality educational programmes on 24X7 basis using the
GSAT-15 satellite. Every day, there will be new content for at least (4) hours
which would be repeated 5 more times in a day, allowing the students to
choose the time of their convenience. The channels are uplinked from
BISAG-N, Gandhinagar. The contents are provided by IITs, UGC, CEC,
IGNOU. The INFLIBNET Centre maintains the web portal.

Open and Distance Learning (ODL) students of Vels Institute of
Science, Technology and Advanced Studies(VISTAS)  are advised to use
the SWAYAM PRABHA (A good initiative of Ministry of Education,
Government of India) as part of supplementary learning materials in addition
to the Self Learning Materials(SLM) supplied to the students.

Open and Distance Learning (ODL) students of VISTAS can also visit
https://swayamprabha.gov.in/  and under Higher Education can view the
videos uploaded in the website.
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SWAYAM PRABHA is a group of 40 channels
devoted to telecasting of high-quality educational
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Turning every TV into classroom because education is not a privilege, but a Right

o With atleast 4 hours of fresh content ® 1.2 Lakhs + videos cover curriculum based
repeated about 5 times daily, students course contents of UG/ PG level of
have the privilege of choosing the viewing divers discipline including technical,
time as per their convenience non-technical & competitive exams
® Content creation is coordinated by ® SWAYAM PRABHA ch’annel.'s can F’c
"TS, CE(_, IGNOU & UoH. . aCCessed through DDFree Dish | Dish TV |
JiO Mobile App

® BISAG-N uplinking the 40

® Archive videos & programme schedule
SWAYAM PRABHA channels

for all channels

® [INFLIBNET centre maintains ® Learn from eminent professors
the SWAYAM PRABHA web portal at your home

® Al - enabled SMS based schedule ® [IT PAL: To assist the students for
retrieval system classes 11 and 12, who are aspiring

to join I'Ts
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SWAYAM Prabha Channels Information A\ -

S Prasua
gﬂinbneerl Channel Description
Channels 01 +10 & 40 are managed by CEC, New Delhi.

1 Language and Literature

2 History, Culture & Philosophy

3 Social & Behavioral Sciences

4 Education and Home Science

5 Information, Communication and Management Studies

6 Law and Legal Studies

7 Economics and Commerce

8 Physical and Earth Sciences

9 Life Sciences

10 Applied Sciences

40 Arts/Literature, Social Science, Management and other Professional Courses,

Natural and Applied Science

Channels 11 to 16 are Managed by IGNOU, New Delhi

11 Social Sciences & Humanities

12 Basic and Applied Sciences

13 Professional Education

14 State Open Universities and Gyandarshan
15 Capacity Building and Teacher Education
16 Skill and Vocational Education

Channels 17 to 20 are managed by IIT Bombay

17 Biotechnology and Biochemical Engineering
18 Electronics and Communication Engineering
19 Electrical Engineering

20 Physics




Channels 21 to 22 are managed by IIT Delhi

21 Textile Engineering
22 IIT PAL (JEE competition assistance)
Channels 23 is managed by IIT Gandhinagar
23 Civil Engineering
Channels 24 to 28 are managed by IIT Kanpur
24 Aeronautical Engineering
25 Humanities and Social Sciences
26 Management, Law, Economics;
Business Analytics, Communication, Cooperative Management
27 Mechanical Engineering, Engineering Design, Manufacturing E & T and allied
subjects
28 Visual communications, Graphic design, Media technology
Channels 29 to 30 are managed by IIT Kharagpur
29 Architecture & Interior Design.
30 Computer Sciences Engineering / IT & Related Branches
Channels 31 to 35 are managed by IIT Madras
31 Instrumentation, Control and Biomedical and Engineering
32 Bridge Courses, Impact Series
33 Chemical Engineering, Nanotechnology, Environmental and Atmospheric
Sciences
34 Health Sciences
35 Metallurgical and Material Science Engineering, Mining and Ocean Engineering
Skills and Logistics (IT - Enabled Sector, Banking, Financial and Insurance
36 sector Skills Logistics, Supply Chain Management and Transportation, Life
skills)
Channels 37 to 38 are managed by IIT Tirupati
37 Chemistry, Biochemistry and Food Processing Engineering
38 Mathematics

Channels 39 is managed by University of Hyderabad and National Sanskrit University

39

Performing Arts (Indian Classical Music and Dances), Theatre Arts, Film making
and Painting
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