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      Pearson’s commitment to diversity, equity, and inclusion

Pearson is dedicated to creating bias-free content that reflects the diversity, depth, and breadth of all learners’ lived experiences.

We embrace the many dimensions of diversity, including but not limited to race, ethnicity, gender, sex, sexual orientation, socioeconomic status, ability, age, and religious or political beliefs.

Education is a powerful force for equity and change in our world. It has the potential to deliver opportunities that improve lives and enable economic mobility. As we work with authors to create content for every product and service, we acknowledge our responsibility to demonstrate inclusivity and incorporate diverse scholarship so that everyone can achieve their potential through learning. As the world’s leading learning company, we have a duty to help drive change and live up to our purpose to help more people create a better life for themselves and to create a better world.

Our ambition is to purposefully contribute to a world where:

  	Everyone has an equitable and lifelong opportunity to succeed through learning.
	Our educational content accurately reflects the histories and lived experiences of the learners we serve.
	Our educational products and services are inclusive and represent the rich diversity of learners.
	Our educational content prompts deeper discussions with students and motivates them to expand their own learning (and worldview).


Accessibility

We are also committed to providing products that are fully accessible to all learners. As per Pearson’s guidelines for accessible educational Web media, we test and retest the capabilities of our products against the highest standards for every release, following the WCAG guidelines in developing new products for copyright year 2022 and beyond.

You can learn more about Pearson’s commitment to accessibility at https://www.pearson.com/us/accessibility.html

Contact us

While we work hard to present unbiased, fully accessible content, we want to hear from you about any concerns or needs with this Pearson product so that we can investigate and address them.

Please contact us with concerns about any potential bias at https://www.pearson.com/report-bias.html

For accessibility-related issues, such as using assistive technology with Pearson products, alternative text requests, or accessibility documentation, email the Pearson Disability Support team at disability.support@pearson.com
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      Preface

We love to people-watch, do you? People shopping, people interacting with friends and social media, people consuming ... Consumer behaviour is the study of people and the products that help to shape their identities. Because we are consumers ourselves, we have a vested interest in learning more about how this process works in order to understand ourselves. In that way, you, as a student and consumer, also have a dual interest. In many courses, students are merely passive observers, learning about topics that affect them indirectly if at all. Not everyone is a plasma physicist, a medieval French scholar or a marketing professional. But we are all consumers. Many of the topics in this text have both professional and personal relevance to the reader, whether you are a student, professor or businessperson.

What’s in the book for you, as a student?

We balance theory with practice

Consumer behaviour can be a challenging subject, although it can often appear deceptively simple—we all think we know why we spend money on the products we buy, but can we explain why others do (or don’t) buy the same products? This text balances the complexity of consumer behaviour theory (and, trust us, there’s advanced level content that makes rocket science look easy) with the need to make sense of the concepts for the real world (not everyone needs the rocket science level, as not everyone is into building rockets). 

We’ve picked some fun topics

We’ve focused on making the text accessible for you by selecting examples and issues that are interesting or funky. We want to guide you through consumer behaviour and make it an enjoyable experience (even if you are unlikely to be examined on the content at the end of the semester).

This is consumer behaviour for the real world

Above all, we’ve tried to keep this consumer behaviour text as real as possible. Consumer behaviour happens in the real world, not in a science lab (or rocket test range) somewhere away from day-to-day life. We’ve put in real-world examples to link the research and model to daily life, and mixed local, national and international experiences into the text. We’re a global community, and we take advantage of that fact to tap into the knowledge of researchers from around the world to make this text a comprehensive guide to consumer behaviour. 

What’s in it for you, the lecturer?

Multi-perspective approach

Consumer researchers represent virtually every social science discipline, plus a few from the physical sciences and the arts for good measure. From this melting pot has come a healthy ‘stew’ of research perspectives, viewpoints on appropriate research methods, and even deeply held beliefs about what are and what are not appropriate issues for consumer researchers to study in the first place. We have also ensured that the different schools of thought within consumer behaviour are well represented and have integrated cognitive, emotional, behavioural and cultural theories throughout the text.

Contemporary theories

While we have retained the distinctive theories you would expect to see in a consumer behaviour text, we have also added some new ones. In addition, we have revised the structure of the text to bring the following topics to the forefront of students’ learning. In Section 1 we examine consumer behaviour’s foundations and issues related to consumer wellbeing to reinforce for students the many commercial, environmental, ethical and health issues the field addresses. Section 2 delves deeper into the micro-level influences that affect and shape consumer interactions in markets. We acknowledge the role that our psychological processes play in what we buy and consume, and expand gender theory in the significantly revised Chapter 7 to guide deeper understanding of gender influences on consumer and marketplace interactions. Section 3 adopts a multi-faceted approach to the way we make decisions using our emotions, our thoughts and our actions. Finally, Section 4, on consumers’ social and cultural settings, has been extended to acknowledge the growing area of consumer culture theory research and includes global and local examples of major trends and changes in marketing that affect consumer culture. Social media, gamification and other internet-based tools have been integrated throughout the text to reflect the pervasive use of technology in consumers’ everyday lives.

Learning by doing

Learning by doing is an integral part of the classroom experience. Each chapter has a case study that applies consumer behaviour theory to practice; these have been authored by both academic experts and marketing practitioners. Simple and complex case exercises give students the chance to critically analyse the fundamental principles of consumer behaviour while providing models for the application of consumer behaviour in the real world.

Furthermore, for this edition we’ve partnered with GfK, one of the largest market research organisations in the world, to provide students with actual consumer data to use in the end-of-part case studies. Each case study presents students with a scenario that they would face when working in the industry and asks them to use that information to make decisions and marketing recommendations.

Appendix

Provided in the appendix is a guide on ethics to assist you in lectures and tutorials. It includes a checklist you can ask students to use to determine whether a new product, advertisement or marketing practice is unethical or just in bad taste.

Walk-through preface

Chapter objectives

Included at the beginning of each chapter, these provide an overview of the key issues to be covered.

Marketing opportunity

These highlight the ways in which marketing practitioners translate knowledge from consumer research into actual business activities.

Consumer behaviour challenge

These test students on the theory and concepts learned in the chapter.

Marketing pitfall

These focus on common marketing mistakes that have been made by real companies and organisations.

CB as I live it / CB as I see it

Individual students and student groups contribute their own perspectives on the key concepts.

Learning snapshot

This summarises the main content in the chapter.

Case study

As learning by doing is an integral part of the classroom experience, a case study is included at the end of each chapter, along with discussion questions, to help you apply the case to the chapter’s content.

Data Powered by GfK

Included at the end of each section, these allow students to ‘get their hands dirty’ with real issues and to develop their analytical skills—the data are real, and the problems are too.
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      New to this edition

The fifth edition of Consumer Behaviour has been extensively revised and updated to reflect the major trends and changes in marketing that have an impact on the study of consumer behaviour. The most significant changes to the edition are:

  	A new format, eText, to ensure student engagement and delivery is accessible
	Content reflecting the impacts of the COVID-19 pandemic and how consumer behaviour has changed
	Eleven new end-of-chapter cases and three updated end-of-chapter cases
	A new ‘CB as I live it’ box in every chapter, written exclusively by students
	Many new ‘CB as I see it’ boxes
	The inclusion of new digital technology such as robots, metaverse and new social media channels such as Tik Tok
	Completely new chapter sections on the circular economy and social class
	Updated theories including motivation and personality chapters
	Inclusion of Indigenous topics throughout the book
	Looking at how consumers navigate online and offline communications with the supply chain and privacy implications that emerge as consumers participate in society. 
	Significant coverage of emerging topics including new ways of working and living, and a focus on wellbeing and the changing structures of households.
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	Sex, condoms and learning: the marketing of sensitive products
Fiona Newton, Monash University
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	I buy brands that reflect my personality
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	Archetypes for male preventative health behaviour 
Jacquie McGraw, Queensland University of Technology
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	Section 4  CONSUMERS IN THEIR SOCIAL AND CULTURAL SETTINGS
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	Being a global citizen
Afiya Holder, The University of Queensland
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Ethnicity, religion and age
	Baby boomers as healthcare consumers
Janet Davey, Victoria University of Wellington
	Consuming Canberra
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      Educator resources

A suite of resources is provided to assist with delivery of the content, as well as to support teaching and learning.

Solutions manual

The Solutions Manual provides educators with detailed, accuracy-verified solutions to in-chapter and end-of-chapter problems in the book.

Test bank

The Test Bank provides a wealth of accuracy-verified testing material. Updated for the new edition, each chapter offers a wide variety of question types, arranged by learning objective and tagged by AACSB standards. Questions can be integrated into Blackboard, Canvas or Moodle learning management systems.

Lecture slides

A comprehensive set of PowerPoint slides can be used by educators for class presentations or by students for lecture preview or review. They include key figures and tables, as well as a summary of key concepts and examples from the course content.

      Section 1 FOUNDATIONS OF CONSUMER BEHAVIOUR
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Chapters ahead

Chapter 1 Buying, having and being

Chapter 2 Consumption and consumer wellbeing

  

This introductory section provides an overview of the field of consumer behaviour. The chapter ‘Buying, having and being’ looks at how the field of marketing is influenced by the actions of consumers and how we as consumers are influenced by marketers. This chapter describes the discipline of consumer behaviour and some of the different approaches to understanding what makes consumers tick. The chapter ‘Consumption and consumer wellbeing’ discusses the importance of the study of consumer behaviour to public policy issues and ethical and sustainable marketing practices. The chapter also explores both the positive and the negative ways the products we use affect us, and the broad issue of consumer wellbeing. We also reflect on the important role of ethics in marketing decisions.

      Chapter 1 Buying, having and being

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

1.1 Understand why studying the consumer is important for marketers.
1.2 Identify key trends in the marketplace that affect consumer buying, having and being.
1.3 Describe how different demographic and psychographic variables can be applied to segment consumer markets.
1.4 Explain how the internet and social media are changing consumers.
1.5 Discuss the different approaches used by researchers to study consumers.
  
 Introduction

This text is about people like you. It concerns the products and services you buy and use, and the ways these fit into your life. This introductory chapter describes important aspects of the field of consumer behaviour, and explains why it is essential to understand how people interact with the marketing system.* Throughout this text we use different approaches—including emotional, cognitive, behavioural and cultural—to understand consumer behaviour, rather than one single approach. In this way you will see how different approaches can be applied to explain the complexity of particular behaviours, and also that no one approach can explain consumption in people’s everyday lives.* The consumer behaviour theory and concepts discussed throughout this text explore and focus on actual processes involved in many consumption activities, ranging from purchasing to divestment behaviours. In addition to the consumer investigations in this text, we also draw on consumer research that analyses the experiential, social, cultural and ethical dimensions of consumption in context. These researchers draw on the theoretical resources of multiple paradigmatic perspectives such as psychology, economics, anthropology and sociology to explain the choices consumers make in their everyday lives. Consumer behaviour does not occur in a vacuum. We set the stage for understanding consumer buying, having and being by outlining some of the key marketplace trends.

Throughout this text we also explore the evolution in consumer behaviour and how it is impacted by market system drivers that influence consumers and create shifts in behaviour. Four major megatrends have been changing consumer behaviour over the past decade or so, and will be influential into the foreseeable future.* They include:

  	Wellness, which has evolved from consumer concerns about obesity and weight issues ten years ago, to healthy lifestyle choices where consumers are taking up vegetarianism and veganism. The COVID-19 pandemic has brought health awareness to a new level, with consumers embracing healthier habits and routines, which is driving demand for preventative health products and services. The food-as-medicine trend is on the rise.*
	Sustainable living, which is driven by the growing interest in environmental and sustainable issues over the years. Millennials were key drivers in making greener choices and having more voice on social media. More recently, sustainability has become ‘mainstream’ with more individuals across generations demanding companies be more socially responsible by reducing plastic use and pollution and taking a stance on climate action. Protecting the interest of society and the planet is the new expectation following the pandemic. Companies will need to shift from a volume-driven to a value-driven economy.
	Digital living, which is driven by consumer demand for technology, enabling consumers to gather information and connect with people, brands and companies. Alongside demand for technology is an increasing concern about threats to consumer privacy and security. But digital convenience appears to reduce privacy concerns, and during the pandemic consumers embraced internet-connected devices to maintain their daily routines during lockdowns.
	Reinvented shopping, which is driven by consumers’ desire to shop anywhere at any time. Shopping for consumers has shifted from transactional purchases to multi-sensory customer journeys. Shopping is being extended by millennials sharing their purchases on social media, and by other consumers craving more convenient ways to shop and get faster, efficient deliveries. The pandemic has accelerated digital adoption in shopping channels, and additionally, steps have now been introduced into in-store visits with connected devices required to check in, show vaccination status and maintain social distance.


      What is consumer behaviour?

1.1 Understand why studying the consumer is important for marketers.

The field of consumer behaviour covers a lot of ground: it is the study of the processes involved when individuals or groups select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires. Consumers take many forms, ranging from a six-year-old child begging her father for the latest superhero merchandise to an executive in a large corporation deciding on a multi-million-dollar computer system. The items that are consumed can include everything from tinned peas to a massage, democracy, dance music and a celebrity such as Taylor Swift. Needs and desires to be satisfied range from hunger and thirst to love, status or even spiritual fulfilment. As you will see throughout this text, people can get passionate about a broad range of products. Whether it’s hunting out nostalgic products such as turntables, record players or vinyl, or finding the perfect coffee blend or the latest personal digital device, there’s no shortage of brand fans who will do whatever it takes to find and buy what they desire.

Consumer behaviour is a process

In its early stages of development, the field of consumer behaviour was often referred to as ‘buyer behaviour’, reflecting an emphasis on the interaction between consumers and producers at the time of purchase. Most marketers now recognise that consumer behaviour is an ongoing process, not merely what happens at the moment a consumer hands over money or a credit card, in turn receiving a good or service.

Value is a central term in marketing, but also one that is sometimes difficult to pin down; consequently, there are a number of different conceptions of it. Exchange value is used most widely in marketing to define a transaction in which two or more organisations or people give and receive something of value, which in many circumstances aligns with the market price. Although exchange theory remains an important part of consumer behaviour, the expanded view emphasises the entire consumption process, which includes the issues that influence the consumer before, during and after a purchase. These three phases of the consumer behaviour process are labelled pre-consumption, consumption and post-consumption. A marketer must understand customer needs at each stage because the level of value created at any of these stages influences the consumer’s opinions, feelings and actions towards the brand or product. Figure 1.1 illustrates some of the issues that are addressed during each stage of the consumption process.   

  Figure 1.1 Issues that can arise during stages in the consumption process
[image: A flow chart describes the issues that arise during each stage of the consumption process.]
 Image descriptionThe details are as follows: Pre-consumption issues: The consumer’s perspective and the marketer’s perspective are connected by a bi-directional arrow. Consumer’s perspective: How does a consumer decide that he/she needs a product? What are the best sources of information to learn more about alternative choices? This leads to consumer’s perspective of consumption issues. Marketer’s perspective, how are consumer attitudes towards products formed and/or changed? What cues do consumers use to infer which products are superior to others? This leads to marketer’s perspective of consumption issues. Consumption issues: The consumer’s perspective and the marketer’s perspective are connected by a bi-directional arrow. Consumer’s perspective: Is acquiring a product a stressful or pleasant experience? What is the role of the consumer at point of sale? What does the purchase say about the consumer? This leads to consumer’s perspective of post-consumption issues. Marketer’s perspective: How do situational factors, such as time pressure or store displays, affect the consumer’s purchase decision? This leads to marketer’s perspective of post-consumption issues. Post-consumption issues: The consumer’s perspective and the marketer’s perspective are connected by a bi-directional arrow. Consumer’s perspective: Does the product provide pleasure or perform its intended function? How is the product eventually disposed of, and what are the environmental consequences of this act? Marketer’s perspective: What determines whether a consumer will be satisfied with a product and whether he/she will buy it again and be brand loyal? Does this person tell others about his/her experiences with the product and influence their purchase decisions.

Value is created not only in the moment of exchange (the consumption stage) but also from the satisfaction we get from a good or service, which is typically determined by the attributes and quality of the product or service consumed; this is termed value-in-use.* Consider the example of a car. The manufacturer applies its knowledge, skills and capabilities to transform raw materials into a car. Yet the car itself is only an input in the value-creation process as the customer uses it for transportation, self-identity or even as an opportunity to get involved in car-riding services such as Uber or Didi.*

Many consumer researchers have also studied the symbolic value that the purchase and use of products and services can confer on consumers.* This value highlights the symbolic meaning that consumers attach to goods and possessions to construct and participate in the social world. For some consumers the economic value of a possession is not the most important form of value; rather, they consume a product or brand as a means to communicate self-identity or signal identity in social relationships. Consider the purpose-driven company Patagonia, which sells outdoor clothing. Some consumers buy the company’s products because of their value-in-use based on their reliable and durable wear. However, other consumers buy the Patagonia brand because of the company’s environmental stance; for them, the products have value because this is a company that wants to make a difference for the environment.

 [image: A photo shows a Patagonia advertisement, persuading the consumer against purchasing their padded jacket. A text at the bottom says “This season, share some values. Learn more about our common threads initiative and take the pledge to reduce consumption.”]
Patagonia’s ‘Don’t buy This Jacket’ advertising message is intended to encourage consumers to consider the effect of consumerism on the environment and to only purchase products they need.Source: Courtesy of Patagonia

In recent years, marketers have understood that consumers wish to co-create value with organisations rather than passively waiting for organisations to create value for them.* Organisations that include their consumers in the creation of value not only satisfy their consumers, they also find it profitable, and more companies are turning to working with their customers to create better ideas, products and services. For example, LEGO has a long history of co-creating products with both young and old customers. The LEGO Ideas online community supports members to discover creations by other fans and submit their own cool designs for new sets. Fans vote on submissions and give feedback; LEGO reviews those ideas that receive 10,000 votes and selects some to go into production to be sold worldwide.* This consumer behaviour aligns with other co-creation activities such as crowdsourcing. Jeff Howe* coined the term ‘crowdsourcing’ to describe the online behaviour of outsourcing tasks that in the past were performed by business owners, employees or contractors to a large group of people or a community: the crowd. Consumers are also getting involved in crowdsourcing ventures for everything from fundraising (e.g. GoFundMe) to manufacturing t-shirts (e.g. Threadless).* One remarkable crowdfunding venture that raised $66,546 in just 50 hours is ‘Who Gives a Crap’, a subscription-based toilet paper brand that is attempting to solve sanitation issues by donating 50% of its profits to help build waste facilities in developing countries. It is now more than ten years since their crowdfunded success story, and the company has made more than $20 million in profits, donating half of that to non-profit partners working on clear water and sanitation projects.*

 [image: A photo shows five rolls of toilet paper packaged in bright attractive coloured designs. The accompanying text says: Who gives a crap. Beautiful isn’t it? Buy some sexy toilet paper.”]
‘Who Gives A Crap’ successfully proves that a commodity product such as toilet paper can have a grander purpose and doesn’t have to be dull or fluffy to make a connection with consumers.Source: Simon Griffiths; Who Gives A Crap

We generally think of a consumer as a person who identifies a need or desire, makes a purchase and then disposes of the product during the three stages of the consumption process. In many cases, however, different people may be involved in this sequence of events. The purchaser and the user of a product might not be the same person, as when a parent picks out clothes for a teenager (and makes selections that can result in ‘fashion suicide’ in the view of the teenager). In other cases, another person may act as an influencer, providing recommendations for or against certain products without actually buying or using them. A friend’s grimace when you try on that new pair of jeans may be more influential than anything your mother or father might say.

Finally, consumers may take the form of groups. One or several persons may make the decisions involved in purchasing products that will be used by many, as when an individual buys a plasma television set that is watched by all household members. As we explain in the chapter ‘Groups and social influence’, the family is an important group, and family members each play a pivotal role in making decisions about products and services used by all.

      Consumers’ impact on marketing strategy

Why should managers, advertisers and other marketing professionals bother to learn about consumer behaviour? Very simply, understanding consumer behaviour is good business. A basic marketing concept holds that companies exist to satisfy consumers’ needs. These needs can only be satisfied to the extent that marketers understand the individuals or groups who will use the products, services and experiences they are trying to sell.

Consumer response is the ultimate test of whether a marketing strategy will succeed. Thus, knowledge about consumers should be incorporated into every facet of a successful marketing plan. Data about consumers help organisations to define the market for a brand and identify threats and opportunities. And, in the wild and wacky world of marketing, nothing lasts forever: this knowledge helps to ensure that the product continues to appeal to its core market.

       



CB as I live it: The meaning and value of health

Georgia Hawkins, Queensland University of Technology

 [image: A portrait photo of Georgia Hawkins.]

Australia’s health expenditure has grown steadily over the past decade, driven by trends in population ageing, rising rates of chronic disease and increasing demand from consumers. Now, more than ever, we are aware of new medical technologies, health products and models of care. While this places pressure on governments to provide greater access for individuals, it also affords the public and private sector new opportunities to drive innovation in health. The advancement of medical technology has fundamentally transformed the way health products are consumed by individuals today. Innovative digital health technology—including telemedicine, wearable medical devices, electronic health records and artificial intelligence—has enhanced access to high-quality, patient-centred care for Australians, particularly those living in rural and remote locations.

The meaning and value of health is different for each of us. As a public health student, emerging consumer trends in the health industry are of great interest to me. Healthy and happy individuals are fundamental to a productive society. I want to understand what motivates us to consume health-related products, and to make healthy decisions in our lives. Today, the market offers a plethora of health-related products. Take a moment to consider the last products you purchased to care for your health or wellbeing. Perhaps it was a prescription medication from the pharmacy, or nutritious foods from your local supermarket. Maybe you did some online shopping and ordered the latest fitness apparel from big brands such as Nike, or subscribed to an ‘at home workout’ delivered through a mobile app. I am currently a member of my local gym, and recently purchased a new pair of running shoes online. I also recently tried an at-home meal delivery kit through the company Hello Fresh, which provided me with convenient access to ingredients to prepare a nutritious meal without needing to set foot in a grocery store.

As I am a young millennial, technology pervades every aspect of my life. Through social media platforms, I am exposed to health-related information and advice that influences my behaviour as a consumer. For example, I regularly engage in social media content on popular apps such as Tik Tok and Instagram, where I am exposed to the latest trends in exercise, nutrition and self-care. The content shared by influencers motivates me to engage in a healthier lifestyle, and informs the foods, sporting apparel and health products that I choose to purchase.

Technology and social media can also present challenges to obtaining accurate and evidence-based health information. The COVID-19 pandemic provides a prime example of the rise of misinformation and fake news, a phenomenon that authorities such as the World Health Organization have called an ‘infodemic’. Timely risk communication and the ability for public health professionals to build community trust has proven critical to combating the spread of misinformation, such as the online promotion of fake coronavirus cures and unfounded claims that certain foods prevent infection.

There is no doubt that the COVID-19 pandemic has also positively redefined our health-related consumption and created a ‘new normal’ that we have collectively embraced. With an increased number of individuals now working from home, and growing recognition of the negative health impacts of social isolation, brands have taken the opportunity to promote mental health messaging in their marketing campaigns, particularly on platforms such as Instagram. As consumers, we have also demonstrated proactive engagement in preventative health behaviours and taken greater ownership of decisions and information pertaining to our wellbeing. We now have mobile applications to track calories, guide us through fitness workouts, link us to mental health support, and connect us with health professionals. As a society, we are collectively embracing a more holistic view of health that encompasses physical, mental and social facets of wellbeing and recognising the value of connecting with people and the natural world around us.

Source: Australian Institute of Health and Welfare (AIHW), 'Digital health', 23 July 2020: www.aihw.gov.au/reports/australias-health/digital-health; AIHW, 'Health expenditure', 23 July 2020: www.aihw.gov.au/reports/australias-health/health-expenditure; AIHW, '25 years of health expenditure in Australia 1989–90 to 2013–14' (Health welfare expenditure series no. 56, Cat. no. HWE 66), 2016: www.aihw.gov.au/reports/health-welfare-expenditure/25-years-of-health-expenditure-in-australia-1989-90-to-2013-14/summary; V Goodyear, K Armour & H Wood, ‘Young people and their engagement with health-related social media: new perspectives’, Sport, Education and Society, 2018, 24(7): 673–88: https://doi.org/10.1080/13573322.2017.1423464; United Nations Department of Global Communications, ‘UN tackles “infodemic” of misinformation and cybercrime in COVID-19 crisis’, United Nations, 31 March 2020: www.un.org/en/un-coronavirus-communications-team/un-tackling-%E2%80%98infodemic%E2%80%99-misinformation-and-cybercrime-covid-19

  

 

The meaning and value of health

Over the past few years, Instagram and TikTok (among other social media platforms) have had to add content warnings for fake news—particularly during the COVID-19 pandemic—and the health impacts associated with this ‘fake news’. When you are viewing social media, do you assume information provided by brands and influencers is accurate and true, or do you think critically about the information provided?

  

      All the world’s a stage

Role theory takes the view that much of consumer behaviour resembles actions in a play.* As in a play, each consumer has the lines, props and costumes necessary to put on a good performance. Because people act out many different roles, they sometimes alter their consumption decisions depending on the particular ‘play’ they are in at the time. The criteria they use to evaluate products and services in one of their roles may be quite different from those used in another role. That’s why it’s important for marketers to provide each of us ‘actors’ with the props we need to play all of our varied roles: these might include ‘up-and-coming executive’, ‘geek’, ‘bogan’ or someone’s ‘BFF’ (best friend forever).

The meaning of objects

One of the fundamental premises of the modern field of consumer behaviour is that people often buy products not for what they do, but for what they mean. This principle does not imply that a product’s basic function is unimportant but rather that the roles products play in our lives extend well beyond the tasks they perform. The deeper meanings of a product may help it to stand out from other, similar goods and services: all things being equal, people will choose the brand that has an image (or even a personality!) consistent with their underlying needs. For example, although most people probably couldn’t run faster or jump higher if they were wearing Nike shoes instead of Adidas, many die-hard loyalists swear by their favourite brand. These archrivals are largely marketed in terms of their images, meanings that have been carefully crafted with the help of legions of rock stars, athletes, slickly produced commercials and many millions of dollars. So, when you buy a Nike ‘swoosh’ you may be doing more than choosing shoes to wear: you may also be making a lifestyle statement about the type of person you are or wish you were. For a relatively simple item made of leather and laces, that’s quite a feat!

Our allegiances to shoes, musicians or even soft drinks help us define our place in modern society, and these choices also help each of us to form bonds with others who share similar preferences. This comment by a participant in a focus group captures the curious bonding that can be caused by consumption choices: ‘I was at a party and I picked up an obscure drink. Somebody else across the room went “yo!” because he had the same thing. People feel a connection when you’re drinking the same thing’.*

As we have already seen, one trademark of marketing strategies today is an emphasis on building relationships with customers. The nature of these relationships can vary, but the bonds help us to understand some of the possible meanings that products have for us. Here are some of the types of relationships a person might have with a product:

  	Self-concept attachment: the product helps to establish the user’s identity.
	Nostalgic attachment: the product serves as a link with a past self.
	Interdependence: the product is a part of the user’s daily routine.
	Love: the product elicits emotional bonds of warmth, passion or other strong emotion.*


Consumption practices

Today’s consumers seek out brands and products not only for their functionality and performance, but also for their experiential elements, which can engage consumers in fantasy, role-play and hedonism as a way to cope with everyday life pressures, or to just have fun. This perspective views consumption as an activity in which people use products and services in a variety of ways. Focusing on something like a sports event is also a useful reminder that, when we refer to consumption, we are talking about intangible experiences, ideas and services (the thrill of a close match or the antics of a team mascot) in addition to tangible objects (stadium food). Douglas Holt’s typology of consumption practices identified four distinct approaches to consuming:*

  	Consuming as experience: an emotional or aesthetic reaction to consumption of objects. This includes reactions such as the pleasure derived from learning how to mark a scorecard or appreciating the athletic ability of a favourite player.
	Consuming as integration: learning and manipulating consumption objects to express aspects of the self or society. For example, some fans wear club jerseys to express their solidarity with the team. Attending the game in person rather than watching it on TV allows fans to integrate their experience more completely with that of the team.
	Consuming as classification: the activities that consumers engage in to communicate their association with objects—both to self and to others. For example, spectators might buy souvenirs to demonstrate to others that they are die-hard fans.
	Consuming as play: Consumers use objects to participate in a mutual experience and merge their identities with that of a group. For example, happy fans might scream in unison and engage in the Mexican wave or ‘high fives’ when their team scores. This is a different dimension of shared experience from watching the game at home alone.


      What do we need—really?

One large survey explored some profound questions: How can we predict whether someone will be happy? How does that feeling relate to living a meaningful life? The researchers concluded that happiness is linked to satisfying wants and needs, whereas meaningfulness relates to activities that express oneself and impact others in a positive way. Not surprisingly, people whose needs were satisfied were happier, but the findings went beyond that connection:

  	Happiness was linked to being a taker rather than a giver, whereas meaningfulness went with being a giver rather than a taker. Happy people are more likely to think in the present rather than dwelling on the past or contemplating the future.
	Respondents who reported higher levels of worry, stress and anxiety were less happy but had more meaningful lives. They spent a lot of time thinking about past struggles and imagining what might happen in the future. They were likely to agree that taking care of children and buying gifts for others are a reflection of who they are.


The researchers concluded that ‘happiness without meaning characterizes a relatively shallow, self-absorbed or even selfish life, in which things go well, needs and desires are easily satisfied, and difficult or taxing entanglements are avoided’.*

The distinction between a ‘happy’ life and a ‘meaningful’ life brings up an important question: What is the difference between needing something and wanting it? The answer to this deceptively simple question actually explains a lot of consumer behaviour! A need is something a person must have to live or to achieve a goal. A want is a specific manifestation of a need that personal and cultural factors determine. For example, hunger is a basic need that all of us must satisfy; a lack of food creates a tension state that a person is motivated to reduce. But the way they choose to do that can take a lot of forms: one person’s dream meal might include a cheeseburger, fries and double-chocolate shake, whereas another might go for sushi followed by vegan and gluten-free chocolate cake balls.

      Marketing’s impact on consumers

For better or for worse, we all live in a world that is significantly influenced by the actions of marketers. We are surrounded by marketing stimuli in the form of numerous advertisements, stores and products competing for our attention and dollars. Marketers filter much of what we learn about the world, whether through the affluence depicted in glamorous magazines or the roles played by actors in commercials. Ads show us how we should act with regard to recycling, alcohol consumption, the types of houses and cars we might wish to own—and even how to evaluate others based on the products they buy or don’t buy. In many ways we are also at the mercy of marketers because we rely on them to sell us products that are safe and perform as promised, to tell us the truth about what they are selling, and to price and distribute these products fairly.

Popular culture, consisting of the music, movies, sports, books, celebrities and other forms of entertainment consumed by the mass market, is both a product of and an inspiration for marketers. Our lives are also affected in more far-reaching ways, ranging from how we acknowledge cultural events such as marriage, death or holidays to how we view social issues such as air pollution, gambling and addictions. Whether it’s the football grand final (AFL or NRL), Christmas shopping, state elections, newspaper recycling, body piercing, skateboarding or online gaming, marketers play a significant role in our view of the world and how we live in it.

This cultural impact is hard to overlook, although many people don’t seem to realise how much marketers influence their preferences for movie and musical heroes; the latest fashions in clothing, food and decorating choices; and even the physical features that they find attractive or ugly in men and women. For example, consider the product icons that companies use to create an identity for their products. Many imaginary creatures and personalities, from Louie the Fly to the M&M® characters (Red, Blue & Yellow) at one time or another have been central figures in popular culture. In fact, it is likely that more consumers could recognise such characters than could identify past presidents, business leaders or artists. Although these figures never really existed, many of us feel as if we ‘know’ them and they certainly are effective spokescharacters for the products they represent.

     [image: A black-and-white image of Louie the Fly, holding up the skeleton of a fish and looking cross, is shown here.]


    [image: A coloured imaged of Louie the Fly shows him standing in his familiar pose with a happy smile on his face.]
Louie the Fly has had a place in pop culture since 1957. When Mortein tried to retire Louie, the public outcry resulted in a Facebook page to save him.Source: Reckitt Benckiser


  

      Marketplace trends and consumer buying, having, being

1.2 Identify key trends in the marketplace that affect consumer buying, having and being.

Marketplace trends are factors that alter the market for a particular good or service. These trends provide insight into consumer preferences, motivations and buying decisions that can support an organisation’s marketing offerings or disrupt these offerings.* The ability to spot trends enables marketers to understand the external forces that influence consumer behaviour and adapt their goods and services to anticipate this behaviour. Trend-spotting has been shown as a key factor for successful organisations when it comes to innovation.*

Each year, Euromonitor International releases a report on the key global trends for that year.* The trends for 2019–2022 are presented in Table 1.1. These trends are based on consumer responses to a global consumer survey where short-term trends are identified. The reports are released in January each year and reflect the insights from the previous year. The shift in trends as a result of the COVID-19 pandemic emerges in the 2021 report and continues in the 2022 report. The call of the environment and social consciousness is a rising trend, along with convenience. The pandemic brought about a need for the great outdoors and safety, with many consumers rethinking how they want to live, work and play. The Great Resignation is a term that emerged early in the pandemic to describe the dissatisfaction workers were experiencing and the opportunity to change the way they work: working from home, working fewer hours and increasing meaning and wellbeing in their jobs.*

 Table 1.1 Top ten global consumer trends 2019–2022
	2019
	2020
	2021
	2022

	Age agnostic
	Beyond human
	Build back better
	Backup planners

	Back to basics for status
	Catch me in seconds
	Outdoor oasis
	Climate changers

	Digitally together
	Frictionless mobility
	Playing with time
	Digital seniors

	Everyone’s an expert
	Inclusive for all
	Safety obsessed
	Financial aficionados

	Finding my JOMO
	Minding myself
	Thoughtful thrifters
	The great life refresh

	I can look after myself
	Multifunctional homes
	Craving convenience
	The metaverse movement

	I want a plastic-free world
	Private personalisation
	Phygital reality
	Pursuit of preloved

	I want it now
	Proudly local, going global
	Restless and rebellious
	Rural urbanites

	Loner together
	Reuse revolutionaries
	Shaken and stirred
	Self-love seekers

	Conscious consumer
	We want clean air everywhere
	Workplaces in new spaces
	The socialisation paradox




Source: G Westbook & A Angus, 'Top 10 Global Consumer Trends', Euromonitor International, 2019–2022.

 

Top ten global consumer trends

Review the top ten global consumer trends. Select the three that you think affected your buying behaviour most during the pandemic, and explain why.

  

  Figure 1.2 The top ten global trends focus on digital experiences, security and wellbeing.
[image: ]
Source: Adapted by Natalie Sketcher from G Westbook & A Angus, 'Top 10 Global Consumer Trends', Euromonitor International, 2022. 

The top ten global trends in 2022 (refer to Figure 1.2) have created both opportunities and problems for organisations:

  	Backup planners: consumers who are faced with challenges in accessing their usual goods and services. This has largely been as a result of supply-chain shortages. As consumers were in lockdown during the pandemic, food consumption increased and this drove demand for self-provisioning (growing your own vegetables at home) with many nurseries and stockists selling out of seeds.*
	Climate changers: consumers are seeking to buy from companies that demonstrate commitment to addressing climate change through minimising their carbon footprint. The move to online transactions during the pandemic enabled many companies to reduce their inventory, which reduces their carbon footprint. For instance, Amazon announced that it is aiming for 50% of shipments to be net-zero carbon by 2040.*
	Digital seniors: the move away from face-to-face interactions and reliance on technology during the pandemic created the need for older consumers to use digital tools as part of the customer experience. During the pandemic, many seniors improved their digital and technology skills and were able to use online services rather than wait in line or on the phone for assistance.*
	Financial aficionados: consumers are gaining confidence in making financial decisions. This is largely due to the availability of financial tools. For instance, consumer confidence saw many people branch out into cryptocurrency. The Brisbane-based start-up Swyftx is a crypto currency exchange that has benefited from this confidence.*
	The great life refresh: consumers used the pandemic to reflect on their life, with many experiencing a change in values, lifestyles and goals. Australian customers want to be able to blend work with travel for wellbeing benefits.* The term ‘workcation’ arose to describe working from holiday destinations. Travel agencies and hotels are now promoting destinations and accommodation for workcations. For example, the Hyatt hotel chain offers a Work from Hyatt package with dedicated work areas and complimentary high-speed internet.*
	The metaverse movement: the digital world is moving towards immersive 3D realities. For example, the Australian social enterprise Empathy First uses virtual reality headsets in its Lose Your Mind VR workshops to enable people to feel the experience of others and learn from their own feelings.*
	Pursuit of preloved: being thrifty is being on-trend. Many consumers are moving from an owing to an experience mindset with the stigma of second-hand shopping declining, particularly among younger consumers. For example, Designerex is a peer-to-peer dress hire company for millennials originating in Australia (an Airbnb for dresses).*
	Rural urbanites: there has been a sea-change/mountain-change, with many consumers moving from large cities to smaller cities and from cities to regional areas. This is driven by affordability of housing and the desire for lower-density living. City dwellers also want these benefits brought into their neighbourhoods. For example, in Melbourne, a rooftop urban farm has been created on the roof of a building at Docklands called Melbourne Skyfarm. It is an urban farm with vegetable and herb production and fruit trees as well as hothouses, a café, a nursery and event spaces.*
	Self-love seekers: consumers are very aware of the need for self-care and seek to prioritise their happiness and wellbeing. For example, wellness, health and beauty industries have risen in prominence as consumers seek a different lifestyle. DIY home beauty kits were one example of the business opportunity for this trend.*
	The socialisation paradox: while many consumers are seeking to return to their pre-pandemic life, others are hesitant and cautious about resuming normality. This paradox requires organisations to offer hybrid channels. For example, the federal government in Australia will now cover telehealth appointments (medical appointments by phone or video) permanently on the national Medical Benefits Scheme.* Telehealth was introduced temporarily in Australia when the pandemic started in 2020 and has proved so successful that the service will be retained.


       

Marketing opportunity

Privacy in the market beyond the pandemic

As technology usage continues to grow, a lot of it is becoming similar and is therefore losing its competitive advantage because all screen interactions are so alike. One way companies are differentiating themselves is through marketing privacy and how they use people’s data. This is demonstrated by the way companies protect customer information, who has control over it and how it is stored or processed for usage.

Euromonitor 2022 (a report outlining trends displayed in the world marketplace) looks at the idea of marketing privacy within technology usage. Among others, it reveals global trends in meta movement (based on the meta sphere, where people live in virtual reality), among digital seniors and in rural urbanites. They all refer to different groups of people making different advancements with technology. However, they share the trait of all integrating technology further into people’s everyday lives and different ways of collecting information about people. For example, the category ‘digital seniors’ refers to one-third of consumers aged 60+ using banking services on a mobile phone at least once a week.* Imagine how this information changes how banks communicate with their customers: if seniors use mobile banking, the communication is no longer about getting this group online, but about teaching them how to use different features. 

This trend of further technology integration draws on the sense of personalisation, ownership and ability to access information/social networks/corporations when and wherever is most convenient for the consumer. Where in 2020 consumers learned to live in ambiguity as COVID-19 disrupted supply chains and communication channels, we now see consumers taking control and ‘paving a path forward based on their passions and values’.*

As a result of COVID-19 and tracking applications causing consumers to be more technology dependent, it is natural that consumers start to look at their technology and question their relationship with it at a deeper level (a tool, a service, a function).* This accelerated the role of privacy and its consideration by consumers.*

Companies are recognising this as an opportunity and responding by highlighting their privacy policies as a marketing feature. For example, Apple has highlighted that it does not allow access to its messaging service iMessage for police investigations making it a superior service for its consumers to communicate securely.* However, during the pandemic both Apple and Google were known to have provided access to data from personal phones.* In response to the consumer desire for complete privacy, search engines such as DuckDuckGo have emerged, claiming to work like Google, but with privacy and personal information secured.* Usage data collection by Amazon, Facebook and others is being questioned regarding teaching algorithms for recognising purchase patterns based on the way people type, click and move a computer mouse, or by using other different forms of biometric tracking. Such information could be used to change the price of goods before a website even displays the price. However, as technology continues to adapt and progress, the use for data is seemingly endless. Likewise, the debate on personal privacy is ongoing. As it progresses, we will continue to see privacy as an attribute companies use to differentiate themselves in the marketplace.

  

 

What privacy do you have?

Write what you think of the privacy you have, and how companies appeal to you and your need to have privacy. Do you feel it is protected? Do you trust the companies that you use? Does your privacy matter enough to change your usage habits?

  

      Consumer behaviour: people in the marketspace

1.3 Describe how different demographic and psychographic variables can be applied to segment consumer markets.

Consumers can be described and compared with other individuals in a number of ways. For some purposes, marketers might find it useful to categorise consumers in terms of their age, gender, income or occupation. These are some examples of descriptive characteristics, or demographics, of a population. In other cases, marketers would rather know something about consumers’ interests in clothing or music, or the way they spend their leisure time. This sort of information comes under the category of psychographics, which refers to aspects of a person’s lifestyle and personality. Knowledge of consumer characteristics plays an extremely important role in many marketing applications, such as defining the market for a product or deciding on the appropriate techniques to employ when targeting a certain group of consumers.

Consumers’ purchase decisions are heavily influenced by the opinions and behaviours of friends. A lot of product information, as well as recommendations to use or avoid particular brands, is transmitted by conversations among real people, rather than by way of television commercials, magazines, billboards or even bizarre websites. The growth of social media such as Facebook has created thousands of online consumption communities where members share views and product recommendations about anything from LEGO brick products to iPhones. Consumers form bonds with fellow group members because they use the same products and share similar experiences. There is pressure on each group member to buy things that will meet with the group’s approval. Consumers often pay a price in the form of group rejection or embarrassment when they do not conform to others’ conceptions of what is good or bad, ‘in’ or ‘out’.

As members of a large society, people share certain cultural values or strongly held beliefs about the way the world should be structured. Other values are shared by members of subcultures or smaller groups within the culture, such as migrants, teenagers, Queenslanders, hipsters who eat vegan foods or yuccies (young urban creatives who covet money and success).*

While exploring websites, consumers are continually exposed to competing brand and marketing influences. Many sites don’t capture a consumer’s attention at all, whereas others are noticed and rejected because they don’t fit the image with which the consumer identifies or to which they aspire. The use of market segmentation strategies means targeting a brand only to specific groups of consumers rather than to everybody—even if it means that other consumers who don’t belong to this target market aren’t attracted to that product.

Brands often have clearly defined images or ‘personalities’ created by product advertising, packaging, branding and other marketing strategies. The choice of social media platform is very much a lifestyle statement: it says a lot about how a person wants to connect with others, as well as how they want to share information about themselves. People often choose a product because they like its image, or because they feel its ‘personality’ aligns with their own. Moreover, consumers may believe that the desirable qualities of a product or service will magically rub off onto them if they buy and use it.

When a product, an idea or a service succeeds in satisfying a consumer’s specific needs or desires, it may be rewarded with many years of brand loyalty, a bond between product and consumer that is very difficult for competitors to break. Often a change in a person’s life situation or self-concept is required to weaken this bond.

Consumers’ evaluations of products are affected by the appearance, taste, texture or smell of an item. We may be swayed by the shape and colour of a package or by a celebrity endorsement, as well as by more subtle factors such as the symbolism used in a brand name, in an advertisement, or even in the choice of a cover model for a magazine. These judgements are affected by—and often reflect—how a society feels people should define themselves at that point in time. If asked, a consumer might not be able to say exactly why they like some products and reject others. Many product meanings are hidden below the surface of the packaging or advertising. This text discusses some of the methods used by marketers and social scientists to discover or apply these meanings.

      Consumers are different! How we divide them up

The process of market segmentation identifies groups of consumers who are similar to one another in one or more ways, and then devises marketing strategies that appeal to one or more groups. Amazon.com tries to reach multiple segments at the same time, whereas toysrus.com focuses on gifts for children.* If a company does its homework, it identifies a segment with unique needs and then develops products or services to meet those needs.

Behaviour and usage

As we explain later, building loyalty to a brand is a very smart marketing strategy, so sometimes companies define market segments by identifying their most faithful customers, or heavy users. For example, in the Australian fast-food industry heavy users are generally in the 18–25-years age group and typically seek out global fast-food enterprises such as McDonald’s and Hungry Jack’s. However, new fast-food operators are gaining traction in the market. Australian-owned franchise Grill’d is establishing new ground in ‘fine fast food’ with its alternative menu options including Paleo burger choices and other healthy foods. This franchise is all about tapping into the individual health needs of millennials and Gen Z.

As a rule of thumb, marketers use the 80/20 rule, which states that about 20% of consumers in a product category (the heavy users) account for 80% of sales. This guideline often holds up well, but in some cases even this lopsided split isn’t big enough. A study of 54 million US shoppers reported that only 2.5% of consumers account for 80% of sales for the average packaged-goods brand; in addition, 1% of pet owners buy 80% of Iams pet food products, spending $93 a year on the brand, while the 1.2% of beer drinkers who account for 80% of Budweiser sales spend $170 on Bud each year. Of the 1,364 brands the researchers studied, only 25 had a consumer base of more than 10% that accounted for 80% of volume.* So think of the 80/20 rule as being a guideline rather than set in stone.

Aside from heavy usage of a product, there are other dimensions that can be used to slice up a larger market. Demographics are statistics that measure observable aspects of a population, such as birth rate, age distribution and income. The Australian Bureau of Statistics (ABS) and Statistics New Zealand are major sources of demographic data on families, but many private companies gather additional data on specific population groups. The changes and trends revealed in demographic studies are of great interest to marketers because the data can be used to locate and predict the size of markets for many products, ranging from home mortgages to brooms and tin openers. Imagine trying to sell baby food to a retired couple, or a luxury round-the-world cruise to a teenager!

In this text we explore many of the important demographic variables that make consumers the same as or different from others. We also consider other important characteristics that are more subtle, such as differences in consumers’ personalities and tastes that can’t be objectively measured yet may be tremendously important in influencing product choices. For now, let’s summarise a few of the most important demographic dimensions, each of which will be developed in more detail in later chapters.

      Age

Consumers of different age groups obviously have very different needs and wants. Although people who belong to the same age group differ in many other ways, they do tend to share a set of values and common cultural experiences that they carry throughout life. In some cases, marketers initially develop a product to attract one age group and then try to broaden its appeal later on. That’s what the high-octane energy drink Red Bull does. The company aggressively introduced its drink in bars, nightclubs and gyms to the product’s core audience of young people. Over time, Red Bull became popular in other contexts, and the company began to sponsor the PGA European Tour to broaden its reach to older golfers who probably aren’t up partying all night. It also hands out free cans to commuters, cab drivers and car rental agencies to promote the drink as a way to stay alert on the road.*

The confectionery brand Kinder is strongly positioned in the market as a chocolate treat for children. Recently, however, the company has shifted its creative and is tapping into a grown- up audience based on the social language of ‘adulting’—aimed at those young fledgling adults who need to act like real grown-ups, but who struggle with the day-to-day demands of becoming an adult. The brand is extending its segmentation strategy and using a new brand creative positioning that says ‘Kinder Bueno is the perfect grown up reward’.*

Gender

Gender is a central organising feature of our identity. Marketing and advertising appeals differentiate products to consumers based on gender during all life stages—even nappies are sold in pink versions for girls and blue for boys. Many products, from fragrances to motor vehicles, create a gender image for a brand by featuring a targeted gender in an advertisement as the ‘typical’ user.* Effectively, these stereotypes become the essential signal through which advertisers communicate a product category to the target market. Global fast-moving consumer goods (FMCGs) company Unilever is trying to change the use of gender stereotypes in its advertising. Back in 2016 the company launched a global commitment to address stereotypes based on gender from its advertising,* because using gender stereotypes can be outdated, unhelpful, and in some cases, harmful. Unilever demonstrated its commitment most recently in the Dove Men+Care campaign, which spotlights men in their caregiving roles as fathers and husbands, and contributing to their communities. Unilever’s point is that they represent men as humans, not ‘hemen’.*

Family structure

A person’s family and marital status is yet another important demographic variable because it has such a big effect on consumers’ spending priorities.  The meaning of family is changing, as family structures also change. Changing attitudes to marriage, living arrangements and our increased longevity all influence how we live as a ‘family’. The family unit is no longer just nuclear families; there is a range of different family structures, ranging from cohabiting parents, single-parent families, same-sex parent families, extended families and more. Whatever the structure families continue to have a strong influence on buying behaviours. For example, societal concern has shifted to a focus on assisting families to make healthier eating choices because of increasing obesity problems in Western countries. Celebrity chef Jamie Oliver continues to advocate for healthier eating and cooking at home and has spread his healthy cooking programs all over the world. In Australia The Good Foundation aims to transform Australia’s food habits by offering Jamie Oliver’s cooking courses to individual and communities.*
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The Good Foundation websiteSource: The Good Foundation

Social class and income

Social class indicates people who are approximately equal in terms of their incomes and social standing in the community. These people work in roughly similar occupations and tend to have similar tastes in music, clothing, leisure activities and art. They also tend to socialise together and share many ideas and values about the way life should be lived.*

A group of young winemakers in Australia, who call themselves Some Young Punks, illustrate the shifting nature of social class and taste culture in Australia today. These young winemakers have an irreverent approach, particularly around labelling their wine, which was based on the notion that packaging was merely a tool to engage with consumers. The packaging has evolved since its original launch and as such the dynamicism of the packaging and appeal are quite different from that time. These days, with more brands competing in this space, there is a slew of creatively directed packaging: the market is larger, competitive and exciting. Some Young Punks state on their website: ‘It’s OK to judge a book by its cover. We judged the covers of books to decide on these labels. We need you to see us, and we don’t have lineage, or tithe in that respect’.* Even in Australia there are class-distinctive consumer mindsets, which in previous decades suggested wine drinkers were high-status, upper-class consumers. Australian winemakers such as Some Young Punks are breaking with the past and developing new markets, products and taste culture. The distribution of wealth is of great interest to marketers because it determines which groups have the greatest buying power and market potential.
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Winemaker Some Young Punks is redefining wine taste culture by using non-traditional marketing and labelling practices.Source: Courtesy of Some Young Punks 

      Ethnicity

As society becomes increasingly multicultural in countries such as Australia and New Zealand, new opportunities develop to deliver specialised products to racial and ethnic groups and to introduce other groups to these offerings. More traditional cultural representations are used in marketing FMCGs such as convenience food. One company that has expanded its product range from the basic Anglo palate to more exotic tastes is Masterfoods. In 1952 its flavour range was mustard, paprika, Lemon Aid and mint jelly; however, the range now has more than 500 flavours with origins from around the globe, including turmeric (southern Asia), cayenne pepper (South America) and saffron (Spain).*

Expansion in the fast-food market also reflects the continued influence of ethnic cultural tastes on the Australian food landscape. You might be surprised to know that neither pizza nor Chinese are the most popular food preference for Australians. Thai cuisine tops the list for most interest and preferred meals—that’s across recipe searchers and restaurant bookings. That preference might be being strongly influenced by availability. A little-known fact is that Australia has more Thai restaurants per capita than any other country except Thailand itself.*

Lifestyle

Consumers have very different lifestyles, even if they share other characteristics such as gender or age. The way we feel about ourselves, the things we value, the things we like to do in our spare time—all of these factors help determine which products will push our buttons, or even those that make us feel better. That’s why Magnum ice-cream is positioned in the minds of consumers using messaging and imagery that stimulate a feeling of indulgence for ‘true pleasure seekers’ and its double chocolate-coated ice-cream bars live up to the promise.*

Other brands take a different lifestyle approach to position their products and services. For example, some brands are tapping into the millennials market by acknowledging their changing lifestyle values and different views on adulthood. Millennials think differently about job ‘stability’, buying a home, getting married and having children compared with earlier generations. These values are reflected in the brands and services they select. Uber is a service that helps bring utility to a millennial’s lifestyle by offering flexibility. Extreme events such as the COVID-19 pandemic have had a significant impact on people’s lifestyles across the globe. While Australia might have managed better than some countries, the pandemic has had a significant influence on consumption, and changed people’s attitudes to work, finance, health and wellbeing. Figure 1.3, compiled by the Australian Bureau of Statistics, reports how Australians reacted to the pandemic.*

  Figure 1.3 How Aussies reacted during the COVID-19 pandemic
[image: ]
Source: Australian Bureau of Statistics, ‘How Aussies reacted in a year of COVID-19’, 17 March 2021. www.abs.gov.au/articles/how-aussies-reacted-year-covid-19.

Geography

Many national marketers tailor their offerings to appeal to consumers who live in different parts of the country. For example, calling someone a ‘cockroach’ is hardly a term of endearment, but during State of Origin time, proud New South Wales fans willingly identify with the term ‘cockroach’, just as Queenslanders proudly call themselves ‘cane toads’.

Service extension through mobile phone innovation capitalises on geography to link consumers into location-based services (LBS) and promotional offers. Banks are developing this service extension to inform members about the nearest ATM (automatic teller machine) to their location, and mobile users can even use the device to locate a friend. Snapchat exploited connections between friends and geography when it launched a recent update that enables users to see the location of Snapchat Friends. The combination of mobile devices and geography is creating a raft of new services for industries such as health, in-store object searches and entertainment.

Geographical demographics

Consumers are also micro-segmented by their demographics within a specific area. Such segmentation helps us to understand how consumers are shaped by their location and where they were at certain times of their lives. This is called geographical demographics.* The location where someone grows up might influence their understandings and consumption patterns as they get older. For instance, kids in New York City learn to do trick or treating (wearing a costume and going door to door to ask for candy) in an apartment building where they know their neighbours and the building is secure. In the suburbs, kids go house to house, which is less safe so often a parent or older sibling accompanies them (which slows down how much candy they get). When these kids become parents, the experience and understanding of trick or treating as a child helps set their consumption patterns when purchasing candy as an adult to give out. During the COVID-19 pandemic, when determining how much vaccine to distribute, governments looked at local areas’ demographics to identify how many seniors, adults and children were present and to provide different vaccines accordingly.*

Brands such as Nike understand this and market running in the rain for dry climates as tackling the elements and being an extreme athlete. However, for climates that are consistently rainy, often Nike will market its products by their attributes (waterproofness) rather than the lifestyle because those who grew up with rain see it as an everyday thing, not a challenge or obstacle to take on.* Brands such as McDonald’s also use geographical demographics. When introducing the company to India, McDonald’s segmented out what types of food young people eat based on where they live (as people in some areas only eat vegetables for religious reasons). This helped the company go on to develop the Veg Maharaja Mac.* Even today the company segments by North/East as needing more vegetarian options and South/West as more meat-based meals for kids. Online stores often use geodemographics for advertising drop-shipment-based products. They target geographic areas where the company can quickly or directly ship to customers, but within a focused age range and income level that can afford their products.

       



Marketing pitfall

The ‘panic index’

COVID-19 changed the way we shop. Regular news headlines reported that we were stockpiling toilet and tissue paper, buying out canned and dry soup, as well as hoarding other items, such as flour, rice and pasta. This resulted in all shoppers experiencing empty and barren shelves at supermarkets and retail stores. For many consumers in Western and developed countries, this was a unique shopping phenomenon.

Two Australian researchers created the ‘panic index’ to monitor how Australians and other international markets responded to the extreme of COVID-19 events. While they discovered that consumers in almost every nation stockpiled goods as governments shut down key parts of their economies, Australians stood out as the quickest in the world to raid supermarket shelves. Unlike other countries, however, the escalation in ‘panic’ did not correspond to any significant increase in domestic COVID-19 cases. Another interesting fact they discovered was how this shopping behaviour forced consumers to devote extra time and effort to shopping, diverting time away from welfare-improving activities such as work, leisure and sleep, as well as generating psychological costs by inducing anxiety and stress.

But is this ‘panic buying’ or is it more a public perception and experiences of extra buying at the onset of an extreme event? Some psychologists explain that ‘panic buying’ suggests irrationality and loss of control, as well as attributing this behaviour to a type of psychological frailty. Does that really align with the buying behaviour we have witnessed? In fact, do the media headlines ignore other factors that might be at play?

Emerging research is finding that people were not in a panic—rather, they were responding to observations of product shortages, and in fact were more engaging in preparedness behaviours. The media and other people are also significant influencers in shaping this behaviour. The media’s reporting on people stockpiling and observing queues in supermarkets either in person or through media reports, generates uncertainty in people’s beliefs and this facilitates stockpiling behaviours through a form of social learning. So rather than panicking, most consumers were being motivated to increase their shopping to be prepared for the crisis ahead. There was a range of motivators for preparedness shopping; consumers were responding to other consumers’ stockpiling, as well organising to reduce their supermarket trips, whereas others were preparing for product shortages and longer stays at home.

Panic buying is not a useful concept, as it suggests irrationality and a type of pathological behaviour. Extreme events, such as the COVID-19 crisis, really show the impact of uncertainty on consumers’ behaviours and how elements of preparedness actions evolve in communities. Therefore what we have really observed in the recent past is not irrational shopping behaviour but more controlled and adaptive behaviours that are imbued with social learning. In fact, the media and researchers should abstain from using language that disempowers and instead should focus more on empowering language, as demonstrated through the social learning of preparedness.

Source: F Macau, ‘“Panic-buying” is the new normal: How supply chains have adapted’, The Conversation, 1 February 2021: https://theconversation.com/panic-buying-is-the-new-normal-how-supply-chains-have-adapted-154362; E Nnontis, S Vestergren, P Saavedra, F Neville, K Justakova et al., ‘Is it really “panic buying”? Public perceptions and experiences of extra buying at the onset of the COVID-19 pandemic’, PLoS ONE, 2022, 17(2): https://doi.org/10.1371/journal.pone.0264618; S Wright, ‘“Panic index” shows Australians were the world’s best panic buyers’, Sydney Morning Herald, 2 June 2020: www.smh.com.au/politics/federal/panic-index-shows-australians-were-the-world-s-best-panic-buyers-20200602-p54ync.html.

  

      Usage and relationship marketing: profiling consumers

Marketers are carefully defining customer segments and listening to people in their markets as never before. Many have realised that a key to success is building relationships between brands and customers that last a lifetime. Marketers who believe in this philosophy, called relationship marketing, interact with their customers on a regular basis and give them reasons to maintain a bond with the company over time. This philosophy has also inspired different relationship offerings such as Bendigo Bank’s ‘personalise my card’, which enables users to change the image on their debit and/or credit cards.* It has allowed people to customise their internet browsers and even the news content shown to them.*

Another evolution in relationship building is being influenced by the digitisation of information and personal data. Database marketing involves tracking consumers’ buying habits very closely, and then crafting products and messages tailored precisely to people’s wants and needs based on this information. By compiling data across multiple platforms (mobile phones, online search results, credit card purchases and loyalty programs), a profile around what that type of person will purchase/consume can be created. This process is called data aggregation. Predictive algorithms make use of this aggregate data to find patterns and recognise groups of people (called profile archetypes in computer science, and consumer profiles in consumer behaviour).

Companies such as Amazon, Spotify, Google and Woolworths (and many others) combine and constantly use this aggregation of data to understand consumers for a host of applications. These consumer profiles allow for the prediction of a consumer’s preferences: music and products consumers might enjoy, or what search results a person typically wants to see first (based on what others click when searching the same cluster of words) as well as making it possible to determine the prices consumers are willing to spend for a purchase.

An emerging way data is being collected and applied is through biometrics. An example of biometric usage is unlocking a mobile phone by using a person’s face or fingerprint. This data collection has a lot of both positive and negative attributes. Computers recognising people’s faces allows for personalised and customised products as well as fun interactions such as facial filters on mobile cameras. However, this interaction of providing facial data for fun also provides training data for less positive experiences such as deepfakes. Likewise, training AI to recognise facial expressions can also be used to predict what a consumer is willing to spend for a product. Such biometric usage is highly controversial. Read ‘Marketing opportunity: privacy in the market beyond the pandemic’ for an example of how privacy is now marketed as a trait for sale.

It’s safe to say that this data explosion will profoundly change the way we think about consumer behaviour. Companies, not-for-profits, political parties and even governments now have the ability to sift through massive quantities of information to enable them to make precise predictions about what products we will buy, what charities we will donate to, what candidates we will vote for and what levers they need to push to make this even more likely to happen. Interestingly, consumers’ willingness to share data varies by industry and brand. For example, consumers are more comfortable sharing data with institutions in the financial industry, which is more a reflection of the long history consumers have with giving personal details to financial institutions. By comparison, consumers are less comfortable sharing their personal data with brands in the airline industry. This is because there is less differentiation for consumers between airline brands and consumers regularly have frustrating travel experiences that undermine their sense of trust. Additionally, consumers are less loyal in the travel industry and fly on many different airlines because they select the brand based on price.*

Here are a few varied examples that illustrate how big data influence what we know and do:*

  	When they monitor peaks in Google queries for words such as flu and fever, epidemiologists at the Centers for Disease Control and Prevention can identify specific areas of the United States that have been hit by flu outbreaks even before the local authorities notice a rise in hospital admissions.
	When COVID-19 first emerged, Australia Post used aggregate data to predict the number of drop shipments and online purchases that would take place and temporary rent storage space to handle the increase in packages.*
	Netflix, the entertainment streaming service, has a wealth of data and analytics on the viewing habits of a global consumer base. The company uses this data to make decisions about films and series to commission, based on audience measures for certain areas. It is notable, however, that Netflix is rather secretive about its viewer numbers. While more recently it has been reporting new tracking data about the number of people watching hit series such as Squid Game and Bridgerton Netflix keeps all the information inhouse so that it can customise and continue to build content to keep its position as the ‘king of streaming’.*
	Online influencers use aggregate data to target what affiliate partnerships with corporations they should foster and create. They compare their follower base demographics and post purchases with companies' data to find products that match and then set up affiliate programs to collect a percentage of the sale, or ‘influence’ such a purchase. Some influencers are even known to create multiple profiles to capture different consumer profiles online.*


 

What do we need—really?

This section compares and contrasts people who lead ‘happy’ versus ‘meaningful’ lives. How does this distinction relate to the way you decide to spend your time and money? How does it relate to consumer behaviour more generally?

  

      The role of internet and social media on consumers

1.4 Explain how the internet and social media are changing consumers.

The global ‘always on’ consumer

Today many of us take for granted things that our grandparents only dreamed about. We instantly access people, places and products with a click on a link. Many consumers travel to remote countries in a day rather than the weeks or months our ancestors needed, if they ever left their places of birth at all. The majority of us now live in urban centres that bustle with people from many countries and that offer exotic foods from around the world.

This concentration in urban centres, combined with population growth in developing countries and increasing demands for modernisation by billions of people in booming economies such as China, India and Brazil, is both a blessing and a curse. Quality of life for many everyday citizens is better than it was for even the elite who lived several centuries ago (even kings only bathed once a month). On the other hand, millions live in squalor; children around the world go to bed hungry, and we all feel the effects of unbridled growth in the form of pollution of our air, soil and water. As you’ll see later in this text, all of these issues relate directly to our understanding of consumer behaviour—and to the impact companies and customers have on our future and on the world that we will leave to our children.

      The digital native

It’s fair to say that 24/7 access to smartphones and other social media devices has kindled a fascination among many of us with documenting exactly what we’re doing and sharing the exciting news with others. A meal in a nice restaurant doesn’t get touched until the diner posts a photo of it on Instagram. You may not learn that the person you’re dating has broken up with you until you see they have changed their relationship status on Facebook. Today you can even wear a tiny camera called the Narrative Clip that automatically snaps a photo every 30 seconds for those who feel the need to post an ongoing documentary of their everyday movements.

There’s little doubt that the digital revolution is one of the most significant influences on consumer behaviour. The impact of the internet has benchmarked a change in online interactivity that has resulted in new styles of participatory culture where private individuals act as more than simply consumers of information—they also act as contributors, co-creators and prosumers. Many of us are avid internet surfers and social media scrollers, and it’s hard to imagine a time when texting, tweeting, Facebooking or pinning favourite items on Pinterest weren’t an accepted part of daily life. Many of us are turning into prosumers and avid social networkers focused on sharing our ideas and personal stories online.

In the marketplace, digital marketing has increased convenience by breaking down many of the barriers caused by time and location. You can shop 24/7 without leaving home, and hardcopy newspapers are almost a thing of the past because so many of us now read the news online. With the increasing number of devices used to connect to the internet—from computers to smartphones to smartwatches (and, soon, your car)—digital connections are ushering in speed and convenience, and creating generational shifts in how consumers live, work, shop and play. This connectivity will drive fundamental shifts across markets.

Today’s connected consumers browse, buy and review products and services differently from previous generations. Hyper-connected consumers navigate the digital marketspace and expect brands to interact with them before, during and after purchase.*

It’s not all about businesses selling to consumers (B2C e-commerce). Our digital connections have created a revolution in consumer-to-consumer activity (C2C e-commerce): welcome to the new world of virtual brand communities. Just as digital consumers are not limited to local retail outlets in their shopping, they are not limited to their local communities when looking for friends or fans with similar interests in wine, hip-hop music or skateboarding.

Picture a small group of local collectors who meet once a month at a local café to discuss their shared interests over coffee. Now multiply that group by thousands and include people from all over the world who are united by a shared passion for sports memorabilia, Barbie dolls, Harley-Davidson motorcycles, refrigerator magnets or massively multiplayer online games (MMOGs) such as World of Warcraft. The Web also makes it easy for consumers around the world to exchange information about their experiences with products, services, music, restaurants and movies. The Hollywood Stock Exchange (hsx.com) offers a simulated entertainment share market where traders predict the four-week box office take for each film. Amazon.com encourages shoppers to write reviews of books, and Yelp and TripAdvisor collate consumer reviews and ratings that are more trustworthy to many consumers because ‘people just like them’ posted a comment about their experience. News reports tell us of the sometimes wonderful and sometimes horrific romances that have begun on the internet as people check out potential mates on sites such as eHarmony, and dating apps such as Bumble and Tinder.

If you’re a typical student, you probably can’t recall a time when the internet was just a static, one-way platform that transmitted text and a few sketchy images. The term digital native originated in a 2001 article that described a new type of student who was starting to turn up on campus. These consumers grew up ‘wired’ in a highly networked, always-on world where digital technology had always existed.* Fast-forward two decades: today the internet is the backbone of our society. Widespread access to devices such as personal computers, digital video and audio recorders, webcams and smartphones ensures that consumers of practically any age and who live in virtually any part of the world can create and share content. But information doesn’t just flow from big companies or governments down to the people: today each of us can communicate with huge numbers of people through a simple post on a personal social networking site, via email, by posting a comment on a blog or by tweeting.

In today’s consumerspace, marketing and consumers coexist in a network of public and private relationships where boundaries between online and offline life are blurred. Social media have become the online means of communication, conveyance, collaboration and cultivation among interconnected and interdependent networks of people, communities and organisations enhanced by technological capabilities and mobility. The internet and its related technologies have shaped Web 3.0—or what is known as the semantic web—and make what we know today as social media possible and prevalent. Almost 80% of the world’s internet user base are active social media users, which creates a new social commerce market of consumers willing to engage in online reviews and transactions. Today, social media have become the crossroads for many forms of interactions carried out by digital consumers. The Chinese social commerce market is well ahead of the West's in terms of maximising its internet user base for e-commerce and social media integration. Chinese social media users tend to be older—between 25 and 40 years old—and are the demographic with the strongest purchasing power.*

As our trust and use of internet-connected devices continue to grow, so too do our digital consumer behaviours. Smartphones have emerged as a must-have device for consumers globally and have become the default screen for brand engagement and digital commerce transactions.* This connectivity is a key driver in ‘reinventing’ the consumer shopping journey, which today involves not just making a transaction, but also relationship building. At the pre-purchase stage consumers browse and compare products on their smartphone, check out consumer reviews and then move on to purchasing. Purchasing today has many formats—both in and outside the retail outlet—and how we pay has changed as well. We are becoming a cashless society and banks are paving the way with new app payment innovations and wearable payment technology solutions* as well, of course, as Apple Pay. While growth in internet retail has boomed, the market for store-based retailing remains strong, with store sales still five times larger than internet retailing in 2016.* Even delivery is being reimagined through a range of services that include on-demand hyper-local delivery (Instacart), customer-scheduled delivery times (Peapod), curated selections for review and a range of click-and-collect options (online and offline).

These are all exciting digital consumer trends, especially because social media platforms enable a participatory culture; a belief in democracy; the ability to freely interact with other people, companies and organisations; open access to venues that allow users to share content ranging from simple comments to reviews, ratings, photos, stories and more; and the power to build on the content of others from your own unique point of view. Of course, just like democracy in the real world, we have to take the bitter with the sweet. There are plenty of unsavoury things happening on the Web and via social media, and the hours people spend on Facebook, on online gambling sites or in virtual worlds such as World of Warcraft have led to divorce, bankruptcy and jail in the real world.

 

Impact of the Web and social media

Read the following statements. Decide whether you think they are ‘True’ or ‘False’. Select ‘Reveal the answer’ to check your answers.

True or False? The Web makes it hard for consumers around the world to exchange information about their experiences with products, services, music, restaurants and movies.


Reveal the Answer
False: Websites such as Zomato and TripAdvisor allow consumers to connect and rate/review restaurants, bars, pubs and travel experiences globally.




True or False? Almost 80% of the world’s internet user base are active social media users.


Reveal the Answer
True: This high proportion of social media users enables a new social commerce market of consumers willing to engage in online reviews and transactions.




True or False? We are becoming a cashless society.


Reveal the Answer
True: Purchasing today has many formats—both inside and outside the retail outlet—and how we pay has changed as well. Banks are paving the way with new app payment innovations and wearable payment technology solutions.




True or False: The Web and social media have paved the way to entirely positive consumer experiences.


Reveal the Answer
False: The hours people spend on Facebook and online gambling sites and in virtual worlds such as World of Warcraft have led to divorce, bankruptcy and jail in the real world.




  

 

The digital native

Identify one advantage of being a digital native as a consumer. Think about the trust you do and don’t have in the internet.

  

      Consumer behaviour as a field of study

 1.5  Discuss the different approaches used by researchers to study consumers.

By now it should be clear that the field of consumer behaviour encompasses many things, from the simple purchase of a carton of milk to the selection of a complex networked computer system; from the decision to donate money to a charity to devious plans to rip off a company.

There’s a great deal to understand, and many ways to go about it. Although people have been consumers for a long time, it is only recently that consumption itself has been the object of formal study. Although many business schools now require marketing students to take a consumer behaviour course, most universities did not offer such courses until the 1970s.

Where do we find consumer researchers?

We find consumer researchers just about anywhere we find consumers. Consumer researchers work for manufacturers, retailers, marketing research companies, governments and not-for-profit organisations, and of course colleges and universities. You’ll find them running sophisticated experiments in laboratories that involve advanced neural imaging machinery or interviewing shoppers in shopping centres. They may conduct focus groups or run large-scale polling operations. For example, when an advertising agency began to work on a new campaign for retailer JCPenney, it sent staffers to hang out with more than 50 women for several days. They wanted to really understand the respondents’ lives, so they helped them to clean their houses, carpool, cook dinner and shop. As one of the account executives observed, ‘If you want to understand how a lion hunts, you don’t go to the zoo—you go to the jungle’.*

Researchers work on many types of topics, from everyday household products and high-tech installations to professional services, museum exhibits and public policy issues such as the effect of advertising on children. Indeed, no consumer issue is too sacred—some intrepid investigators bravely explore ‘delicate’ categories such as incontinence products and birth control devices. The marketing director for Trojan condoms notes that, ‘Unlike laundry, where you can actually sit and watch people do their laundry, we can’t sit and watch them use our product’.* For this reason Trojan relies on clinical psychologists, psychiatrists and cultural anthropologists to understand how people relate to condoms.

Interdisciplinary influences on the study of consumer behaviour

Many different perspectives shape the field of consumer behaviour. Indeed, it is hard to think of an area that is more interdisciplinary. People with training in a very wide range of disciplines—from psychophysiology to literature—can now be found doing consumer research. Universities, manufacturers, museums, advertising agencies and governments employ consumer researchers. Several professional groups, such as the Association for Consumer Research and the Society for Consumer Psychology, have been formed since the mid 1970s.

To gain an idea of the diversity of interests of people who do consumer research, consider the list of professional associations in the United States that sponsor the field’s major journal, the Journal of Consumer Research: the American Association of Family and Consumer Sciences, the American Statistical Association, the Association for Consumer Research, the Society for Consumer Psychology, the International Communication Association, the American Sociological Association, the Institute of Management Sciences, the American Anthropological Association, the American Marketing Association, the Society for Personality and Social Psychology, the American Association for Public Opinion Research and the American Economic Association. In Australia there is the AMSRS (Australian Market & Social Research Society) and the AMI (Australian Marketing Institute). Both of these professional bodies bring together a diverse range of researchers and marketers engaging with questions about marketing and behaviour change. 

So, with all these researchers from diverse backgrounds interested in consumer behaviour, what is the ‘correct’ discipline to investigate these issues? You might remember the children’s story about the blind men and the elephant. The gist of the story is that each man touched a different part of the animal and, as a result, the descriptions each gave of the elephant were quite different. This analogy applies to consumer research as well. A given consumer phenomenon can be studied in different ways and at different levels depending on the training and interests of the researchers studying it. Table 1.3 illustrates how a ‘simple’ topic such as magazine usage can be approached in many different ways.

 Table 1.3 Interdisciplinary research issues in consumer behaviour
	DISCIPLINARY FOCUS	MAGAZINE USAGE SAMPLE RESEARCH ISSUES
	Experimental psychology: product role in perception, learning and memory processes	How specific aspects of magazines, such as their design or layout, are recognised and interpreted; which parts of a magazine are most likely to be read
	Clinical psychology: product role in psychological adjustment	How magazines affect readers’ body images (e.g. do Photoshopped or airbrushed images make the average woman feel bad about her appearance?)
	Microeconomics/human ecology: product role in allocation of individual or family resources	Factors influencing the amount of money spent on magazines in a household
	Social psychology: product role in the behaviour of individuals as members of social groups	Ways that ads in a magazine affect readers’ attitudes towards the products depicted; how peer pressure influences a person’s readership decisions
	Sociology: product role in social institutions and group relationships	Pattern by which magazine preferences spread through a social group (e.g. a women’s club)
	Macroeconomics: product role in consumers’ relationships with the marketplace	Effects of the price of fashion magazines and the expense of items advertised during periods of high unemployment
	Semiotics/literary criticism: product role in the verbal and visual communication of meaning	Ways in which underlying messages communicated by models and ads in a magazine are interpreted
	Demography: product role in the measurable characteristics of a population	Effects of age, income and marital status of a magazine’s readers
	History: product role in societal changes over time	Ways in which our culture’s depictions of ‘femininity’ in magazines have changed over time
	Cultural anthropology: product role in a society’s beliefs and practices	Ways in which fashions and models in a magazine affect readers’ definitions of masculine versus feminine behaviour (e.g. the role of working women, sexual taboos)




Figure 1.4 provides a glimpse of some of the disciplines working in the field and the level at which each approaches research issues. These diverse disciplines can be roughly characterised in terms of their focus on micro versus macro consumer behaviour topics. The fields closer to the top of the pyramid concentrate on the individual consumer (micro issues) while those towards the base are more interested in the aggregate activities that occur among larger groups of people, such as consumption patterns shared by members of a culture or subculture (macro issues).

  Figure 1.4 The pyramid of consumer behaviour
[image: A figure illustrates the pyramid of consumer behaviour.]
 Image descriptionIn the figure, the apex of the pyramid is labelled: Micro consumer behaviour (individual focus); and the base is labelled: macro consumer behaviour (social focus). Inside the pyramid, from the top downwards, within two arrows pointing to the apex and the base, are the following: Experimental psychology Clinical psychology Microeconomics Social psychology Sociology Macroeconomics Semiotics/Literary criticism Demography History Cultural anthropology

      Two perspectives of consumer research

One general way to classify consumer research is in terms of the fundamental assumptions the researchers make about what they are studying and how to study it. This set of beliefs is known as a paradigm. As in other fields of study, consumer behaviour is dominated by a paradigm, but some believe it is in the middle of a paradigm shift, which occurs when a competing paradigm challenges the dominant set of assumptions.

The basic set of assumptions underlying the current dominant paradigm is called positivism (or sometimes modernism). This perspective has significantly influenced Western art and science since the late 16th century. It emphasises that human reason is supreme and that there is a single, objective truth that can be discovered by science. Positivism encourages us to stress the function of objects, to celebrate technology and to regard the world as a rational, ordered place with a clearly defined past, present and future.

The emerging paradigm of interpretivism (or postmodernism) questions these assumptions.* Proponents of this perspective argue that there is too much emphasis on science and technology in our society, and that this ordered, rational view of behaviour denies the complex social and cultural world in which we live. Others feel that positivism puts too much emphasis on material wellbeing and that its logical outlook is directed by an ideology that stresses the homogeneous views of a culture dominated by (dead) white males. And, as you’ll see in the chapter ‘Consumption and consumer wellbeing’, some adherents to this view also believe that researchers should not just study consumer issues, but act on them as well.

Interpretivists stress the importance of symbolic, subjective experience and the idea that meaning is in the mind of the person—that is, we each construct our own meanings based on our unique and shared cultural experiences, so there are no right or wrong answers. In this view, the world in which we live is composed of a pastiche or mixture of images.* The value placed on products because they help us to create order in our lives is replaced by an appreciation of consumption as offering a set of diverse experiences. The major differences between these two perspectives on consumer research are summarised in Table 1.4.

 Table 1.4 Positivist versus interpretivist approaches to studying consumer behaviour

	
	POSITIVIST APPROACH	INTERPRETIVIST APPROACH
	Nature of reality	Objective, tangible	Socially constructed
	Goal	Single prediction	Multiple understanding
	Relevance of context	Findings are generally assumed to be generalisable across contexts and cultures	Findings are generally assumed to be specific to time, place, people and culture studied
	View of causality	Existence of real causes	Multiple, simultaneous shaping events
	Position of the researcher	Researcher is at arm’s length—tries to be ‘invisible’ and relies on responses to structured measures or choices	Researcher is the research instrument—using skills and rapport to gain insights based on trust
	
	Researcher establishes separation between researcher and participant(s)	Researcher creates an interactive and cooperative engagement with participant(s)
	Nature of data	Typically consumer responses are distilled into numerical scores	Typically visual, textual and verbal evidence, in rich detail



Source: Based on R Belk, E Fischer & RV Kozinets, Qualitative consumer & marketing research, Los Angeles: Sage, 2013; LA Hudson & JL Ozanne, ‘Alternative ways of seeking knowledge in consumer research’, Journal of Consumer Research, 1988, 14(4): 508–21.

An interpretative framework for understanding marketing communications can be illustrated by an analysis of one of the best-known and longest running (1959–78) advertising campaigns of all time: the work done by the advertising agency Doyle Dane Bernbach for the Volkswagen Beetle. This campaign, widely noted for its self-mocking wit, found many ways to turn the Beetle’s homeliness, smallness and lack of power into positive attributes at a time when most car ads were emphasising just the opposite. An interpretative analysis of these messages would use concepts from literature, psychology and anthropology to ground the appeal of this approach within a broader cultural context. The image created for the humble car would then be connected to other examples of what scholars of comedy call the ‘Little Man’ pattern. This is a type of comedic character that is related to a clown or a trickster: a social outcast who is able to poke holes in the stuffiness and rigidity of bureaucracy and conformity. In recent years the interpretivist focus has gained momentum and although it’s still not the dominant focus of consumer researchers, it’s quite commonplace to see research studies that adhere to this perspective, or its current incarnation, often referred to as consumer culture theory (CCT). This label refers generally to research that regards consumption from a social and cultural point of view rather than more narrowly as an economic exchange. CCT studies embrace a variety of topics that range from how the media shapes our conceptions of our bodies or how underprivileged people cope with poverty to how Harley-Davidson riders participate in an active community of bike lovers.*

      Should consumer research have an academic or an applied focus?

Many regard the field of consumer behaviour as an applied social science. Accordingly, the value of the knowledge generated should be judged in terms of its ability to improve the effectiveness of marketing practice. However, some researchers have argued that consumer behaviour should not have a strategic focus at all; it should instead focus on the understanding of consumption for its own sake, and not the idea that marketers can apply this knowledge to make a profit.* Most consumer researchers do not hold this rather extreme view, but it has encouraged many to expand the scope of their work beyond the field’s traditional focus on the purchase of consumer goods such as food, appliances and cars, to embrace social problems such as homelessness or preserving the environment. Certainly, it has led to some fiery debates among people working in the field!

Consumers’ emotions, cognitions and behaviours

Consumers have typically been assumed to purchase products based on functional and purposeful decision making. This is reflected in the research focus of the 1980s and 1990s on information search and consumer decision making. In the mid 1990s, however, marketing researchers realised that many consumers exhibited behaviours that were not well explained by these theories and began investigating.* Researchers interested in studying consumer cognitions—which involves the acquisition, storage, transformation and use of information—could not easily explain other consumer behaviour such as the important role of learning and memory in influencing consumer cognition. Additionally, while the five-stage decision-making approach (a cognitive approach) might explain the first purchase of a car, it does not explain why a person would buy a lottery ticket on impulse. Researchers have subsequently turned to behavioural and emotion-based theories to explain many consumer behaviours, and have realised that consumers use different processes for different products in different contexts. In this text, we include cognitive (thinking), emotional (feeling) and behavioural (action) approaches to consumer behaviour.

       

CB as I see it: Future directions in consumer research

Julie Ozanne, University of Melbourne, Australia

 [image: A photo shows Julie Ozanne, a professor of Marketing at the University of Melbourne.]

If you want to make the world a better place, then understanding consumers’ behaviour is important. Consumption lies at the heart of the most important problems facing the global community. In economically developed countries, we are drowning in a sea of things that are depleting our limited global resources at an alarming rate. We are overconsuming food and raising a generation of overweight and unhealthy children. We are engaging in risky consumption behaviours, such as smoking, drinking and gambling. Yet most of the people in the world face limited consumption opportunities and struggle to meet even basic nutritional needs.

Transformative consumer research is a growing movement of consumer researchers who want to improve consumer wellbeing. Transformative consumer researchers engage in rigorous research to understand the nature of pressing social problems. But then they seek to move outside the university to forge alliances with external stakeholders who can build programs of social change to improve quality of life. Consumer researchers stand in a unique position because they understand and respect the interests of both consumers and businesses. As such, they have the potential to act as honest brokers working with consumer interest groups, public policy makers and business leaders to foster positive social transformation.

This is an exciting time in which to create new models of business and new forms of consumption that are more sustainable and can strengthen our communities. Nobel Peace Prize winner Muhammad Yunus envisioned offering microcredit loans to poor consumers who wanted to start their own businesses, which is a new model of consumer financing that has literally pulled millions of people out of poverty. New models of collaborative consumption are also being created. Paris encourages bike-sharing by distributing bikes throughout the city and does not charge for the first half-hour of rental so that short trips are free. Similarly, car sharing, in which a fleet of cars is collectively owned, has grown in popularity worldwide.

My own research examines how new forms of consumer trading can create more resilient communities, particularly when facing disasters. Time banking is a consumer exchange system where people trade their time rather than money. If a time bank member gives an hour of gardening, for example, this generates an hour to be cashed in for another service, like getting computer help. This creates an egalitarian market where everyone can trade and exchange labour on an equal footing. A time bank in Lyttelton, New Zealand built up a local marketplace of hundreds of members’ skills and abilities. In September 2010, this time bank of skills was invaluable when a series of huge earthquakes rocked the city of Christchurch and nearby Lyttelton. The community was able to tap into this marketplace of skills to meet people’s immediate needs during the disaster, such as clearing debris, delivering food and water, and providing emotional support. But equally importantly, these skills were leveraged in the months and years of community rebuilding, such as helping with home repairs and finding accommodation for those people left homeless. Although important challenges face the global community, we also have the ability to network resources in new ways to enhance personal and community resilience.

Source: B Davis, JL Ozanne & RP Hill, ‘The transformative consumer research movement’, Journal of Public Policy & Marketing, 2016, 35(2): 159–69; LK Ozanne & JL Ozanne, ‘How alternative consumer markets can build community resiliency’, European Journal of Marketing, 2016, 50(3/4): 330–57.

  

      Taking it from here: the plan of the text

This text addresses many facets of consumer behaviour, and many of the research perspectives described briefly in this chapter are highlighted in later chapters. The plan of the text is simple: it goes from micro to macro. Think of it as a sort of photograph album of consumer behaviour: each chapter provides a ‘snapshot’ of consumers, but the lens used to take each picture gets successively wider. The text begins with issues related to the individual consumer and expands its focus until it eventually considers the behaviours of large groups of people in their social settings. The topics to be covered correspond to the wheel of consumer behaviour presented in Figure 1.5.

  Figure 1.5 The wheel of consumer behaviour
[image: A circular flow chart shows the four aspects of consumer behaviour:]
 Image descriptionFoundations of consumer behaviour Consumers’ hearts and minds Consumers’ decisions and choices Consumers in their social and cultural settings

First we focus on the crucially important topic of consumer wellbeing in the chapter ‘Consumption and consumer wellbeing’ as we consider some of the consequences of our decisions for our environment and ourselves. In Section 2, ‘Consumers’ hearts and minds’, we dive deeper into the facets of individual consumer behaviour at the most micro level. We also examine how individuals receive information from their immediate environment and how this material is learned, stored in memory and used to form and modify individual attitudes—both about products and about themselves. In Section 3, ‘Consumers’ decisions and choices’, we zoom in on how exactly we choose products and services from a field of competitors and how we decide to purchase, use and even dispose of these products. Finally, in Section 4, ‘Consumers in their social and cultural settings’, we expand the lens to consider external influences on these decisions, such as the groups to which we belong and the opinions of others, which we access via both traditional and new media. Additionally, this section includes discussion of the macro-level influences on consumer behaviour and examines the relationship of marketing to the expression of cultural values and lifestyles, how products and services are related to rituals and cultural myths, and the interface between marketing efforts and the creation of art, music and other forms of popular culture that are so much a part of our daily lives.

      Learning snapshot

  	Consumer behaviour is the study of the processes involved when individuals or groups select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires. A consumer may purchase, use and dispose of a product, but different people may perform these functions. In addition, we can think of consumers as role players who need different products to help them play their various parts.
	Consumer behaviour theory is used by marketers and advertisers to gain an insight into both commercial and social interactions that evolve from consumers’ everyday decisions and lifestyle practices.
	Market segmentation is an important aspect of consumer behaviour. Consumers can be segmented according to many dimensions, including product usage, demographics (the objective aspects of a population, such as age and sex) and psychographics (psychological and lifestyle characteristics). Emerging developments, such as the emphasis on relationship marketing and the practice of database marketing, mean that marketers are much more attuned to the wants and needs of different consumer groups.
	The Web and social media are transforming the way consumers interact with companies and with each other. Online commerce allows us to locate obscure products from around the world, and consumption communities provide forums for people to share opinions and product recommendations. The benefits are accompanied by potential problems, including the loss of privacy and the deterioration of traditional social interactions as people spend more time online.
	The field of consumer behaviour is interdisciplinary; it is composed of researchers from many different fields who share an interest in how people interact with the marketplace. These disciplines can be categorised by the degree to which their focus is micro (the individual consumer) or macro (the consumer as a member of groups or of the larger society).
	Researchers who study consumer behaviour do so both for academic purposes and to inform marketing organisations about practical decisions. We can roughly divide research orientations into two approaches: the positivist perspective emphasises the objectivity of science and the consumer as a rational decision maker. The interpretivist (or CCT) perspective, in contrast, stresses the subjective meaning of the consumer’s individual experience and the idea that any behaviour is subject to multiple interpretations rather than one single explanation.


Consumer behaviour challenge

  	This chapter says that people play different roles and that their consumption behaviours may differ depending on the particular role they are playing. State whether you agree or disagree with this perspective, giving examples from your personal life. Try to construct a ‘stage set’ for a role you play. Specify the props, costumes and script that you use to play the role (e.g. job interviewee, conscientious student, party animal).
	What aspects of consumer behaviour would interest a financial planner? A university administrator? A graphic arts designer? A social worker in a government agency? A nursing instructor?
	Some researchers believe that the field of consumer behaviour should be a pure rather than an applied science. That is, research issues should be framed in terms of their scientific interest rather than their applicability to immediate marketing problems. Give your views on this issue.
	Name some products or services that are widely used by your social group. State whether you agree or disagree with the notion that these products help to form group bonds, supporting your argument with examples from your list of products used by the group.
	Although demographic information on large numbers of consumers is used in many marketing contexts, some people believe that the sale of data on customers’ incomes, buying habits and so on constitutes an invasion of privacy and should be stopped. Comment on this issue from both a consumer’s and a marketer’s point of view.
	List the three stages in the consumption process. Describe the issues that you considered in each of these stages when you made a recent important purchase.
	State the differences between the positivist and interpretivist approaches to consumer research. For each type of enquiry, give examples of product dimensions that would be more usefully explored using one type of research over the other.
	Do marketers have the ability to control our desires or the power to create needs? Is this situation changing as the internet creates new ways to interact with companies? If so, how?
	Critics of targeted marketing strategies argue that this practice is discriminatory and unfair, especially if such a strategy encourages a group of people to buy a product that may be injurious to them or that they cannot afford. For example, community leaders in largely minority neighbourhoods have staged protests against billboards promoting beer or cigarettes in these areas. What are your views regarding this issue?
	This chapter discussed a study that compared and contrasted people who lead ‘happy’ versus ‘meaningful’ lives. How does this distinction relate to the way you decide to spend your time and money? How does it relate to consumer behaviour more generally?*


      Case study

Are we marketing for Good or Evil? Or anyone who pays us? 

Michelle Fragar (former Chair, Australian Marketing Institute, Qld), Director BRANDiT Digital Marketing Agency.

With more open discussion and media awareness about owning ‘White Privilege’, and acknowledging ‘Me Too’ and ‘Black Lives Matter’ movements, is this the time and the perfect melting pot for marketers to drive positive change?

As I pondered the state of marketing in 2021, I noticed that in no other period of humankind have we had to adapt and change at such an incredible rate. Which, can you believe, sped up during the COVID-19 pandemic, as we were thrown into an ‘adapt or die’ scenario—just like every ‘outbreak’ movie we have ever watched. Consider how many hundreds of years it took humans to stop enslaving others—yet now we have a world so drawn into tech and getting lost in fantasy that some may equally suggest it’s a method of self-slavery that has parents struggling to learn and implement the art of screen coaching their children.

Our connection with technology

The most interesting marketing trend for me has been discovering that the speed of tech adaption is faster than the speed of research and analytics of its impacts. In the new and evolving world of social documentaries, the Netflix documentary The social dilemma said it best as it opened our eyes to the new generational problem.*

The technology that connects us also divides us, controls us, manipulates us, polarises us, distracts us and monetises us. So, in a world driven to find meaningful connections, what we are finding is that the internet, and more so social media, has facilitated serious changes in consumer behaviour in many areas, which will describe shortly. As marketers we have an opportunity to positively steer the ship or to apply an ‘everyone else is doing it’ mentality to our marketing activities. 

Generational gaps

Now more than ever we can see the gap between generations widening, and it has happened very quickly. Each generation has its own voice and can openly express its differences in an unregulated and unmonitored way. The millennial and later generations have been raised with a mobile in their hands, which socially, emotionally and intellectually sets them apart even from Gen Xers, who were raised with the joy of having a small TV in their bedrooms, let alone boomers, who predated the invention of the first computer, mobile phone and tablet. And yet we are all navigating the same online environments. Moving forward, I think there will be a trend for marketers to bridge the gap between generations.

Does becoming a ‘keyboard warrior’ stem from generational differences all colliding on socials, where we can so easily disagree with one another? Or is it that communication methods have changed so much that some boomers simply don’t understand the short codes and emojis their grandchildren use? Or is it simply linked to emotional intelligence or mental stability? What is it about ranting that makes us feel better, and why do we think it’s our right to be confrontational online? We would never act the same way or say the same things in person, so as marketers, do we want to continue putting so much of our marketing strategy into social media? If you haven’t developed an opinion, go and join the local community page for your suburb. It’s incredibly insightful!

Protecting a brand and business online

A client of mine, Splash King (a Gold Coast pool supplies and service company), ran a Facebook ad (refer to Figure 1). The related comments (names have been removed for privacy) are a great recent example of ‘Build back better’: someone took time out of their day to write a negative comment about the business without knowing anything about it. It was wonderful to see the community take on the battle rather than the business having to deal with it. The challenge is choosing when to react and when to stay silent. I wouldn’t have responded to this, so having the community do it was a joy to see. Take note of how many people ‘liked’ the last post.

  Figure 1 
[image: ]
Source: Splash King

Brands are finding it hard to protect themselves; even those who are doing really well get the disgruntled person who gives them a 1-star review online, which can’t be deleted by the business. Now, that’s just a person venting, right? Or is it a calculated and vicious attack on a business? A recent case in Victoria adds to precedent in a case where a periodontist was awarded a $170,000 payout against a disgruntled customer who gave them a 1-star review on Google.* The past decade saw the rise of the keyboard warrior and the disgruntled customer being able to have their say. The trend I see moving forward is marketers being very careful around how they can protect their staff and brands in defamation of character suits. It doesn’t help that we can become addicted to our screens: scrolling has become a part of our daily routine.

Screentime addiction

More and more information is released regarding screen addiction and the glorious dopamine hit we all get from technology. No wonder we are all grabbing our phones for that hit of ‘happiness’. But what happens to us after years of addiction when we have no dopamine left?

As marketers of the future, it’s important that you start to think now: how will you find positive ways to market and how will you work to support the screen coaching principles so we can remove FOMO and implement safe and healthy understanding, and have a better life–tech balance? Research is showing that we have to focus on our happiness and the early developmental stages of children.

One of my clients, ScreenCoach, came up with a concept to find a balance of screen time among our children. It’s a nag-free approach that offers positive rewards for earning screentime. The government agreed that this was needed and awarded them with a $1 million grant to help with the development. The current generation of children was basically born knowing how to swipe and was using an iPad by the age of two, so it’s not surprising that a solution to the problem was necessary. Thousands of people have already signed up for the trial. You can find out more by viewing the following video.

Since the early 2010s, the number of research findings on how technology impacts children’s development has been increasing. In 2018 an Environmental Research article* showed some alarming areas of concern. Many are trying to find the link between the hours spent using technology and spectrum disorders and children’s physical and emotional development. The fact is, the COVID-19 pandemic has created the perfect storm for researchers, and I’m incredibly interested to read the ongoing findings. The goal is to find a balance but with e-sports booming and their commitment to creating platforms you can’t get off or pause, it makes it hard. In Australia, we are leading the way as one of the first countries to have an e-Safety Commissioner who is responsible for guiding Australian families. As marketers, this will be a commission worth following, as this topic isn’t going away. In fact, in August 2021, the Chinese government banned children from playing video games for more than three hours a week.* Current Australian guidelines from the Department of Health* recommend screen time as follows:

  	no screen time for children younger than two years
	no more than one hour per day for children aged 2–5 years
	no more than two hours of sedentary recreational screen time per day for children and young people aged 5–17 years (not including schoolwork).


Social influencers vs qualified professionals

Social media not only created a home for friends and families to share their lives, but also monetised a way for those wishing to live their best lives (lifestyle hunting) through to supporting collective extremism. But has the world changed so much that we now value the opinion of an influencer over a trained and qualified professional? And when did we go back to the Revenge of the Nerds structure where we do what the popular/pretty people are telling us?

As someone who lived through the 1990s to 2000s as a teenager and a young adult, I can see a wave of issues we as marketers need to immerse ourselves in early, so that we are using our communications abilities for the good of the world, not the bad. The rise of the reality celebrity and social media created the perfect storm, allowing empires to be built based on popularity (e.g. the Kardashians). The world was previously run by empires based on hierarchy of social stature and money; now popularity is fast-tracking people into this new social order. We need higher scrutiny around authentic posts. Instagram making influencers acknowledge paid placements is a great start to showing viewers this isn’t their authentic unpaid promotion; it’s a paid placement on their marketing channel. On the standout Netflix documentary The social dilemma, one of the interviewees made a statement that will resonate in marketing for decades to come: ‘If you’re not paying for the product, you are the product’.*

So how do you as a marketer deal with this? It’s a question I ask myself daily. I think it’s all about balance. There are 100% appropriate influencer opportunities as marketers. But let’s not forget, we are paying them to promote your company or clients. I recently spoke to a group of what I would call marketing experts and CMOs and not one of them is promoting themselves or their knowledge on social media. These are our best marketing brains, and yet you go to social media and there is a plethora of people trying to tell you they are as good, and we believe them. Along with my colleagues, I have debated the decrease in professional services and economic outcomes of a Kardashian economy. Something for you to ponder as you develop your skills as a marketer.

Consider this: football superstar Cristiano Ronaldo moved two bottles of Coke placed directly in front of him out of camera view at a Euro 2020 press conference: this simple act decreased Coca-Cola’s market value by $2.8 billion pounds (approx. AU$5.2 billion).* Are markets putting too much value on influencers, and how do you protect your brand and market value?

The next generation of marketers

I think the biggest efforts in driving marketing change will come from the younger generations, who are already showing signs of:

  	developing better emotional intelligence
	looking to slow down the world to protect it
	speaking up about movements they are passionate about (e.g. ‘Black Lives Matter’ and ‘Me Too’)
	asking Why? (and our capitalist answers are not making sense to them):	Why kill the sea so we can eat? Stop eating seafood (restless and rebellious)
	Why do we only use skinny models? Show me how I would look in your product (build back better)
	Why do we need so much product packaging? How do we reduce and reuse? (build back better)




They have overcome the ‘that’s what we always did’ mentality and are pushing older generations to reassess their beliefs and habits for a better tomorrow. This was happening pre COVID-19; however, we can now see a bigger swell of positive nationalism and opportunities for change. They aren’t looking at capitalism as a model of success; rather, they are looking to balance life with financial needs (playing with time). I will be interested to watch this generation but I believe it will take yet another generation to demonise overindulgence of consumerism as many are still locked in the Instagram life where beauty and vanity combine with a healthy case of narcissism that naturally occurs from allowing ourselves and our personality to merge into the version we promote to the world on socials. Loneliness and lack of connection among our young is causing a new health pandemic in our country that we previously only saw high rates of among older people—and it’s only going to get worse.

More than half the world’s population is aged 18 to 64,* and this group also defines how the other half consume food, information and social insights. Statistically this shows that we could make aware and conscious decisions as consumers and the market has an appetite for purpose-driven, ethical companies. Refer to Figure 2.

  Figure 2 Global population by age group
[image: A pie chart shows the global population by age.]
 Image descriptionThe global population by age group approximately are as follows: under 5, 10; age 5 to 14, 20; age 15 to 24, 15; age 25 to 64, 50; age 65, 5.
Source: Based on data from United Nations, Department of Economic and Social Affairs, Population Division, World Population Prospects 2019, Online Edition.  

So, as a marketer of the next generation it’s your job to help steer and guide your management team not only to ethical business practice, but also to socially positive and empowering movements that can be part of the solution, rather than part of the problem, as complacency is just as bad as active participation. Don’t just adapt to change: mould your new reality into a better solution. How will your marketing efforts be part of this change?

About the author: Michelle Fragar (FAMI CPM) is a Fellow of the Australian Marketing Institute (AMI), the CPM of the Year (AMI) Winner 2020, Qld State Chair of the AMI, as well as Managing Director of BRANDiT Marketing, a Marketing & Brand Strategy Agency. 

Questions

  	How will social media and technology impact you as a future marketer? Will fake news impact our ability to model consumer behaviour?
	Why do you think people have become ‘keyboard warriors’? And how will you protect your brand from this type of negativity against the brands you manage?
	How will positive social activism change a consumer’s behaviour moving forward? Have you noticed views of your family and community changing around the topics of ‘White Privilege’, ‘Black Lives Matter’ and ‘Me Too’? 
	How could you support these movements as a marketer? Or protect your brand as they happen?
	How will technology change the way the consumer finds and digests your marketing efforts?


      Chapter 2 Consumption and consumer wellbeing

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

2.1 Define and explain business ethics.
2.2 Identify the obligations marketers have to provide safe and functional products as part of their business activities.
2.3 Discuss consumer behaviour and policy issues and how they impact consumers’ choices and behaviours.
2.4 Identify how a marketing approach can be applied to improve the quality of life for consumers and make improvements to the environment and society.
2.5 Describe the ‘dark side of marketing’ and how consumer behaviour can be harmful to individuals and to society.
  
 Introduction

Consumers today live in an increasingly complex world influenced by dramatic change driven by the global reach of technology and the spread of the COVID-19 pandemic, which have changed the nature of markets and consumers’ access to products and services. At the same time, consumers’ increasing dependence on technology and global connectivity makes them potentially vulnerable to privacy breaches and identity theft because of the increased sharing of information via digital network connections and services over the internet. Global scandals are also impacting consumers’ lives: while many marketers strive to do the right thing, there continue to be significant ethical breaches. Most disreputably in recent times were the actions of Volkswagen, one of the world’s largest car manufacturers, admitting to the deliberate use of computerised ‘cheatware’ in millions of its vehicles to ensure the vehicles deceptively passed mandatory emissions tests set by governments. The ‘Dieselgate’ scandal cost the company more than 30 billion euros in fines and settlements and it is claimed that in Europe alone this deception caused 5,000 premature deaths.*

While these business actions can undermine green credibility in markets, on the upside consumers are living greener lifestyles, which can be attributed to improved ‘green policy’ changes. Some positive examples include efforts to reduce the use of single-use plastics, with six out of eight Australian states and territories committing to ban single-use plastics in 2021.*

Other green improvements include the commitment by many countries and jurisdictions to phase out all petrol and diesel vehicles.* In the US, for example, California’s governor signed an executive order in 2020 that bans the sale of gas-only cars ‘within 15 years’.* Combined, these efforts will impact businesses’ sustainability marketing, which involves strategies that focus on sustainable market developments based on a ‘win–win’ scenario where social and/or environmental goals and business performance can be achieved.*

 The luxury fashion industry is also making efforts towards sustainability. Borbonese, a prestigious Italian brand of high luxury leather and fabric products, claims that it is ‘leaning towards a more sustainable business in so many areas, starting from behaviour, respect and production’ and that ‘60% of Spring Summer 2021 Collection has been produced using eco-friendly and recycled materials’.*

 [image: Close-up of a woman wearing a handbag made from recycled materials.]
The nylon used to make this backpack by Italian historical brand Borbonese is manufactured from recycled plastic bottles. Source: A. Astes/Alamy Stock Photo

The second-hand fashion sector is also offering new forms of value to shoppers: sustainability and fashionability.* thredUP, a large, second-hand clothing business, claims that it offers its clients the opportunity to ‘constantly refresh [their] style while creating less waste’.* thredUP also reports that while consumers bought less apparel overall during the COVID-19 pandemic, they have identified that more consumers are turning to thrifting, and it is a habit many plan to maintain in the future. That’s good for consumers’ wallets: the 2021 resale report from thredUP states that over the previous decade consumers saved $390 billion by buying 6.65 billion second-hand apparel items via the second-hand market.

 [image: A sorting facility for clothes.]
The thredUP sorting facility in Phoenix, Arizona Source: Matt York/AP Photo

      Business ethics

      2.1 Define and explain business ethics.

Business ethics are rules of conduct that guide actions in the marketplace; these are the standards against which most people in a culture judge what is right and what is wrong, good or bad. These universal values include honesty, trustworthiness, fairness, respect, justice, integrity, concern for others, accountability and loyalty.

Of course, notions of right and wrong differ among people, organisations and cultures. Some businesses believe it is OK for salespeople to pull out all the stops to persuade customers to buy, even if this means they mislead them; other companies feel that anything less than total honesty with customers is terribly wrong. Because each culture has its own set of values, beliefs and customs, companies around the world define ethical business behaviours quite differently. Cultural differences certainly influence whether business practices such as bribery are acceptable. In Australia, the Criminal Code Act 1995 states that it is illegal to bribe a foreign official with the intent of influencing their decision for continued business or starting a business, even if it was unintended.* The Organization for Economic Cooperation and Development (OECD), to which most industrialised countries belong, also outlaws bribery. Still, these practices are common in many countries. In Japan it is called kuroi kiri (black mist), in Germany it’s schmiergeld (grease money), whereas Mexicans refer to la mordida (the bite), the French say pot-de-vin (jug of wine) and Italians speak of the bustarella (little envelope). They’re all talking about baksheesh, the Middle Eastern term for a ‘tip’ to grease the wheels of a transaction. In many countries, giving ‘gifts’ in exchange for getting business from suppliers or customers is acceptable and even expected.

Regardless of whether they do it intentionally, some marketers violate their bonds of trust with consumers. In some cases, these actions are actually illegal, as when a manufacturer deliberately mislabels the contents of a package. Or a retailer may adopt a ‘bait-and-switch’ selling strategy, which is used to lure consumers into a store by offering inexpensive products with the sole intent of getting them to switch to higher-priced goods. In other cases, marketing practices have detrimental effects on society even though they are not explicitly illegal. Some companies erect billboards for alcohol and tobacco products in low-income neighbourhoods; others sponsor commercials that objectify women as they indulge some male viewers.

Not all consumers are won over by company claims of being socially responsible. Some consumers will always prefer a lower price, even if they know a product is made unethically. Consumers’ attitudes towards social responsibility influence their willingness to pay more. People with high standards of corporate behaviour reward ethical companies with bigger premiums and punish the unethical ones by only buying their product when it is significantly discounted. Some research suggests that consumers’ sensitivity to ethical issues is often limited in practice to a few pet interests, and that while many consumers will care about many things on the ‘ethical agenda’, these concerns are weighed against mundane issues such as mortgages, interests rates and healthcare.* Nevertheless, consumers are prepared to part with cash if the products are worthy and affordable, as well as if they are fun, better, more convenient and more sustainable.

Good ethical behaviour can lead to success in the market and even create new opportunities. When discussion turns to marketing ethics, however, some people ridicule the term and argue it is an oxymoron. This response is based on the view that marketing is manipulative and pejoratively frames many discussions of marketing practice as having a negative impact on consumers and society. 

Many people agree with this view. Research from the US reveals that 60% of consumers have a much more negative view of advertising and marketing than they did only a few years ago, and 61% feel that the amount of marketing and advertising is out of control.*  This is a disturbing state of affairs. Can we improve society’s negative view of marketing practice? One way might be to increase practitioners’ ethical sensitivity so that they become more aware of the many ethical dilemmas that people face in everyday life. Marketers also need to be able to make rational moral arguments and be able to defend their actions when asked to explain their marketplace behaviour. To do this, marketers need moral standards that can be applied to marketing decisions and behaviours. *

A sound starting point is to look at what moral philosophers have outlined in the past and the theories they have used to explain why certain acts are right or wrong, why we ought to do something or not, or why one act is to be preferred over another. These theories provide the norms or basic rules of behaviour and are referred to as normative ethics. Two widely used perspectives informed by normative ethics are the deontological perspective and the teleological perspective.

The deontological perspective basically focuses on duty to others. Deontologists are sometimes called non-consequentialists because of their emphasis on acting according to universal moral duties without regard to the good or bad consequences of their actions. On the other hand, teleological or consequentialist perspectives are predicated on the notion that the ethically correct decision is the one that produces the best consequences. Unlike deontology, consequence-based theories do not ask whether a particular practice or policy is always right or wrong, but whether it will lead to positive results.

Marketers can address ethical problems by applying an ethical analysis to marketing and advertising activities. A practical and widely used guide to ethical analysis is Gene Laczniak’s framework. This framework has been adapted as a ‘How to’ guide in the appendices and can be referred to when you consider the vignettes of marketing practice discussed at different points throughout this text. Being ethically sensitive is important for marketers, not just because of society’s expectations but also because it is good business practice. In fact, unethical marketing is wasteful marketing because exploitative and manipulative actions do not build positive or long-term relationships with consumers. Therefore, any benefits accruing to marketers or customers at the expense of each other are short lived and lead to subsequent losses that more than offset short-term gains from immediate sales.*

      Needs and wants: do marketers manipulate consumers?

One of the most common and stinging criticisms of marketing is that companies convince consumers they ‘need’ many material things and that they will be unhappy and inferior people if they do not have these ‘necessities’. The issue is a complex one and is certainly worth considering: do marketers give people what they want, or do they tell people what they should want?

Who controls the market: companies or consumers? This question is even more complicated as new ways of buying, having and being are invented every day. It seems that the ‘good old days’ of marketerspace—a time when companies called the shots and decided what they wanted their customers to know and do—are dead and gone. Many people now feel empowered to choose how, when or if they will interact with corporations as they construct their own consumerspace. In this new environment, individuals dictate to companies the types of products they want and how, when and where (or even if) they want to learn about those products. In turn, companies need to develop and leverage brand equity in bold new ways to attract the loyalty of these consumer ‘nomads’. People still ‘need’ companies—but in new ways and on their own terms. As you’ll see throughout this text, profound changes in consumer behaviour are influencing how people search for product information and evaluate alternative brands. In the brave new world of consumerspace, we have much greater potential to shape our own marketing destinies.*

Do marketers create artificial needs?

The marketing system has come under fire from both ends of the political spectrum. Research shows that criticism and suspicion of marketing exist on both sides, left and right, of the political spectrum.* Views and values aligned with issues such as protection of the environment and workers’ rights in developing countries are often viewed as ‘left wing’ and in critical or indeed in direct opposition to marketing and consumption. However, other groups such as religious organisations and also men’s rights activists are often viewed as on the right of the political spectrum, and they also have their own anti-marketing and anti-business views. For example, in a formal address in Sydney, Australia, to tens of thousands of young Roman Catholics, Pope Benedict XVI attacked popular culture and consumerism. He also warned that natural resources were being squandered. Organisations such as Gillette have also faced what can be viewed as ‘right-wing’ challenges from men’s rights groups against its #MeToo-inspired advertising.*

Response: A need is a basic biological motive; a want represents one way that society has been taught to satisfy the need. For example, thirst is a biologically based need. Marketers teach us to want Coca-Cola to satisfy that thirst rather than, say, goat’s milk. Thus, the need is already there; marketers simply recommend ways to satisfy it. A basic objective of marketing is to create awareness that needs exist, not to create needs.

Is marketing necessary?

More than 50 years ago, the social critic Vance Packard wrote, ‘Large-scale efforts are being made, often with impressive success, to channel our unthinking habits, our purchasing decisions, and our thought processes by the use of insights gleaned from psychiatry and the social sciences’.* The economist John Kenneth Galbraith charged that radio and TV are important tools to accomplish this manipulation of the masses. Because consumers don’t need to be literate to use these media, repetitive and compelling communications can reach almost everyone. This criticism may be even more relevant to online communications, where a simple click delivers a world of information to us.

Some people allege that marketers arbitrarily link products to desirable social attributes, so they foster a materialistic society where what we own defines our value as a person. One influential critic even argued that the problem is that we are not materialistic enough: we do not sufficiently value goods for the utilitarian functions they deliver but instead focus on the irrational value of goods for what they symbolise. According to this view, for example, ‘Beer would be enough for us, without the additional promise that in drinking it we show ourselves to be manly, young at heart, or neighborly. A washing machine would be a useful machine to wash clothes, rather than an indication that we are forward-looking or an object of envy to our neighbors’.*

Response: Products meet existing needs, and marketing activities only help to communicate their availability.* The economics of information perspective regards advertising as an important source of consumer information.* This view emphasises the economic cost of the time we spend searching for products. Accordingly, advertising is a service for which consumers are willing to pay because the information it provides reduces their search time. Furthermore, marketing informs other services to consumers through its application to social and behaviour change programs. The practice of social marketing, which we discuss later in this chapter, creates positive changes in society that benefit individuals and society.

Do marketers promise miracles?

Consumers are led to believe through advertising that products have magical properties—that products will do special and mysterious things for them in a way that will transform their lives. Consumers will be beautiful, have power over others’ feelings, be successful and be relieved of all ills. In this respect, advertising, or the marketing effort, functions as mythology does in primitive societies: it provides simple, anxiety-reducing answers to complex problems.

Response: Fundamentally, this question frames the consumer as a ‘dupe’.* Yet many consumers buy products not because they have practical utility but because they provide pleasure, entertainment and hope. Each day, millions of consumers engage in behaviours that give them pleasure, such as paying for a massage or indulging in eating good chocolate; they play the share market, read self-help books or join a gym because they want to improve their lives. These consumption situations are valued by consumers because they offer hope. Hope is an emotion that motivates consumers and it is a marketable entity that makes many industries viable. Think of the beauty industry: it is a multi-billion dollar business that influences the viability of pharmaceuticals, plastic surgeons, department stores, beauty salons and spas. The beauty industry sells products that enable consumers to ‘hope’ they will improve their physical appearance.*

Do women really believe that wrinkle products work? Most women probably don’t. However, they suspend their disbelief because they are buying ‘hope in a bottle’. Their consumption behaviour is ‘goal congruent’ because they believe that favourable outcomes will occur from purchasing a jar of wrinkle cream. Additionally, products that don’t deliver consumer satisfaction fail. The failure rate for new products is estimated at 40–80%. Although people think that marketers and advertisers have an endless source of magic tricks and scientific techniques to manipulate consumers, in reality the industry is successful when it tries to sell good products and unsuccessful when selling poor ones.

       

Marketing opportunity

‘A glass half-full perspective’: authentic woke marketing

Consumers today are more belief-driven buyers, which means a brand’s product and its principles are equally important. This change contributes to the mounting evidence that a brand’s philanthropic activities can influence shopper behaviour and, ultimately, purchasing decisions. It seems that brands are being called to support humanitarian and social issues as consumers demand ethical products and services that give back to communities. Finding the right balance between aligning with customer values and being ‘woke’, however, can be divisive and even risky because a brand’s social actions are seen as controversial in different ways.

The term woke originated in African-American communities and refers to being awake and well-informed of the truth and aware of social injustices. The definition of the adjective was further developed in 2017 by Oxford English Dictionary, which defined it as being ‘alert to racial or social discrimination and injustice’. Being a ‘woke brand’, however, could be a double-edge sword. From boycotting, to social media firestorms: consumers and other stakeholders (i.e. employees and investors) respond in varying ways to a brand taking a political stance, or being controversial. Two global brands tell an interesting branding tale!

Gillette has run with the iconic slogan ‘The Best a Man Can Get’ and used advertising to position its product on being a superior razor. In 2019 Gillette launched a new campaign putting a spin on the iconic slogan to align with the popular #MeToo movement, changing its slogan to ‘The Best a Man Can Be’. Gillette’s woke advertising put the spotlight on toxic masculinity and called to its consumer base to think more deeply about their own words and actions. The advertising message asked: ‘Is this the best a man can get?’ and the visual showed a range of negative behaviours being carried about by boys and men. The ad went viral with more than four million views on YouTube in 48 hours and generated both extensive praise for being ‘powerful and much needed’, and angry criticism. The ad’s YouTube page became a battleground, with negative responses outnumbering positive on the platform. Gillette’s current ad in Australia takes a step back from global social issues and focuses on local heroes.

Nike’s social injustice campaign featuring Colin Kaepernick also resulted in criticism and boycotts, with consumers posting pictures of their burning shoes. While Nike’s campaign was offensive for some, for others it created an important momentum, aligned authentically with the Black Lives Matter movement and even appeared to have contributed to market success, with Nike’s stock reaching an all-time high at the time of the campaign. What distinguishes consumers’ reactions to these two brands?

When brands become activists, their underpinning motives are scrutinised, and negative attributions will impede business and reduce brand equity. Brands have to ‘walk the talk’ and the critical concept affecting consumers’ judgement is how the brands show authenticity. Consumers are making assessments of how real or genuine the brand’s involvement with the cause or issue is. Communicating the authenticity of brand activism is the alignment of the brand’s explicit purpose and values with its activist marketing messaging and prosocial corporate practice. Today, brands have become activists and polemicists. At the same time, it also seems that woke marketing is a way for brands to choose consumers.

 Source: Gillette Australia, ‘Ben the Aussie Firefighter’: https://www.youtube.com/watch?v=CbaLCoZY7wo; B Hurst, ‘Brands backing Black Lives Matter: It might be a marketing ploy, but it also shows leadership’, The Conversation, 4 June 2020: https://theconversation.com/brands-backing-black-lives-matter-it-might-be-a-marketing-ploy-but-it-also-shows-leadership-139874; The Economist, ‘A brand new world: It has never been easier to launch a new brand’, 25 January 2020: https://www.economist.com/business/2020/01/23/it-has-never-been-easier-to-launch-a-new-brand;, J Vredenburg, S Kapital, A Spry & JA Kemper, ‘Brands taking a stand: Authentic brand activism or work washing?’ Journal of Public Policy & Marketing, 2020, 39(4): 444–60.

  

      Materialism: are you what you own?

Many consumers work hard to achieve their dream of ‘the good life’, which abounds in material comforts. Most young people can’t imagine a life without digital devices and other creature comforts. In fact, we can think of marketing as a system that provides certain standards of living to consumers. To some extent, then, the standards of living we expect and desire influence our lifestyles, either by personal experience or as a result of the affluent characters we see on TV in reality shows such as Keeping Up with the Kardashians, in movies, in the pages of Vogue and in the lifestyles posts from the social media influencers on TikTok and Instagram we follow.* Exhibit A: the popular bumper sticker that reads, ‘He who dies with the most toys wins’. 

Our possessions play a central role in our lives, and our desire to accumulate them shapes our value systems. Materialism refers to the importance people attach to worldly possessions.* Materialists are more likely to value possessions for their status and appearance-related meanings, whereas those who do not emphasise this value tend to prize products that connect them to other people or that provide them with pleasure when they use them.* As a result, high materialists prefer expensive products that they publicly consume. Following the COVID-19 pandemic there has been an unprecedented decline in consumer purchasing of luxury goods, with the market witnessing a negative demand shock across all regions. Loss of employment and reduction in salaries have led to significant changes in how consumers are spending their disposable income. Forecasters are predicting, however, that the global personal luxury goods market is likely to gain back momentum through online channels in the future.*
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There are many Instagram accounts which curate 'foodie' content, sharing recipes, dining locations and different types of cuisine. Source: ESstock/Shutterstock

Perhaps our expectations about accumulating material goods are evolving as consumers increasingly get access to more and more exotic products. Thus, materialists value (or perhaps even obsess about) the inherent qualities of what they buy, whether their purchases are diamonds or organic yoghurt. One important dimension today is provenance: shoppers are willing to pay more for an item when they know exactly where it comes from, and they are assured that ‘real people’ have thoughtfully selected the things from which they choose. This process of curation, which used to refer to an expert who carefully chooses pieces to include in a museum exhibit, now applies to a range of consumer products such as food, clothing and travel. Numerous Instagram accounts curate culinary and visual delights that please the eye, stimulate the taste buds and tempt thousands of followers to dream about food, or about a healthier lifestyle.

      Consumer rights and product satisfaction

 2.2 Identify the obligations marketers have to provide safe and functional products as part of their business activities.

Marketers have an obligation to provide safe and functional products as part of their business activities. In Australia, consumer protection laws and a number of agencies work to provide consumers with information about their rights and options, and take legal action against those companies that break the rules. For example, the Australian Competition & Consumer Commission (ACCC) brought a lawsuit against the pharmaceutical company that markets Nurofen as a pain relief option for ‘specific pain’ in 2016. The company had a different pricing structure for its product range—back pain, period pain and tension headache—yet every product contained the same active ingredients and did the same thing.* The company was fined $6 million for misleading consumers and made to remove its false advertisements for ‘targeted pain relief’.*

If you’re not happy with a product or service, what can you do about it? You have three possible courses of action (though sometimes you can take more than one):*  

  	Voice response. You can appeal directly to the retailer for redress (e.g. a refund) or post a social media review on its Facebook or Instagram page. Increasingly, more consumers are posting social media feedback, and other consumers are using these online reviews to make decisions about the products and services they buy.*
	Private response. You can express your dissatisfaction to friends and boycott the product or the store where you bought it.
	Third-party response. You can take legal action against the merchant, register a complaint with the ACCC, send an email or post a comment on a major news service. These comments can be effective, especially when others join in. The US cosmetics brand CoverGirl ran an advertising campaign targeted at female football fans that depicted a model wearing a Baltimore Ravens jersey with the tagline, ‘Get Your Game Face On’. At about the same time, a prominent Ravens player made headlines in a series of allegations about NFL players who physically abused their wives and girlfriends. Protestors went online and altered the ad to make it look like the model had a black eye.* When enough people band together to express negatively through activist organisations such as Greenpeace or in social media mass protests such as the one CoverGirl ran into, dramatic changes can result.*


A number of factors influence which route we choose. People are more likely to take action if they’re dissatisfied with expensive products such as household durables, cars and clothing than for problems with inexpensive products.* Ironically, consumers who are satisfied with a store in general are more likely to complain if they experience something bad; they take the time to complain because they feel connected to the store. And, if the store resolves the problem, customers feel even better about it than if they hadn’t complained in the first place!* The moral: although nobody likes criticism, organisations should encourage people to complain for these reasons:

  	They get the chance to correct the situation.
	They will avoid the escalating problem that results when consumers take to social media to let others know they’ve been treated badly. People are more likely to spread the word about unresolved negative experiences to their friends than they are to boast about positive occurrences.
	They can collect valuable insights about customers’ experiences that will (hopefully) help them to improve for future customers.
	If consumers do not believe that the store will respond to their complaint, they will be more likely to switch stores than fight because they can take their business elsewhere.


When a product doesn’t work as we expect or turns out to be unsafe, it’s the understatement of the year to say we’re not satisfied. In these situations, marketers must immediately take steps to reassure us, or they risk losing a customer for life. If the company confronts the problem truthfully, we are often willing to forgive and forget. But if the company seems to be dragging its heels or covering up, our resentment grows. This is what happened following the BP Deepwater Horizon oil spill in 2010, and when a disabled Carnival cruise ship sat at sea in 2013 while 4,200 passengers and crew suffered through five days with no plumbing or electricity, and little food, in the glare of an unrelenting media spotlight.*

      Market regulation

Concern for the welfare of consumers and their vulnerability to market power or manipulation has been a significant issue since at least the beginning of the 20th century. Consumer activists also continue to voice concerns about a range of issues such as child labour, exploitative advertising and genetically engineered food and call to industry and government agencies to better protect consumers.* In Australia, the government has established a range of agencies to oversee consumer and market relationships. Key consumer-relevant agencies include the ACCC, the Ad Standards, Food Standards Australia New Zealand (FSANZ), the Australian Securities & Investments Commission (ASIC) and the Australian EPA. An important piece of legislation is the Competition and Consumer Act 2010 (previously known as the Trade Practices Act 1974) because it serves to enhance the welfare of Australians through the promotion of competition and fair trading. The act covers most areas of the market: the relationships between suppliers, wholesalers, retailers and consumers.*

Table 2.1 lists major Australian regulatory agencies and their responsibilities. One of the most important agencies for Australian consumers is the ACCC, while in the US the Food and Drug Administration (USFDA) is equally important: both agencies police advertising claims as well as the contents of edible products and pharmaceuticals. For example, in 2020, the ACCC took popular activewear brand Lorna Jane to court alleging that the company had falsely claimed that its clothes could stop the spread of COVID-19 and eliminate it. The Australian Federal Court fined Lorna Jane $5 million in July 2021, stating the company’s claim was ‘predatory’ and ‘exploitative’.*

 Table 2.1 Australian regulatory agencies
	Regulatory agency	Responsibilities	Website
	Australian Competition & Consumer Commission (ACCC)	The primary responsibility of the ACCC is to ensure that businesses and individuals comply with Australian competition, fair trading and consumer project laws.	https://www.accc.gov.au
	Product Safety Australia (PSA)	Product safety regulation in Australia is a shared responsibility between the Australian Competition & Consumer Commission and the states and territories.
The Product Safety Australia website provides a single entry point for recalled products, directing consumers to the appropriate regulator. 	https://www.productsafety.gov.au
	Department of Agriculture, Water and the Environment	The department works to protect and strengthen Australia’s agriculture, water resources, the environment and heritage.	https://www.awe.gov.au
	Ad Standards	Ad Standards administers a national system of advertising self-regulation. It functions as secretariat for the Ad Standards Community Panel and the Ad Standards Industry Jury: the two independent bodies established to determine consumer and competitor complaints against the advertising self-regulatory Codes.	https://adstandards.com.au/about
	Australian Communications and Media Authority (ACMA)	ACMA is an independent Australian Commonwealth statutory authority that regulates communications and media services including the internet and phones, TV, radio and content, spectrum and equipment compliance.	https://www.acma.gov.au
	Australian Trade and Investment Commission (Austrade)	Austrade regulates the export of goods and services. Marketers must constantly keep abreast of changes in Austrade regulations to avoid costly fines.	https://www.austrade.gov.au
	Therapeutic Goods Administration (TGA)	The TGA carries out assessment and monitoring activities to ensure that therapeutic goods are of an acceptable standard.	https://www.tga.gov.au
	International Chamber of Commerce (ICC)	The ICC has authority in making rules that govern the conduct of businesses across borders. These rules are voluntary but important to international transactions. The ICC works closely with the United Nations, the World Trade Organization and the G20.	https://iccwbo.org




       



Marketing pitfall 

‘A glass half-empty perspective’: wasteful marketing

Advertisers are accused of being ‘masters of manipulation’. The advertising profession in Australia has a very poor image. A 2021 Roy Morgan poll rated advertising people only just above car salespeople. Only 4% of Australians thought advertising people had high ethics and honesty.

There is a significant difference between advertising that pushes the boundaries of the truth in creative strategies when using fun and fantasy to engage consumers, and when advertising is used to make false claims about products, brands and services. Advertisers cross ethical boundaries when they use exaggerated claims such as ‘scientifically proven’ and ‘guaranteed results’; and these exaggerated claims can cost millions to companies based on the negative publicity generated, which damages the company’s and brand’s reputation, possibly results in the loss of future customers and in some cases incurs expenses from having to engage legal action. Advertisers and marketers that engage in practices that provide no benefit to the customer or the company are doing purely ‘wasteful marketing’ and this represents a tremendous waste of resources.

False advertising scandals do cost companies. Some landmark cases include leading global brands that have had to pay up for making false claims in their advertising tactics. The maker of energy drink Red Bull was sued in the US for its slogan ‘Red Bull gives you wings’. While the company had been using the tagline for more than two decades, the 2014 case against the company was brought by regular consumers who had not developed ‘wings’ or shown any signs of intellectual or physical abilities after consuming the product for more than 10 years. The company settled the lawsuit to avoid the costs of litigation.

While this case might be an example of a litigious culture, there are other unmistakable examples of companies manipulating the truth. For example, shoe brand New Balance was accused of false advertising in 2011 over its range of running shoes that claimed to help wearers to burn kilojoules. The ‘Truebalance’ shoe marketed ‘hidden toning technology’ inside the shoe, and plaintiffs in the lawsuit claimed to have been harmed and misled by the company. This suit was also settled out of court. This legal proceeding, however, hasn’t stopped market growth in the toning-shoe segment: Skechers has introduced ‘Shape-Ups’, and has come under fire from the US Federal Trade Commission for false advertising. Both brands demonstrate unethical marketing in that they are taking advantage of vulnerable consumers who believe the shoes are a ‘silver bullet’ that can help them to burn more kilojoules or create body toning. Advertisers such as these are why consumers don’t trust advertisers in general.

Consumers can use their purchasing power by supporting brands that don’t engage in consumer manipulation—and support those brands that encourage the greater good and employ ‘exemplary marketing’.

Source: J Sheth & R Sisodia, Does marketing need reform? Fresh perspectives on the future, New York: ME Sharpe, 2006; ‘Roy Morgan, Image of Professions Survey 2021: In a year dominated by COVID-19—health professionals including Nurses, Doctors and Pharmacists are the most highly regarded; but almost all professions down from pre-pandemic’, Online, Article No. 8691, April 2021.

  

      Consumer activism

Consumers are activists in the marketplace when they create movements that set out to promote the rights, consciousness and interests of either all or particular groups of consumers.* An interesting example of this is Adbusters, which creates parody ads such as ‘Absolut Impotence’. Adbusters is a not-for-profit Canadian organisation that advocates for ‘the new social activist movement of the information age’.* Adbusters sponsors numerous initiatives, including Buy Nothing Day and specific corporate campaigns targeted at McDonald's and Calvin Klein, which have strong cultural power and influence on some vulnerable consumer markets such as teenagers and children. Its campaigns and biting ads lampoon advertising messages and are part of a strategy called culture jamming, which aims to disrupt efforts by the corporate world to dominate our cultural landscape. The movement believes that ‘culture jamming ... will change the way information flows, the way institutions wield power, the way TV stations are run, and the way the food, fashion, automobile, sports, music and culture industries set their agendas. Above all, it will change the way meaning is produced in our society.’* The movement takes issues to the street and mixes politics with satire and graffiti to get consumers thinking about issues differently. 

Contemporary movements such as the ‘right to repair’ movement is growing in Australia, and online community iFixit is getting some global traction by challenging big electronic corporations on their restricted repair information and requirement to use ‘authorised repair centres’ for products such as iPhones. In Australia, the Productivity Commission is now looking into amendments to copyright law to make it easier and more affordable for consumers to repair their products and devices.* These movements make the point that we don’t really control the products we own if we don’t have the right to repair them! Companies such as Apple, for example, use ‘proprietary parts and tools’, which make them ‘unfixable’ with everyday repair tools. Did you know that there are two proprietary screws on the bottom of the iPhone, and Apple won’t sell the screwdriver to open them? The CEO of the iFixit community argues that this tactic is undermining consumer recycling—and electronics are already difficult to recycle—and is more invested in selling the next upgrade*.

 [image: A photo shows a screenshot of the homepage of the website iFIXIT, a Wiki-based repair community that provides a free repair guide for everything written by everyone.]
Wiki-based repair community iFixit is building momentum around the ‘right to repair’ movement and is focused on giving consumers greater control over the products they own. Image descriptionSome further details in the photo are as follows: A pair of gloved hands are shown repairing an instrument. The navigation bars show links to repair guides, answer forum, parts and tools store, teardowns and translate.
Source: IFIXIT

Parents’ Voice is an online network of parents mobilised to improve food standards, marketing and advertising to children in Australia.* Such networks are important in an environment where there is increasing concern about the rising levels of childhood obesity in developed countries. Parents’ Voice is supported by credible health organisations such as Cancer Council Australia and Diabetes Victoria and runs effective campaigns that demonstrate how food marketing and advertisers negatively affect the health and wellbeing of children.* Leading branded products such as Kellogg’s LCMs® and McDonald’s have regularly made the ‘Hall of Shame’ awards. With an increasing number of Australians being addicted to sugar, ‘hidden’ sugars—that is, sugars added to products to improve their taste—make it difficult for consumers to live healthier lifestyles.* While we expect chocolates and fizzy drinks to have added sugar, we are probably far less aware of the added sugar in salad dressings, soups, sauces, breakfast smoothies and yoghurts. 

The field of consumer behaviour can play an important role in improving our lives as consumers.*

      Major policy issues relevant to consumer behaviour

 2.3 Discuss consumer behaviour and policy issues and how they impact consumers’ choices and behaviours.

Consumer behaviour impacts directly on major public policy issues that confront our society. It’s hard to divorce consumer behaviour from most of what goes on around us. The field intersects with many of the big issues we read about and debate every day. These range from human rights and humane working conditions to the safety of what we eat and our relationships with governments, corporations and other organisations. In this section, we introduce two major issues—without pretending to cover all of the important ones.

      Data privacy and identity theft

Data breaches at major companies such as Optus, Target, Sony and the Red Cross Blood Service in Australia continue to worry many people.* While some governments are actively engaging with these issues, action taken thus far has often tended to favour corporate interests over consumers. For instance, the Australian Privacy Amendment (Notifiable Data Breaches) Bill 2016* requires organisations to notify the Office of the Australian Information Commissioner (OAIC)* and affected customers as soon as they become aware a breach has occurred. The OAIC, however, has typically failed to issue meaningful penalties to organisations following data breaches, including the aforementioned Red Cross Blood Service breach,* and the largest data breach (as at 2021), which was on Canva’s (the artistic creation platform) system, in which up to 139 million users’ profile details were accessed.* One of the biggest ethical issues many marketers face today relates to how much they can—or should—know about their customers. Virtually anyone who surfs the internet or who carries a mobile phone (especially a smartphone with GPS capability) shares reams of personal information with all sorts of companies (whether they know it or not).

Clearly, we all benefit from technologies that allow companies to precisely tailor their messages to our needs based on the product information we look for. Indeed, industry researchers report that a lot of people actually don’t mind the ads if they are personally relevant.* But some consumer advocates argue that we pay a high cost for this convenience. As the director of one consumer group phrased it in a complaint to the Federal Trade Commission, ‘Online consumers are being bought and sold like chattel’.* Or, to quote Scott Goodson in Forbes magazine, ‘If you’re not paying for it, you become the product’.*

Are we for sale? In some sense, yes. If you surf the internet (and who doesn’t today?) it’s likely that someone is carefully tracking your clicks: the search items you Google, the sites you visit, perhaps even the comments you post on Facebook. In the early days of the internet, advertisers simply bought space on websites that generally matched the demographics of their target audience. Then they showed the same ad to everyone who came to the site: an inefficient approach people in the industry call ‘spray and pray’. Today that picture has changed as companies develop complex algorithms that predict where consumers with specific profiles will visit and serve up precisely tailored messages to these customers.

Identity theft occurs when someone steals your personal information and uses it without your permission. They may charge items on your credit card or perhaps access medical services via your health benefits. Identity theft is the most common consumer complaint, according to the US Federal Trade Commission. It accounts for almost 20% of all problems consumers report.* In 2015, more than 770,000 Australians fell victim to identity theft, at a cost of $4,000 to the average victim, or around $1.6 billion to the economy as a whole; by 2019 this number was up to $3.1 billion for the Australian economy.* And, as any victim knows, the financial aspects are not the only pain points because cancelling credit cards or otherwise correcting the situation can result in huge hassles.*

Identity thieves get more sophisticated every day. They used to be content with stealing wallets and ‘dumpster diving’ to obtain account numbers. Today, we increasingly fall prey to high-tech phishing scams in which people receive fraudulent emails asking them to supply account information, as well as botnets, which hijack millions of computers without any trace. Deepfakes is the rapidly rising practice of using a computer to copy a user’s voice, face or other personal biometric traits and later using them with malicious intent.* Recently, we’ve witnessed numerous hacks of corporate and government databases, including small businesses in Australia* and Apple, The New York Times, Sony Pictures and even NASA globally. 

Locational privacy is a related issue. Every one of us who walks around with a phone transmits their approximate location, and those of us with GPS-enabled phones leave nothing to chance. In addition, many cars now have GPS devices that can share their location with a centralised service. We can purchase GPS trackers to keep tabs on our children, aged relatives or wayward pets. Some insurance companies offer steep discounts to drivers who use GPS tracking technology. The companies provide a small tracker in the car that reports driving habits and in some cases even whether the driver is cruising through unsafe neighbourhoods. Other services allow anxious parents to track a teenager’s driving and provide a ‘report card’ on use of the family car.* A school district in Brazil goes a step further: it requires 20,000 school students to wear uniforms embedded with GPS chips similar to those used in pet trackers. The chips automatically send parents a text message as soon as their child enters the school grounds, or if their child is more than 20 minutes late. A Texas school district implemented a similar plan, though it later abandoned the idea and decided to install surveillance cameras on high school campuses instead.* And a school in the UK was pressured to withdraw a plan to have all students wear radio-frequency identification (RFID) tags following an outcry from parents and negative media attention.*

For all intents and purposes in today’s wired world, consumers can run, but we can’t hide: if someone wants to know where we are or where we’ve been, the data are there for the asking. As with web tracking, there is value here: we can easily identify by looking at hundreds or even thousands of reviews the best sushi place near our current location, or perhaps get a heads up on that police officer with the radar gun who is hiding behind a tree on the freeway. However, this is a mixed blessing if this information gets into the wrong hands. Consumers need to make tough trade-offs between convenience and constant surveillance.

      Market access

Many of us take for granted that we are free to shop anywhere we want or that we can easily learn about our purchase options: everything we need is just a click of a mouse away, right? In reality, however, a large number of consumers experience vulnerability under conditions such as a lack of access to adequate information and to customer service needed to obtain information, to complete a transaction or to solve a problem after purchase.

While consumer behaviour researchers have customarily applied the term consumer vulnerability to children and the aged, and to people with disabilities and/or people who are members of an ethic minority, some researchers argue that any consumers can experience vulnerability in the marketplace. From this perspective, consumer vulnerability is explained as a state in which consumers are subject to harm because their access to and control over resources are restricted in ways that significantly inhibit their ability to function in the marketplace.* Therefore, for one reason or another, consumers’ market access (i.e. their ability to find and purchase goods and services) is limited because of physical, mental, economic or social barriers.

Disabilities

People with disabilities are the largest minority market in Australia. One in five Australian adults lives with a disability that interferes with their daily life.* There are 2.1 million people with disabilities who have a combined income of about $54 million, yet companies pay remarkably little attention to the unique needs of this vast group. A range of conditions can affect a person’s ability to leave home to shop: 30,000 Australians experience some level of hearing loss and 3,570,000 suffer from a level of blindness, making normal marketing channels ineffective.* Many people have limited mobility and can’t easily access shops, entertainment venues, educational institutions and other locations. Bodily limitations or disfigurements may result in real or imagined stigmatisation, so self-concept and interpersonal relationships may be problematic.* People who rely on wheelchairs for mobility often encounter barriers when they try to enter shops, move around the aisles or enter dressing rooms that are too narrow to accommodate a wheelchair. Others have mental illnesses, such as excessive anxiety in public places. These issues touch many of us; for example, 45% of the Australian population will suffer from a mental illness at some point in their life. Large numbers of children also encounter difficulties with market access, whether offline or online.

The good news is that technology holds the potential to improve market access. Here are a few exciting new developments:

  	The touch screen is a breakthrough for people who have problems with motor skills. They no longer need to manipulate a mouse, keyboard or pen to use programs. A device such as the iPad makes touch-to-speak technology affordable and easy to use. For example, a person who is unable to speak can communicate their preferences for meals, activities and so on just by touching the screen. Other apps amplify sounds for the hard of hearing, or even encourage children with motor skill disabilities to engage in physical therapy.* The LookTel Money Reader app makes it possible for people who are blind to pay for products in cash; it can ‘read money’ and tell the person the value of the notes they hold.*
	Dating websites for singles with health problems allow people with an array of disabilities, including paralysis and multiple sclerosis, to find partners. Dating4Disabled caters to people with physical conditions, while NoLongerLonely focuses on those with mental illness. Sites such as these, and others, enable users to be blunt and honest about their own issues and what they seek in a partner.


Food deserts

Health experts and policy decision makers have defined food deserts as places where consumers have limited access to shops that sell fresh, healthy food.* Many Australian consumers live more than 1.6 kilometres from the nearest grocery or fresh food store. This issue highlights concerns about the connections between cost and access to healthy food, and the rising consumption of fast food, which is typically more affordable. The cost of this affordability, however, is a rise in obesity across developed populations. It is interesting to note that in Australia, for example, the density of fast-food outlets is five times greater than that of fresh food stores in some cities.* However, some of those food stores could be a major supermarket. The point is, limited access to healthy choices can lead to poor diets and higher levels of obesity and other diet-related diseases. More broadly, this food insecurity increases the number of low- and moderate-income families who struggle to purchase the food they need to sustain an active, healthy life.*

Literacy

Media literacy refers to a consumer’s ability to access, analyse, evaluate and communicate information in a variety of forms, including print and non-print messages.* Media literacy empowers people to be both critical thinkers and creative producers of an increasingly wide range of messages using image, language and sound. We are bombarded with thousands of messages every day that espouse a particular point of view or try to persuade us to buy this or that. It’s our job to critically evaluate this information—and not everyone has the skills to do that. This task is even more difficult in the age of Google, where many of us assume that whatever comes up in a Google search or on Wikipedia is completely true and accurate. (Hint: Not by a long shot.) As the tried-but-true phrase says, caveat emptor—let the buyer beware!

Unfortunately, some people have an even bigger problem than evaluating the source of a message: they can’t read it in the first place. In Australia, some current statistics note that 47% of the adult population can’t read well enough to follow a recipe or understand the instructions on medication.* In the US, the Department of Education estimates that about one in seven adults is functionally illiterate, meaning their reading skills are not adequate to carry out everyday tasks.* Of further concern is that Australian children’s reading skills are lower than those of children from other English-speaking countries.*

This limitation impedes market access for a couple of reasons. First, the illiterate or ‘low-literate’ consumer is at a disadvantage because they encounter difficulty in learning about the best purchase options. Second, this person may experience feelings of shame and embarrassment and avoid market situations where they will be forced to reveal an inability to read a label or other written material.* Some people (whom researchers term social isolates) cope with the stigma of illiteracy by avoiding situations in which they have to reveal this problem. They may choose not to eat at a restaurant with an unfamiliar menu, for example.

Low-literate consumers rely heavily on visual cues, including brand logos and store layouts, to navigate in retail settings, but they often make mistakes when they select similarly packaged products (e.g. brand line extensions). They also encounter problems with innumeracy (understanding numbers); many low-literate people have difficulty knowing, for example, whether they have enough money to purchase the items in their trolley and unethical merchants may cheat them out of the correct amount of change. Not surprisingly, these challenges create an emotional burden for low-literate consumers, who experience stress, anxiety, fear, shame and other negative emotions before, while and after they shop.*

       

CB as I see it: Building understanding of consumer vulnerability

Stacey Menzel Baker, Creighton University
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Consumer behaviour researchers study the relationships among possessions, places, brands, experiences and other people. We know that consumers become attached to their cameras, cars, homes, coffee shops, communities, daily routines, favourite brands, commercial service providers, family and friends. Such relationships are important in creating, maintaining and, at times, reconstructing our identities. Thus, when one or more of these relationships is damaged, our identity may be altered.

Imagine a community devastated by a natural hazard such as a cyclone, tornado or flood. Visual images of demolished homes, scattered personal possessions, uprooted trees, destroyed businesses, shell-shocked faces and perhaps even coffins and flags may come to your mind. Such images make us acutely aware that essential relationships fundamentally important in the everyday lives of human beings have been damaged. We become aware of our own humanity, and we become aware of collective suffering.

My research focuses on how people make sense of losses of material possessions and marketplace interactions, as well as how they rebuild their lives in the face of adversity. One way people make sense of their losses is through storytelling, and material possessions and marketplace interactions figure prominently in their stories. For instance, a person living in a community where a tornado left 25% of the people homeless said:

‘Their [mobile home] trailers were totally wiped out, and their possessions were everywhere ... Your entire life was on display, on public display ... like the pictures, these were private things ... People [were saying], “I had no idea how much a tornado exposed your entire life to the world”. There’s ... nobody that didn’t see something, there’s nobody that didn’t have pink insulation in their yard. Everyone had garbage that they had to clean up, and, you know, so we were all involved.’
 
Notice that, although this person did not lose her home or many of her possessions, she felt the losses experienced by her neighbours. When we share in the vulnerability felt by others, we are more likely to do something to help them relieve their pain. For instance, we may volunteer our time, make donations of money, food or material goods, or organise community action groups.

People who experience disasters seek to reclaim their lives from the traumatic event. Material possessions and marketplace interactions play a prominent role in the reconstruction of their lives. For instance, 95% of Greensburg, Kansas, was destroyed by a tornado in 2007. The tornado wiped out businesses and most homes, and the community recovery became the focus of a documentary, Greensburg: A Story of Community Rebuilding, produced by Leonardo DiCaprio and Craig Piligian and aired on Planet Green between 2008 and 2010. Two people from the community featured in the documentary said:

‘With the grand opening of this grocery store, it does feel like we are starting to get somewhere.
 
Like our community is starting to come together. And the fact that we are doing such normal, everyday things now, that’s really a blessing.
 
It finally begins to set in. Today will be kind of moving day with everything coming in. It’s good, but it’s just a little overwhelming to see all of this coming in. It’s all new. It’s all different. But yet, it’s gonna be our home … All of a sudden you realise how much you lost … And until I see it coming back, I didn’t really realise the loss that we’d had. It was 40 years of memories that are gone—40 years of some things we will never get back again. But yet, I still feel that we’re blessed to be in this place.’
 
Notice how important the grocery store is in making people feel like their community is still intact. Their collective identity is coming back. In a similar sense, notice how the new home is both a reminder of all that has been lost and all that has been gained. My research program revolves around consumer wellbeing and focuses on attachments that are disrupted, the vulnerability that we experience and the resiliency we develop in the face of adversity. One clear take away is that the same types of relationships with stores, marketplace experiences that bring us pain when they are gone, also bring us a sense of normalcy and an eventual return to our everyday lives when they return, albeit in a different form.

Source: SM Baker & CN Baker, ‘Keeping the bounce in our steps: Community narratives of vulnerability and resiliency and their relationship to shared material resources’, working paper, 2015; SM Baker & RP Hill, ‘A community psychology of object meanings: Identity negotiation during disaster recovery’, Journal of Consumer Psychology, 2013, 23(3): 275–87; SM Baker, ‘Vulnerability and resilience in natural disasters: A marketing and public policy perspective’, Journal of Public Policy & Marketing, 2009, 28: 114–23; SM Baker, RP Hill, CN Baker & JD Mittelstaedt, ‘Improvisational provisioning in disaster: The mechanisms and meanings of ad hoc marketing exchange systems in community’, Journal of Macromarketing, in press; SM Baker, DM Hunt & TL Rittenburg, ‘Consumer vulnerability as a shared experience: Tornado recovery process in Wright Wyoming’, Journal of Public Policy & Marketing, 2007, 26: 6–19; L DiCaprio & C Piligian, Greensburg: A Story of Community Rebuilding [documentary series], United States: Discovery Communications, LLC, 2008. 

  

      Marketing for social good

2.4 Identify how a marketing approach can be applied to improve the quality of life for consumers and make improvements to the environment and society. 

Consumers increasingly expect brands and companies to have not just functional or service benefits, but also a social purpose. Consumers are especially interested in choosing brands that support causes they find personally relevant. These causes included medical cures and disease prevention, social change, faith-based initiatives, and animal and child welfare.*

Many companies today try to integrate corporate social responsibility (CSR) into their business models. CSR describes processes that encourage organisations to make a positive impact on the various stakeholders in their community including consumers, employees and the environment. For example, the shoe company TOMS is well-known for its promise to give a needy child a pair of shoes for every pair of shoes it sells. CSR is more than a nice idea, it’s also a good business. Consumer research convincingly shows that, all things being equal, people are likely to choose a brand that gives back to the community. Interesting new research further confirms consumer commitment to ethical and moral values. This is evidenced by the rise of the ‘corpsumer’, a consumer who is just as concerned about a company’s ethical behaviours and morals as they are about the brand identity and products actually marketed by the company.*
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Today’s consumers are more invested in companies that have strong ethical and moral values that align with their marketing actions. Image descriptionThe poster shows a text that reads, a corpsumer is a brand activist that thinks a company’s actions and reputation are just as important as the products as it makes. They span age and gender and are more likely than the average American to be, one-third of the population, millennials and gen xers, full time workers, well educated, high income earners and parents. The accompanying illustration shows a young man and two young women.
Source: MWWPR

Cause marketing is a popular strategy that aligns a company or brand with a cause to generate business and societal benefits. Indeed, one survey reported that three out of five consumers bought a product or service in the previous year because of its association with a cause. Dog food manufacturer Pedigree has made a long-term investment in creating change and improvements to animal welfare through supporting pet adoption campaigns and shelters, and aligning these causes with its products. While many consumers might pick their dog food based on store price, Pedigree’s longer-term strategy is to align its brand’s image with a bigger animal welfare mission and position the brand in the customer’s mind differently—that dogs and pets do an enormous amount of good for society.*

Social marketing uses commercial marketing techniques to encourage positive behaviour change such as increased literacy, healthy eating or increased exercise, and to discourage negative behaviours such as texting while driving or using illicit drugs. Social marketing thinking is applied to inform decision makers in government or non-government organisations about which forms of behaviour change interventions would work to address social problems.* An iconic social marketing campaign that was successful in the US and has also been used in Perth, Australia, is ‘Save the Crabs’. This campaign targeted consumers (gardeners) who use fertilisers and chemicals on their gardens and lawns to make them more green and attractive. The campaign’s humorous message is ‘Save the Crabs: Then Eat ‘Em’, getting consumers to think about the culinary benefits of eating fresh seafood that tastes good, rather than the aesthetic pleasures of green lawns regularly fertilised with harmful chemicals that flow into water systems and damage the environment.*

Green marketing describes a strategy that involves the development and promotion of environmentally friendly products. We know that consumers increasingly pay more attention to environmental issues, and many even say they will pay more for products that manufacturers produce under ethical conditions (e.g. in humane workplaces and without harmful chemicals). Researchers consistently find, however, that there is a disconnect between consumers’ attitudes and their actual behaviour.* As the old saying goes, ‘The road to hell is paved with good intentions’. Despite consumers’ best intentions to ‘buy green’, we can point to two major reasons for the gap between saying and doing. 

Firstly, green products are more expensive because the ingredients tend to cost more than their more conventional counterparts, and transportation costs are higher too because they are sold in smaller volumes than the big brands. Secondly, consumers appear to be increasingly cynical about green strategies that label products as recyclable or environmentally friendly because not all environmental claims by all companies are authentic, as some are intended to mislead consumers. In Australia, consumers are protected from false environmental and ‘green’ claims from companies under Australian Consumer Law (ACL), which is a schedule to the Competition and Consumer Act 2010.

       



CB as I live it: Social marketing at work

 David Schmidtke, Griffith University
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Texting and driving is very prevalent in Australia. Unlike other dangerous driving behaviours like not wearing a seat belt or driving while intoxicated, texting while driving just seems to be a behaviour that is accepted among drivers. I can recall countless times being in a car with friends or during a ride-sharing service where the driver used their phone. Unlike other dangerous driving behaviours, texting and driving seems to be an accepted social norm.

Perhaps another influencer for texting and driving could be mobile phone reliance. For most of us, our phone is the first thing we reach for when we wake up in the morning. We also rely on our phones for so many daily tasks, from communicating with friends and colleagues, providing navigation while driving, web browsing to setting reminders or an alarm. Given our reliance on our phones, is it really a surprise that people use their phones while driving? Probably not; however, the reality is there are very serious dangers involved when we do text while driving.

There is an abundance of campaigns delivered around the world to reduce texting while driving. A recent PSA is from the Department of Transport in New South Wales, which partnered with the Sydney Swans AFL team to raise awareness of the dangers of texting while driving. The PSA features several Sydney Swans players sharing their simple game plan for not texting and driving, which is to ‘Get your hand off it’. In addition, the PSA provides a strategy to not text and drive, suggesting that you place your mobile phone in the glove box of your car when driving. While integrating aspirational reference groups (AFL players) could draw the target audience in, I don’t believe this PSA does enough to be effective in changing attitudes and behaviour. The PSA fails to provide a compelling reason for the target audience to reject their current belief that texting and driving is okay.

 A PSA I believe is more effective is the ‘Don’t Drive Intexticated’ by the AAA not-for-profit, which can be found on YouTube.

This PSA likens texting while driving to driving while intoxicated, with the message, ‘We know it is never okay to drink and drive, now we need to remember it is never okay to text and drive’. For most of us, driving while intoxicated is something we regard as being very dangerous and would never do. The aim of the PSA is to change the target audience’s attitude so that they perceive texting and driving to be just as dangerous as drinking and driving.

  

      The dark side of consumer behaviour

 2.5 Describe the ‘dark side of marketing’ and how consumer behaviour can be harmful to individuals and to society.

 Despite the best efforts of researchers, government regulators and concerned industry people, sometimes we are our own worst enemies. We think of individuals as rational decision makers who calmly do their best to obtain products and services that will maximise their own health and wellbeing as well as that of their families and their society. In reality, however, consumers’ desires, choices and actions often result in negative consequences to individuals and the society in which they live.

Some of these actions are relatively benign, but others have more onerous consequences. Harmful consumer behaviours, such as excessive drinking or cigarette smoking, stem from social pressures. The cultural value many of us place on money encourages activities such as shoplifting and insurance fraud. Exposure to unattainable ideals of beauty and success creates dissatisfaction with our bodies or our achievements. We touch on many of these issues later in this text, but now we will review some dimensions of the ‘dark side’ of consumer behaviour.

Deviant consumer behaviour

Customers can sometimes wreak havoc for the marketer: instead of caveat emptor (let the buyer beware) it is a case of caveat venditor (let the seller beware). Consumers have been known to abuse staff (physically, verbally and sexually), retaliate, misappropriate items and vandalise.*  There are several terms for this behaviour in the consumer literature: jay-customer, consumer deviant behaviour, consumer misbehaviour and dysfunctional consumer behaviour. Deviant consumer behaviour refers to actions that violate the accepted behaviour in a consumer context and result in harm for other customers or the organisation.*  Interestingly, a behaviour is defined as deviant only when it falls outside the norms of a group; that is, it is not the nature of the behaviour that gives rise to the definition. This means that as a behaviour becomes mainstream, it can no longer be classified as deviant; rather, it becomes fashionable. In the 1970s, being an activist on eco or social issues was considered an odd thing for the average Australian to do and anyone engaging in this type of behaviour was considered part of the ‘loony fringe’. In today’s society, concerns about the environment are mainstream issues and, in fact, people who don’t care about these issues may be considered deviant.

Some consumer behaviours are definitely not what we expect. For example, since the introduction of self-service checkouts and consumers being encouraged to scan and pack their own groceries, there has been a growth in ‘Swipers’: well-intentioned patrons engaging in routine shoplifting.* This behaviour is resulting in increasing losses to supermarkets from theft, accidentally un-scanned items or items that were scanned as similar, cheaper items on purpose or by mistake.* Is this behaviour ‘normalising’ theft? Or have other consumer misbehaviours such as illegal downloading through file-sharing websites and the sharing of copyrighted material by file-swappers demonstrated an earlier shift towards this type of misbehaviour among shoppers?*​﻿

Consumer terrorism

The terrorist attacks of 9/11 were a wake-up call to the free-enterprise system. They revealed the vulnerability of non-military targets and reminded us that disruptions to our financial, electronic and supply networks can potentially be more damaging to our way of life than the fallout from a conventional battlefield. Assessments by the Rand Corporation and other analysts point to the susceptibility of a nation’s food supply as a potential target of bioterrorism.* More recently, many concerned policy-makers, executives and military commanders have added the prospect of cyberterrorism to the list of pressing concerns, especially in the light of high-profile attacks on the computer systems of large financial institutions.*

Even before the anthrax scares of 2001, toxic substances placed in products threatened to hold the marketplace hostage. This tactic first drew public attention in the US in 1982, when seven people died after taking Tylenol pills that had been laced with cyanide. A decade later, Pepsi weathered its own crisis when more than 50 reports of syringes found in Diet Pepsi cans surfaced in 23 US states. In that case, Pepsi pulled off a public relations coup by convincing the public that the syringes could not have been introduced during the manufacturing process. The company even showed an in-store surveillance video that caught a customer slipping a syringe into a Diet Pepsi can while the cashier’s head was turned.* Pepsi’s aggressive actions underscore the importance of responding to such a crisis head-on and quickly.

In Australia, 5 mg Roche Valium packs were recalled by the Therapeutic Goods Administration (TGA) after evidence was found of product tampering with the blister packets. This resulted in a good outcome, with various other medications now being required to use the safer packaging design.* A recent Australian example of malicious contamination was witnessed in Queensland, which had a copycat follow-on with incidences reported around Australia. This resulted in strawberries being stripped from shelves nationwide, which also resulted in serious economic loss to Australian farmers and retailers.*

      Addictive consumption

A woman in New Zealand apparently died from drinking too much Coca-Cola. Her family said she drank about eight litres of the beverage every day for years. Prior to her death she had several rotten teeth removed and gave birth to a baby who was born without any tooth enamel. The 31-year-old mother of eight died following a cardiac arrhythmia after consuming almost a kilogram of sugar and 970 mg of caffeine a day. Coca-Cola noted that the coroner’s report, while singling out its product as a probable cause of death, stated that the company ‘cannot be held responsible for the health of consumers who drink unhealthy quantities of the product’.* 

Though we usually equate substance abuse with addiction to alcohol, drugs or nicotine, it seems we can become dependent on almost anything. Consumer addiction is a physiological and/or psychological dependency on products or services.* Many companies profit from selling addictive products or from solutions for kicking a bad habit.

A Chinese man was so upset about the amount of time his adult son spent playing video games that he took a novel approach: he hired ‘digital hit men’ in the form of other gamers to kill off all of his son’s characters in the games.* How is that for ‘tough love’? Psychologists compare social media addiction to chemical dependency, to the point of inducing symptoms of withdrawal when users are deprived of their fix.* As one noted, ‘Everyone is a potential addict—they’re just waiting for their drug of choice to come along, whether heroin, running, junk food or social media’.* Indeed, a survey reported one in three smartphone owners would rather give up sex than their phones!* And, as many of us realise, this fixation grows via the ‘enablers’ around us as they exhibit the same behaviour. One study documented that college students were much more likely to pull out their phone when someone with whom they were sitting had just done so.*

Other problems can arise when people become overly involved in playing online games or posting on social network sites:

  	 Cyberbullying refers to the ‘willful and repeated harm inflicted through the use of computer, cell phones, and other electronic devices’.* A US study reported that one in five middle-school students is subject to cyberbullying. As one seventh-grade girl observed, ‘It’s easier to fight online, because you feel more brave and in control. On Facebook, you can be as mean as you want.’* Australia is no exception to the global trend in cyberbullying: one in five Australian young people reported being socially excluded, threatened or abused online and 15 per cent of Australian kids, and 24 per cent of teens, admitted to behaving in a negative way to a peer online — such as calling them names, deliberately excluding them, or spreading lies or rumours.* As a response to the cyberbulling problem in the US, the Department of Health and Human Services has established a website—Stopbullying.gov—to start addressing the problem* and the Australian Government has set up eSafety Commission to provide guidelines around protecting children online.* Social-change campaigns are also making a difference: one powerful campaign, the ‘Reword’ campaign,* which targeted the Australian youth market (the 72 per cent of teens who go online once a day) and ‘protectors’ (parents and educational organisations—schools, teachers, principals) used real-time alerts to identify hurtful words on social media platforms and prompt young people to reword their messages or posts.* 
	Phantom vibration syndrome describes the tendency to habitually reach for your mobile phone because you feel it vibrating, even if it is off or you are not wearing it at the time. One researcher noted that 70% of people who report heavy usage of mobile devices say they experience this phenomenon. The name derives from phantom limb syndrome, a condition in which someone who has lost a limb experiences sensory hallucinations that it is still attached to the body and functioning.*
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Approximately 463,000 young people are bullied online in Australia each year. The ‘Reword’ campaign used a novel software approach to get people thinking about the words they use on social media.Source: Leo Burnett, Melbourne

Compulsive consumption

Some consumers take the expression ‘born to shop’ quite literally. They shop because they are compelled to do so rather than because shopping is a pleasurable or functional task. Compulsive consumption refers to repetitive, and often excessive, shopping performed as an antidote to tension, anxiety, depression or boredom.*  Shopaholics turn to shopping in much the same way addicted people turn to drugs or alcohol.*  One man diagnosed with compulsive shopping disorder (CSD) bought more than 2,000 wrenches and never used any of them. Therapists report that women clinically diagnosed with CSD outnumber men by four to one. They speculate that women are attracted to items such as clothes and cosmetics to enhance their interpersonal relationships, whereas men tend to focus on gadgetry, tools and guns to achieve a sense of power.

 One in every 12 Australian adults is unable to control the buying of goods that they do not really want or need.*  Some researchers say compulsive shopping may be related to low self-esteem. In some cases, the consumer has little or no control over their consumption, much like a drug addict. Even the act of shopping itself is an addictive experience for some people. Three common elements characterise many negative or destructive consumer behaviours:*

  	The behaviour is not done by choice.
	The gratification derived from the behaviour is short lived. 
	The person experiences strong feelings of regret or guilt afterwards. 


Gambling is an example of a consumption addiction that touches every segment of consumer society. Whether it takes the form of casino gambling, playing the pokies, betting on sports events with friends or through a bookie, or even buying lottery tickets, excessive gambling can be quite destructive. Taken to extremes, gambling can result in lowered self-esteem, debt, divorce and neglected children. According to one psychologist, gamblers exhibit a classic addictive cycle: they experience a ‘high’ while in action and depression when they stop gambling, which leads them back to the thrill of the action. Unlike drug addicts, who abuse drugs as a substance, hard-core gamblers abuse money. We could expect the problem to grow as the movement to legalise online gambling is increasing in countries such as the US. However, in Australia regulation has closed a number of loopholes in the law that facilitated online gambling, so these regulatory barriers should reduce some of the risks attached to compulsive gambling.*​﻿

      Consumed consumers

Consumed consumers are people who are used or exploited, willingly or not, for commercial gain in the marketplace. Here are some examples:

  	Sex workers. Expenditure on sex work in the US alone is estimated at $20 billion annually. There is a legal sex industry in Australia and while the industry is small in comparison with that in the US, the reported revenue for an ‘average’ escort agency of 100 women is a monthly turnover of $100,000.*
	Organ, blood and hair donors. There is a lively global market for body parts. By one estimate, you could make about $46 million if you donated every reusable part of your body (do not try this at home).* In the US, millions of people sell their blood. A lively market also exists for organs (e.g. kidneys) and some women sell their hair to be made into wigs. Bidding for a human kidney on eBay went to more than $5.7 million before the company ended the auction (it’s illegal to sell human organs online … at least so far). The seller wrote, ‘You can choose either kidney … Of course only one for sale, as I need the other one to live. Serious bids only.’* Here are the retail prices for some typical red-market transactions in the US (often much cheaper elsewhere):*	Half a litre of blood: $337 
	Hair (for extensions): $308 
	Cornea: $24,400 
	Heart: $997,700. 




Illegal acquisition and product use

 In addition to being self-destructive or socially damaging, many consumer behaviours are illegal as well. Analysts estimate the cost of crimes that consumers commit against business at more than $40 billion per year. A survey conducted by the McCann-Erickson advertising agency revealed the following tidbits:*

  	Ninety-one per cent of people say they lie regularly: one in three fibs about their weight, one in four lies about income, 21% lie about their age and 9% even lie about their natural hair colour.
	Nineteen per cent say they have snuck into a theatre to avoid paying admission.
	More than three out of five people say they have taken credit for making something from scratch that they did not make. 


Consumer theft and fraud

Who among us has never received an email offering us fabulous riches if we help to recover a lost fortune from a Nigerian bank account? Of course, the only money changing hands will be yours if you fall for the pitch from a so-called advance-fee fraud artist. These types of scams have successfully exploited many people out of hundreds of millions of dollars. During the COVID-19 pandemic there was an increase in phone scams, with the ACCC reporting a record $211 million losses in 2021, which was an 89% increase compared with the same period from 1 January to 19 September in the previous year.*

Stealing from stores is the most common scam. Shrinkage is the industry term for inventory and cash losses from shoplifting and employee theft. This is a massive problem for businesses that gets passed on to consumers in the form of higher prices (about 40% of the losses can be attributed to employees rather than to shoppers). In Australia, it is estimated that shrinkage costs the average household more than $420 per year, and around the six-week period leading up to Christmas theft costs retailers $1.4 billion—or 3% of the predicted Christmas spend.*  Outside the Christmas period, Australian and New Zealand retailers reported $2.6 billion of inventory loss in 2017–2018 to shoplifting by customers, an increase of 16% over the previous two years.*

Shoplifting is also an increasing problem in the US and is being further complicated by sustained unemployment and food scarcity reaching high levels due to the coronavirus pandemic. During the first eight months of the pandemic, small business owners reported a 40% increase in shoplifting.*  Unemployment, financial pressure, uncertainty and desperation may make people more willing to steal or to purchase stolen goods from online marketplaces. Many studies have shown that an increase in unemployment was correlated with an increase in property crime. In fact, out-of-work people commit 60% more property crimes such as theft, shoplifting, burglary, and vandalism in the year after losing work.*

 The problem is equally worrisome in Europe: retailers there catch more than one million shoplifters every year. The UK has the highest rate of shrinkage (as a percentage of annual sales), followed by Norway, Greece and France. Switzerland and Austria have the lowest rates.* The majority of shoplifting is not done by professional thieves or by people who genuinely need the stolen items: 80% of shoplifters steal for profit and not personal use.* Shoplifting is also common among adolescents. Research evidence indicates that teen shoplifting is influenced by factors such as having friends who shoplift. It is also more likely to occur if the adolescent does not believe that this behaviour is morally wrong.*

 And what about shoppers who commit fraud when they abuse stores’ exchange and return policies? Some big companies, such as Guess, Staples and Sports Authority, use software that enables them to trace a shopper’s track record of bringing items back. They are trying to crack down on serial wardrobers who buy an outfit, wear it once and return it; customers who change price tags on items, then return one item for the higher amount; and shoppers who use fake or old receipts when they return a product. Retail analysts estimate that about 9% of all returns are fraudulent.*

Counterfeiting, where companies or individuals sell fake versions of real products to customers (who may or may not be aware of the switch), accounts for more than $600 billion in global losses annually. Many of us think of counterfeiters as people who sell faux designer handbags or watches on the street, but in fact the problem is much more widespread—and often deadly. About 200,000 people in China die per year because they ingest fake pharmaceuticals.*

Anti-consumption

 Some types of destructive consumer behaviour are anti-consumption: events in which people deliberately deface or mutilate products and services. Anti-consumption ranges from relatively mild acts such as spray-painting graffiti on buildings and subways to serious incidences of product tampering or even the release of computer viruses that can bring large corporations to their knees. It can also take the form of political protests, in which activists alter or destroy billboards and other advertisements that promote what they feel to be unhealthy or unethical acts. For example, some members of the clergy in areas heavily populated by minorities have organised rallies to protest the proliferation of cigarette and alcohol advertising in their neighbourhoods; these protests sometimes include the defacement of billboards promoting alcohol or cigarettes.

      Learning snapshot

Now that you have finished reading this chapter, you should understand why:

  	Business ethics are rules of conduct that guide actions in the marketplace; these are the standards against which most people in a culture judge what is right and what is wrong, good or bad. Unethical marketing is foolish and wasteful marketing.
	Consumers think better of products and brands created by companies that they believe are ethical and have moral values. Good marketing and advertising practice is about understanding how benefits accrue to companies and their customers and how value is shared between both parties. Based on this perspective, any benefits accruing to marketers at the expense of the customer is short-lived and will lead to subsequent losses that more than offset previous gains.
	It is both ethically and financially smart to maximise customer satisfaction. In some cases, external bodies such as the government or industry associations regulate businesses to ensure that their products and advertising are safe, clear and accurate. Consumer behaviour researchers may play a role in this process, and those who design and create social marketing interventions may even work to bring about social change. Companies also play a significant role in improving consumers’ quality of life in the way they design inclusive services and/or address social conditions through their corporate social responsibility (CSR) practices, which promote positive alignments between brands, companies and consumer values.
	Our relationships with companies and other organisations are complex and many issues that impact quality of life relate directly to marketing practices. These include the trade-off between our privacy and the ability of companies to tailor their offerings to our individual needs. Other issues revolve around market access because many people are unable to navigate the marketplace as a result of disabilities, illiteracy or other conditions. In addition, our fragile environment requires a commitment to sustainable business practices that attempt to maximise the triple bottom-line, which emphasises financial, social and environmental benefits.
	Although texts often paint a picture of the consumer as a rational, informed decision maker, in reality many consumer activities are harmful to individuals or to society. The ‘dark side’ of consumer behaviour includes terrorism, addiction, the use of people as products (consumed consumers) and theft or vandalism (anti-consumption).


Consumer behaviour challenge

  	The Culture Jamming Manifesto proclaims opposition to the ‘mind-polluters’: ‘On the rubble of the old culture, we will build a new one with non-commercial heart and soul.’* What’s your take on ‘culture jamming’: do advertisers deserve to be parodied?
	Should scientists who study consumer behaviour remain impartial, or is it appropriate for them to become involved in the topics they research—like those who develop social marketing interventions that change consumers’ personal lives?
	The chapter discusses the practice of serial wardrobing, where people return an outfit after they've worn it for a special occasion such as a formal. What do you think of this practice? Is it OK to use an expensive product once and then get your money back?
	'University students’ concerns about the environment and vegetarianism are simply a passing fad; a way to look "cool".’ Do you agree?
	From time to time advertisers use dark humour to get their messages across, as when a lonely repairman or robot considers suicide. Or an ad may imply that shoppers are ‘mentally ill’ if they pay retail prices, or use profanity such as ‘Don’t be a dickhead’ in campaigns to address risky behaviours. In Australia, different government departments (e.g. VicRoads) and not-for-profit organisations (e.g. the Just Let It Go Foundation) have used ‘Don’t be a dickhead’ statements. Are these appeals a legitimate way to communicate a message; if so, under what circumstances?
	Will consumers trade lower prices for less privacy? Car owners can now allow insurance companies to monitor their driving, using new technology, in exchange for lower premiums. Customers in the US who sign up for Progressive’s TripSense® program get a device the size of a Tic Tac box to plug into their car. The device tracks speed and how many kilometres are driven at what times of day. Every few months, customers unplug the device from their car, plug it into a computer, download the data and send the data to the company. Depending on the results, discounts range from 5% to 25%. In the UK, a major insurer is testing a program called Pay as You Drive. Volunteers will have a device the size of a Palm computer installed in their car. The gadget will use GPS technology to track where the car goes, constantly sending information back to the insurance company. Cars that spend more time in safer areas will qualify for bigger discounts.* Of course, the potential downside to these efforts is that the insurance companies may be able to collect data on where you have driven, how long you stayed in one location and so on. Conduct a poll of 10 drivers of various ages in which you describe these programs and ask respondents if they would participate to receive a discount on their insurance premiums. What reasons do they give for and against?
	Friends and family members share access to their stream services, even though this might contravene the terms of service. Interview at least five people who use streaming services but do not pay for the service. Do they think this behaviour is stealing from the service? What explanations do they offer for this behaviour? Try to identify any common themes that come out of your interviews. Apply your findings to craft a convincing ad message that would address this problematic behaviour.


      Case study

Respecting consumers’ right of privacy

Liam Pomfret, The University of Queensland

The modern digitally connected marketplace is all but defined by ‘surveillance capitalism’,* with the ubiquitous collection, storage and exploitation of consumers’ personal and behavioural information by organisations. This data can be a highly valuable source of marketing information for organisations. All companies—not just large digital giants such as Facebook, Google and Amazon—increasingly rely on this kind of consumer data as part of programs to predict consumer preferences, and forecast products and services to generate revenue. The use of ‘second-party data’ (customer-level information acquired from another company) is now commonplace* and there are organisations whose entire business is collecting and selling everything they can about anyone and everyone’s personal lives. However, while data-rich organisations may be benefiting from this environment of data sharing and dissemination, this exploitation of consumer information is also creating significant systematic issues for the broader market. The unintended consequences of surveillance capitalism can be seen in the seemingly never-ending stream of tales in the media about people who have suffered in some way because of how their personal information has been handled. For instance, data breaches resulting from organisations’ poor data handling and security practices have become commonplace over the past decade.* Large organisations such as the Dow Jones, Time Warner Cable, Verizon and World Wrestling Entertainment all suffered breaches in 2017 relating to data left completely unprotected on cloud web services.*

As organisations become increasingly dependent on the data economy, data breach events such as this have only become more serious. The Equifax data breach in 2017 was at the time considered one of the worst data breaches ever, and is believed to have impacted as many as 143 million US citizens—approximately 44% of its population.* Only a few scant years later, the 2020 Facebook data breach exposed the email addresses, names, Facebook IDs, dates of birth and phone numbers of 267 million Facebook users, and yet this breach didn’t even crack the top 10 largest data breaches of the year.*

Incidents such as these enable and facilitate identity theft, causing long-term harm to consumers such as their credit scores being affected by criminals applying for credit cards in their name. Organisations, too, suffer harm to their reputation and market standing from these events that go beyond the immediate damage, with impacts frequently spilling over to organisations completely unrelated to the initial breach.

Wicked problems are complex and unique issues with no definitive formulation, entwined with other problems without there being a single root cause.* Consumer privacy is one such wicked problem, with broad societal implications that require participation from multiple stakeholders to identify sustainable social change solutions. Yet, despite the very real consequences of this problem, and the ever-increasing levels of privacy concern reported by consumers, privacy issues are often sidelined or ignored. Instead, discussions tend to focus on the possible benefits consumers and society may derive from data capitalism, and the use of consumer data for the delivery of personalised products, service offerings and advertising.*​﻿ Even in the academic marketing literature, privacy concern is typically discussed in terms of the need for organisations to allay concerns through reassurance and transparency, rather than to actually address concerns meaningfully by limiting the collection and use of information. This raises several pointed questions for marketing practice. Just how much should organisations really be allowed to know about consumers? What justifications are there for the collection and use of consumers’ information? And what responsibilities should organisations have for the protection of the consumer information they hold?
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Why do you need to know that?

Discussions about consumer privacy ethics in the public sphere over the past decade have focused on organisations’ need for legal and regulatory compliance, and on the associated need for organisations to avoid legal liability. What typically is not asked is a much more fundamental question: Is it actually ethical for organisations to be acquiring as much information about consumers as possible in the first place? In considering how information is to be used, organisations must take into consideration the context in which personal information is disclosed, and the purpose or intentions the consumer had in making that disclosure. Just because a consumer has shared a piece of personal information with an organisation does not mean that they do not retain a desire to limit broader access to that information. When a consumer does reveal information to an organisation, such as when an individual shares their home address with an online retailer for the purpose of completing a commercial transaction, there is an expectation of confidentiality. An expectation that the information will not be on-sold to uninvolved third parties, or used for other unrelated purposes.

Privacy laws and regulations throughout the Western developed world rely on the notion of notice and consent, giving legitimacy to practically any form of collection or use of an individual’s personal data so long as the consumer has consented to it. This consent is framed in the context of consumers opting in to services or an exchange relationship, agreeing to a contract as recognised by consumer law. Consumers, however, suffer from a dilemma about their ability, or lack thereof, to refuse the collection of their information. The idea of consent doesn’t work well when there is no other viable option for the consumer. In the modern, digitally connected world, withholding information stymies an individual’s ability to function in society and to conduct everyday activities, both social and commercial. Don’t want to give out your address? Hope you don’t mind not being able to shop online. Don’t want to share your mobile phone number or your personal email address? You can probably say goodbye to two-factor authentication (2FA) protections on your online accounts. Today, rather than choosing to disclose or not, consumers are essentially limited to selecting whom to disclose to, a choice that holds little meaning to the consumer if that information is then shared with third parties beyond the consumer’s own explicit knowledge and/or control.

Much of what is collected about consumers today is arguably obtained without consumers’ active knowledge. Our society is fast becoming a sensor society,*  in which devices such as our cars and mobile phones monitor and record our everyday actions, relaying this information back to organisations which then use the data for their own purposes (and profit). While consumers may have a nebulous level of awareness that the organisation is doing something with some information, and may have given their ‘consent’ to it in terms of agreeing to a set of terms and conditions they more likely than not have never read, rarely if ever would most consumers have a grasp on the full extent of exactly what and how information is being collected, or exactly how it is used. This problem is further complicated by how the terms and conditions may change over time, with organisations using clauses in the conditions that allow them to unilaterally change the terms at their discretion. While consumers are aware these clauses exist, and are often notified when the terms are about to change, exactly what these changes may mean for them and their personal information is rarely made transparent. This leaves little security for users that information will only be used for purposes that they consented to at the time of disclosure and collection.

Organisations’ social responsibility for privacy

Rules and obligations, both formal and informal, govern how information may be collected, disseminated and used by organisations. Marketing scholars as far back as the early 1990s framed privacy in terms of being a human right, urging decisive action on the issue for the sake of human dignity.* This decisive action was intended to come in the form of strong industry self-regulation. This was presented as a win–win scenario for consumers and business. On the one hand, industry held specialist technical knowledge in managing consumer data, and was well placed to identify necessary protections for consumers. On the other, self-regulation would allow organisations to avoid direct regulatory response from government, which, it was feared, might cause undesirable burdens on their business activities should it lag behind the march of technology, lacking the flexibility organisations needed as they adapted to the rapidly changing digital marketplace. Industry self-regulation has thus far proven to be a case of ‘wolves guarding the hen-house’, with groups such as the Electronic Privacy Information Center (EPIC) stating that industry self-regulation has simply led to the creation of a more permissive environment for the collection and use of consumer information, enabling a steady erosion of consumer privacy.*

Moving forward, addressing consumers’ privacy concerns will become an increasingly important part of how products, services and brands are marketed, and adopting privacy as a matter of corporate social responsibility will be a necessity for organisations to ensure their own long-term profit sustainability.* Organisations will be expected to demonstrate good market citizenship, going beyond their legal responsibilities, and to show consideration for the broader ethical responsibilities they have to society in their handling of consumer information. This may include organisations adopting alternative business models that give consumers more control over their data, such as the use of consent intermediaries.* Organisations might also look into alternative data-collection and analysis approaches that offer the individual consumer ‘privacy-by-design’.

As they move forward with these changes, however, organisations must continue to uphold the weight of consumers’ expectations that they will act as their privacy champions, or alternatively suffer consumer backlash. One organisation that has already learned this lesson through hard experience is Apple. Over a number of years, Apple turned privacy into a core part of its brand and its marketing, accruing significant goodwill with consumers.* As part of this push, the company had introduced a range of new features in its software and devices to give greater transparency to the data collection practices of websites and apps, and to assist consumers in protecting their information from unwanted collection. Apple had also taken steps to limit its own collection of information, with data increasingly being processed on the consumers’ own devices rather than being sent back to their servers. Yet much of this goodwill evaporated with Apple’s announcement in August 2021 of new features to scan images stored on customers’ iPhones and iPads, which were intended to limit the spread of child sexual abuse material. This announcement led to an immediate backlash from privacy and security experts, who highlighted how, regardless of Apple’s best intentions, these new technologies effectively created a back door around encryption that could be misused by governments to target activists and dissidents.* Apple has since acknowledged failures in its initial communication of the new features, but continues to stand by them, claiming critics had, because of Apple’s poor handling of the announcement, simply misunderstood what was really being done. These statements have done little to assuage critics’ concerns, particularly after the leak of a memo shared within Apple that dismissed experts’ concerns as ‘the screeching voices of the minority’.*

Questions

  	What moral obligations do you believe marketers have in regard to the collection and use of consumers’ personal data? What do you believe are the ethical limits for the use of consumer data? Do you believe the way organisations collect consumer information is exploitative? Why, or why not?
	If you as a consumer are not happy with how an organisation has collected or used your data, what recourses do you have? What actions, if any, could you take to reassert control over your information?
	What are the key steps you’ve taken to protect your privacy online? To what extent are you able to proactively refuse to disclose or share your information? 
	Read through the privacy policy of your favourite social networking site. Do you believe the policy provides you with sufficient information to understand how the website uses your information? 
	The use of consumer information for micro-targeting of social media advertising was a significant contributing factor in the election of President Trump in 2016. Does the use of consumer information for political marketing create any additional moral or ethical hazards? 


      Section 1 Data case

Analysing the athletics shoe market for SHOE FIEND

Background

You are the marketing analyst for SHOE FIEND, an online athletics shoe store. To date, your company has done little formal marketing research about athletics shoe buyers in the US. Using the 2017 Spring GfK MRI data, you recently ran a series of reports about the shoe-buying habits of several US consumer segments. At the time, you decided to focus on the five best-selling shoe brands on your website: Adidas, Asics, Nike, New Balance and Reebok. After looking through the GfK MRI data report options, you decided that the most fitting question for your purposes was ‘Did you buy [SHOE BRAND] in the last 12 months?’

The report is designed to compare the shoe-buying habits of consumers across three different consumer characteristics: gender, age and internet use. In addition, you created three subsegment schemes that combined two different segmentation variables: gender and age (men 18–34 years old and women 18–34 years old) and internet use and age (heavy internet users 18–34 years old).

Your goal

First, review the GfK MRI data. You will use this information to make some inferences about the brand preferences of the different segments. You will combine the information in the GfK MRI with some financial assumptions provided by SHOE FIEND to make recommendations for future marketing tactics.

The data

The data in the report can be interpreted in the following manner:

  	Market segment size (000s): the total number of US adults who meet the criteria for the segment (regardless of whether they did or did not buy a particular shoe brand).
	Market segment size (%): the same as market segment size (000s), but presented as a percentage of all US adults.
	Estimated count (000s): the estimated number of US adults in the segment who bought that particular pair of shoes at least once in the past 12 months.
	Percentage of total: among all US adults who bought a particular brand of shoes in the past 12 months, the percentage who belong to that particular segment.
	Percentage in market segment who bought in last year: the percentage of people in a particular segment who bought the shoe brand in the past 12 months.
	Index: the likelihood of a member of the segment having bought the particular shoe brand in the past 12 months, indexed to the likelihood of an average US adult (the US average equals an index value of 100). As such, an index value of 120 can be interpreted as members of that segment being 20% more likely than the national average to have bought a particular brand of shoes in the past 12 months.


 Table 2.2 Analysing the athletic shoe market for SHOE FIEND
	
	Total


	Men


	Women


	Adults: 18–34
	Men: 18–34
	Women: 18–34
	Internet 1: heavy users
	Adults: 18–34 and heavy internet users

	Market segment size (000s)
	237,115
	114,159
	122,916
	71,961
	35,867
	36,037
	47,361
	21,985

	Market segment size (%)
	100	48.1	51.8	30.3	15.1	15.2	
	9.3
	ADIDAS

	Estimated count (000s)


	17,096	9,635	7,461	6,973	4,053	2,919	4,163	2,392
	% of total
	100	56.36	43.64	
	23.71	17.08	24.35	13.997
	% in mkt seg who bought last year
	7.21	8.44	6.07	9.69	11.3	81	8.79	10.88
	Index
	100	117	84	134	157	112	122	

	ASICS

	Estimated count (000s)
	11,186	4,851	6,335	2,948	1,321	1,627	2,453	899
	% of total
	100	43.37	56.63	26.36	11.81	14.55	21.93	8.04
	% within mkt seg who bought last year
	4.72	4.25	
	4.1	3.68	4.51	5.18	4.09
	Index
	100	90	109	87	78	98	110	87
	NIKE

	Estimated count (0
00s)
	49,453
	24,685
	24,768	20,808	
	9,966	12,233	6,818
	% of total
	100	49.92	50.08	42.08	21.92	20.15	24.74	13.79
	% within mkt seg who bought last year
	20.87	21.63	20.16	28.93	30.23	27.64	25.82	31
	Index
	100	104	97	139	145	132	124	149
	NEW BALANCE

	Estimated count (000s)


	25,338
	12,488
	12,850	4,931	2,681	2,250	4,816	1,638
	% of total
	100	49.29	50.71	19.46	10.58	8.88	19.01	6.46
	% in mkt seg who bought last year
	10.69	10.94	10.46	8.86	7.47	6.24	10.17	7.45
	Index
	100	102	98	64	70	58	95	70
	REEBOK

	Estimated count (000s)
	9,919	5,234	4,685	2,891	1,681	1,209	2,149	952
	% of total
	100	52.77	47.23	29.14	16.95	12.19	21.66	9.6
	% in mkt seg who bought last year
	4.18	4.59	3.81	4.02	4.69	3.35	4.51﻿	4.35
	Index
	100	110	91	96	112	80	108	103



 Source: Spring 2017, GfK MRI 

Task 1: Correct the table

Unfortunately, it appears that someone accidentally left some of the calculated values blank in the table. Luckily, you know you can use the available information in the table to calculate the missing values.

  	Calculate the market segment size (as a percentage) for heavy internet users


Calculation = [Market segment size (000s)in the Internet 1 (heavy users)column][Market segment size (000s) in the Total column]

  	Calculate the percentage of total market for adults aged 18–34 who bought Adidas in the past 12 months.


Calculation = [Estimated count (000s in adults 18–34][Estimated count (000s in total)]

  	Calculate the index for adults aged 18–34 who are heavy internet users who bought Adidas in the past 12 months.


Calculation=100+([Percentage in market segment who bought last year in adults 18−34heavy Internet] − [Percentage of market segment who bought last year in total])[Percentage in market segment who bought last year in total] ×100

  	Calculate the percentage of women in the market segment who bought Asics in the past 12 months.


Calculations = [Estimated count (000s)][Market segment size (000s)]

  	Calculate the estimated count (000s) of men in the market segment who bought Nike shoes in the past 12 months.


Calculation=[Market segment size (000s) for men 18-34]×[Percentage within market segment who boughtlast year for men 18-34]

Task 2: Make inferences about athletics shoe buyers

  	Generally speaking, does it appear that heavy internet users are more or less likely than the average US adult to have bought these shoe brands in the past 12 months?
	If you were going to run a series of advertisements for SHOE FIEND targeting younger adult women, which brand would you recommend to feature in the advertisement? Which shoe brand would you be disinclined to feature? Why?
	Lately, management for SHOE FIEND has worried that its positioning has completely overlooked serving the wants of ‘older’ consumers (older than 45 years old). If SHOE FIEND decides to market towards older US adults, which of the brands should SHOE FIEND be more conscientious about featuring?


Task 3: Estimate the value of the five shoe-buying segments

Using some assumptions provided by the CFO, you are tasked with estimating the annual sales (in dollars) for each shoe-buying segment. To do this, you will need to make the following assumptions:

  	Average number of pairs bought within 12 months.
	Average price of shoe brand.


The numbers in the table that follows are estimates that came from the internal efforts of your financial analysis team.

  	What are the total estimated sales of these five shoe brands for heavy internet users in the past 12 months?
	How much would you estimate a random adult US woman spent on Asics shoes in the past 12 months?


	
	If someone has bought at least one pair of a shoe brand in the past 12 months, how many pairs of that brand do have they bought, on average?	Average price per shoe pair
	Adidas	2.0	$70
	Asics	2.0	$70
	Nike	1.5	$75
	New Balance	2.0	$70
	Reebok	1.5	$65




Discussion and debate

  	Based solely on the information that you analysed, do you think it makes more sense for SHOE FIEND to treat the whole market as homogeneous (no segmentation), use a single variable segmentation scheme (just gender, just age, just internet usage), or use a multivariate segmentation scheme? Regardless of your answer, identify the advantages and limitations associated with your argument.
	You are about to ask a junior analyst at SHOE FIEND to run another GfK MRI report for you. Which additional variables do you think would be best to add into the report for segmentation purposes? Why?
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      Section 2 CONSUMERS' HEARTS AND MINDS
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Chapters ahead

Chapter 3 Perception

Chapter 4 Learning and memory

Chapter 5 Personality

Chapter 6 Motivation and values

Chapter 7 The self: mind, gender and body

  

In this section we focus on the internal dynamics of consumers. We are all ‘self-contained’ to some degree in terms of how we receive information about the outside world, yet we are also constantly confronted with external influences from advertising messages, products and other people persuading us to buy something. In addition, don’t overlook the influence of our own reflections of ourselves, which combine with these external influences to affect how we make sense of the world, and of course what we choose to buy and consume. Each chapter in this section considers a different aspect of the individual that is ‘invisible’ to others but is important in our understanding of how consumers make choices.

The chapter 'Perception' describes the process of perception in which everyday experiences, combined with marketing and advertising information about products and other people, are absorbed and interpreted. The chapter 'Learning and memory' focuses on the way this information is stored mentally and how it adds to our existing knowledge about the world during the learning process. The chapter 'Personality' discusses how our unique personalities influence our buying decisions and behaviours. The chapter 'Motivation and values' goes on to explore our reasons and motivations for absorbing information and how these are influenced by the values we subscribe to as members of a particular culture. The chapter 'The self: mind, gender and body' explores how our views about ourselves—particularly our self-esteem, physical appearance and gender—affect what we do, want and buy.

      Chapter 3 Perception

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

3.1 Understand and apply theoretical approaches that explain human sensation and perception.
3.2 Describe the three-stage perception process that translates raw stimuli into meaning.
3.3 Describe Weber’s Law.
3.4 Explain the conscious and unconscious aspects of perception.
  
 Introduction

Whether it’s the smell of fresh coffee, the sight of an ad for the latest upgrade of the iPhone or the vague background music playing in your favourite fashion outlet, we live in a world overflowing with sensations. Wherever we turn, we are bombarded by a symphony of colours, sounds and odours. Some of the ‘notes’ in this symphony occur naturally, such as the loud barking of a dog, the shades of the evening sky or the heady smell of a rose bush. Marketers certainly contribute to this commotion. Consumers are never far from product packages, social media ads, radio and TV commercials, and billboards—all clamouring for our attention. Some consumers are prioritising experiences over product attributes as they seek out brands which offer enhanced and unique interactions that appeal to their senses through technology to provide a value-added experience. Consider, for example, the Pringles brand, which tapped into the creativity of ‘digital natives’ on TikTok to generate customer engagement by challenging users to get creative with Pringles and film themselves—it resulted in more than one billion ‘challenge page’ views.*

Whether we have grown up surrounded by the ubiquitous influence of the internet or not, each of us copes with the bombardment of sensations by paying attention to some stimuli and blocking out others. The messages we choose to engage with and pay attention to can sometimes differ from what the sponsors intended, as we each put our ‘spin’ on things by adopting meanings consistent with our own unique experiences, biases and desires. This chapter focuses on the process of perception, in which sensations are absorbed by the consumer and then used to interpret the surrounding world. 

Sensation refers to the functioning of our senses and the immediate response of our sensory receptors (eyes, ears, nose, mouth, skin) to basic stimuli such as light, colour, sound, odour and texture. Perception is the process by which these sensations are selected, organised and interpreted. The study of perception, then, focuses on what we add to these raw sensations in order to give them meaning. There is a blurred boundary between these terms because ‘whilst part of what we perceive comes through our senses from the object before us, another part (and it may be a larger part) always comes … out of our own heads’.* A blurred boundary also exists between perception and cognition: many theorists believe that perception also involves the acquisition, storage, transformation and use of information. For example, learning and memory influence consumer cognition and play an important role in perception.*

Over time researchers have adopted differing theoretical approaches to guide their studies of human sensation and perception. Table 3.1 outlines some of the major approaches that have informed consumers and marketing in the past. The table does not present an exhaustive list of all approaches. Rather, it is an illustrative list of the rich theoretical approaches that have to be applied to give insight into understanding consumer sensation and perception.

 Table 3.1 Theoretical approaches to sensation and perception
	THEORETICAL APPROACHES TO SENSATION AND PERCEPTION	APPLICATION TO MARKETING
	Behaviourism. The behavioural approach emphasises the objective description of behaviour. Consequently, behaviourists study people’s reactions to physical stimuli.
	Point-of-sale displays are strategically placed in a retail location to attract consumer attention and to make products easy to buy. 
Example: confectionery products placed at checkouts.

	Empiricism. This approach proposes that all information is derived from sensory perceptions and experience—sensory information alone is insufficient.
	Product samples and trials provide opportunities for consumers to build product experiences, which provides information for future purchases. 
Example: food and cosmetic sample packages.

	Gestaltism (discussed later in this chapter). This approach emphasises that we perceive objects as well-organised, whole structures rather than as separate isolated parts. Gestalt theory also suggests that shape perception is inherent and that learning is relatively unimportant.
	Graphic artists and brand managers design logos that have incomplete boundaries or borders, to create logos that have a contemporary image and feel. 
Example: St George Bank's dragon and Woolworths’ stylised apple.

	Gibsonian. This approach emphasises that our perceptions are elaborate and rich because the stimuli in the environment are rich with information. This rich environmental information influences our sensory perception and thus explains our perceptual experiences.
	Retail environments are designed to stimulate our senses, creating an experience that positively influences our purchase behaviours. 
Example: Dusk, a home décor store, purposefully stimulates consumers’ senses in the retail environment through the use of colour, smell and mood lighting in-store.

	Information processing. This approach maintains that information is handled through stages, and that sensation, perception and other higher-order mental processes are interconnected.
	Example: financial services (typically an unsought product) focus on moving consumers through a number of stages, commencing with stimulating awareness of a need, followed by processing of information to arrive at a purchase decision.




Source: Information on the Gestalt approach drawn from S.E. Palmer, Vision science: Photos in phenomenology, Cambridge, MA: MIT Press, 1999.

In this chapter we examine the processes in consumer behaviour that illustrate the stages of information processing in which stimuli are received and stored in our minds. Consumers do not simply process all information that surrounds them. In the first place only a very small number of the stimuli in our environment are ever noticed. Of these, we attend to an even smaller number. The stimuli that do enter consciousness might not be processed objectively. Individuals—influenced by their unique biases, needs and experiences—interpret the meaning of a stimulus.

      Sensory systems

3.1 Understand and apply theoretical approaches that explain human sensation and perception.

External stimuli, or sensory inputs, can be received on a number of channels. We may see a billboard, hear a jingle, feel the softness of a silk shirt, taste a new flavour of ice-cream or smell a leather jacket. The inputs picked up by our five senses are the raw data that begin the perceptual process. For example, sensory data emanating from the external environment, such as hearing an old song on a Spotify playlist, can generate internal sensory experiences if the song triggers a memory of dancing at a favourite club, bringing to mind memories of dancing and a special moment in time with old friends. Marketers’ messages are more effective when they speak to us via multiple sensory channels. For example, in a recent study, participants who read ad copy for potato chips that emphasised the product’s smell, and then additionally read text about their taste, predicted that the chips would taste better than did those who only read the copy that focused on taste.* These responses are an important part of hedonic consumption, the multisensory, fantasy and emotional aspects of consumers’ interactions with products.* The sensations we experience are context effects that subtly influence how we think about the products we encounter. Here are some examples from consumer research:

  	Haptic feedback received through vibration alerts accompanying mobile phone messages and wearables improve consumer performances and responses (e.g. health information) because they create social presence and symbolise interpersonal touch.*
	Warm food temperatures can increase willingness to pay (by 25%) and amount served (by 27%) because our ‘warm is calorie-rich’ intuition influences the perception that warm food is more filling and tastier.*
	When a product is scented, consumers are more likely to remember other attributes about it after they encounter it.*


The unique sensory quality of a product can play an important role in helping it to stand out from the competition, especially if the brand creates a unique association with the sensation. The distinctive bright-red Spencerian script distinguishes Coco-Cola and consumers almost universally identify the sight of red and white with the brand, which is then reinforced through the range of consumer touchpoints from product packaging to vending machines and the vehicles that transport the product to the market. Coca-Cola sustains its market identity through creative campaigns that create new experiences for its consumers. Across the globe the company has launched novel campaigns to build relationships in the market; many of these campaigns have been focused on evoking emotions to create stronger connections with the brand.

For example, in Latin America the company launched ‘The Friendship Machine’, aligning with Friendship Day to celebrate in a very special way using a 3.5-metre-tall Coca-Cola vending machine that required friends to lift each other high enough to reach the money slot. The bonus for friends: ‘they got two Cokes for the price of one’. In Australia, consumers can go online and customise their Coke bottle with classic Aussie names and colloquialisms such as ‘Champ’ and ‘Legend’, or cultural nicknames such as ‘Diva’ or ‘Bogan’.* In Singapore, the company created a new twist on sharing a Coke by introducing the ‘Sharing Can’, which could be pulled apart to make two mini cans. All of these fun experiences bring the brand’s campaign positioning to life by creating surprise and positive emotions that will make people smile.

 [image: A photo shows a few young women and a man sharing a take-out meal along with a carbonated beverage.]
Products we share with friends demonstrate emotional connections between the brand and consumers.Source: Dotshock/123RF

Experiential marketing seeks opportunities to connect with consumers by engaging in a sensory way and drawing on consumers’ personal experiences. Managing customer experiences is important for good business as customers interact with companies through multiple touch points in multiple retail channels—online and office, different media platforms and customer-to-customer interactions through social media, which all generate new experiences for consumers and create significant challenges and opportunities for marketers and advertisers.* Charities are leveraging creativity to craft experiences for donors to secure much-needed resources to deliver their services. Do you remember the ‘Ice Bucket Challenge’? That campaign increased awareness of ALS and raised $115 million from individual donors in the process.* Campaigns such as this leverage creativity to create a positive affective state in donors, which in turn leads to higher donations, based on people’s perceptions of donation impact on the cause and their own desire for mood maintenance.*

       



CB as I see it: Why worry about how customers feel?

Dr Alastair Tombs, The University of Queensland

 [image: A photo of Dr Alastair Tombs of the University of Queensland.]

Try this: smile at approaching strangers as you pass them on the street. You do not know them and they do not know you, but chances are they will smile back even when they were not smiling before. How does that make you feel? For that fleeting moment, you have connected emotionally with them even though not a word was spoken. Your facial expressions were recognised by the stranger as a sign of warmth and pleasure towards them, just as you recognised their response in a similar way.

Even without formal training, most of us understand how another person is feeling just through reading their facial expressions. We grow up recognising the meanings of facial expressions. Even young children can recognise whether a parent is happy or not happy with them without a word from the parent. We can recognise when we have upset them, when they are worried or when they are sad. If we see the facial expressions of others and recognise how they are feeling, we will often ‘catch’ the same emotions that we recognise. This transfer of emotions is termed emotional contagion. Emotional contagion is defined by Hatfield and her colleagues, in their book of the same name, as ‘the tendency to automatically mimic and synchronize facial expressions, vocalizations, postures, and movements with those of another person and, consequently, to converge emotionally’.

My research studies the effects of individuals’ facial expressions and emotional contagion within a specific marketing context. The context that is especially pertinent for this research is the service environment, where customers are in the presence of other customers. Emotional contagion can occur whether or not individuals know each other, even when there is no verbal interaction between them. Why this is important for managers and employees of retail and service companies is that research shows the importance of positive emotional contagion in helping to create positive feelings in the customer. The transfer of positive emotions has been shown to lead to positive attitudes towards the company, greater willingness to spend time in the store (and therefore be exposed to more merchandise, resulting in a greater chance of spending), higher repurchase intentions and spreading of positive word of mouth (recommendations).

The mere presence of others can facilitate emotional contagion and hence influence, either positively or negatively, the atmosphere of the retail store or service environment. For example, we enjoy the atmosphere of being in the stadium at a sporting event due to the emotions and behaviour of the other fans present. Likewise, the social buzz that is created by others dining in a busy restaurant is generally preferred to dining in an empty restaurant. Conversely, we feel the collective sadness in the crowd if our team loses a home game. Customers are likely to become annoyed or frustrated in crowded situations where too many people interfere with the delivery of the service. In these latter situations the negative feelings of customers are also reflected in negative consumer attitudes to the organisation, propensity to exit, unwillingness to spend and spreading negative word of mouth.

This ability to manage the positive emotions of customers places an additional burden on the front-line employees. In an effort to avoid the contagion of negative emotions, many customer service organisations make it a requirement for employees to make an effort to contain their emotions and portray only those that are commensurate with the job. This ‘emotional labour’ is seen in the behaviour of airline staff and waiting staff in restaurants being friendly and happy, nursing staff appearing caring and concerned, and even funeral directors appearing solemn. Because most people grow up with the ability to read emotions, they can easily pick faked or surface emotions. This means employees are often required to put an additional effort into the emotional aspects of service delivery. Failure to display appropriate emotions regardless of what the staff may be feeling will negatively affect the customers’ perception of the staff member and the organisation.

Source: E Hatfield, J Cacioppo & RL Rapson, Emotional contagion, New York: Cambridge University Press, 1994; A Tombs & J McColl-Kennedy, ‘Third party customers infecting other customers for better or for worse’, Psychology and Marketing, 2013, 33(3): 277–92.

  

 

CB as I see it: Why worry about how customers feel?

Explain why marketing specialists should be concerned with how customers feel.

  

      Sensory marketing

Marketers are turning to novel and creative innovations to create and deliver customer experiences. The Ritz-Carlton now serves fragrant, perfume-inspired cocktails, and bus shelter advertisements can emit smells—that’s ‘smellvertising’.* The rapid rise of the Internet of Things (IoT) is further creating unique connections that link the intelligence of the internet to physical products.* Today, marketers can use cheap, small sensors connected through multiple devices to connect with consumers on- and off-line to create augmented events and multisensory experiences. This is the era of sensory marketing, where companies pay extra attention to the impact of sensations on our product experiences. Sensory marketing * engages consumers’ senses to influence their perception, judgement and behaviours. In this section, we take a closer look at how some smart marketers use our sensory systems to create a competitive advantage.

Vision

Sure, Apple’s products usually work pretty well—but that’s not why many people buy them. Sleek styling and simple, compact features telegraph an aura of modernity, sophistication and just plain ‘cool’. Marketers rely heavily on visual elements in advertising, store design and packaging. They communicate meanings on the visual channel through a product’s colour, size and styling.*

Colours draw out emotions and influence our perception of a particular service, company or product. Evidence from colour psychology in marketing and advertising suggests that using colour is all about attracting attention, conveying brand values and generating an emotional response that turns a browsing shopper into a buyer.* Colours can be ethnic, exotic, tribal, even modern. On the colour spectrum, the warm end—red, orange and yellow—encourages people to eat quickly and leave. Several studies have reported that red has a physical effect on some people, increasing respiration and blood pressure.* Products presented against a backdrop of blue in advertisements are better liked than when a red background is used, and cross-cultural research indicates a global preference for blue.* Blue is associated with the sky and with water, ‘providing a sense of limitlessness and peace’, while others see the blue in design as representative of technology moving forwards.* ‘Pulsating bright shades of blue sell technology’s vibrant products and service—they show technology as an amazing advantage, as endless as the sea’.* In another study, interior designers created bars decorated primarily in red, yellow or blue and invited people to choose one to hang out in. More people chose the yellow and red bars, and these guests were more social and active—and ate more. On the other hand, partygoers in the blue room stayed longer.*

Other reactions are due to biological and cultural differences. Women tend to be drawn towards brighter tones and are more sensitive to subtle shadings and patterns. Some scientists attribute this to biology, since females see colour better than males do, and men are 16 times more likely to be colour blind. Age also influences our responsiveness to colour. As we get older, our eyes mature and our vision takes on a yellow cast. Colours look duller to older people, so they prefer white and other bright tones. This helps explain why mature consumers are much more likely to choose a white car; Lexus, which sells heavily in this market, makes 60% of its vehicles in white.*

Because colours elicit such strong emotional reactions, obviously the choice of a colour palette is a key issue in package design and is a serious business decision. These decisions help to ‘colour’ our expectations of what’s inside the package and companies will go to court to protect their packaging design. A case example is UK vegan snack brand The Primal Pantry, which was threatened with legal action to ‘cease and desist’ selling its real food bar because its packaging imitates the specific shade of purple trade marked by the Milka brand. Chocolate company Mondelez International claimed The Primal Pantry packaging imitates the colour of Milka chocolate bars, which risks confusion between the two products and damage to its global brand.*

Of course, fashion trends strongly influence our colour preferences, so it’s no surprise that we tend to encounter a ‘hot’ colour on clothing and in home designs one season that something else replaces the next season. While black never seems to go out of fashion, each year fashionistas and colour forecasters guide manufacturers and retailers on what to buy so they can be sure they stock up on the next hot hue. For example, Pantone, INC. (one of the colour arbiters) has identified a ‘colour of the year’ every year for the past 20 years. In 2019 it was Living Coral; in 2020 it was classic blue; 2021 it was illuminating yellow; and in 2022 it was Innuendo (a shade of pink).

      Smell

Scents sell. Researchers have found that the presence of a pleasant ambient scent during shopping increases customer expenditure by 3% on average, when compared with shopping environments with no scent.* Odours can stir emotions or create a calming feeling. They can evoke memories or relieve stress. One study found that consumers who viewed ads for either flowers or chocolate, and who were also exposed to flowery or chocolatey odours, spent more time processing the product information and were more likely to try different alternatives within each product category.* Scent may also improve cut-through in the situation of information clutter and help improve consumer memory. Researchers have found that scent enhances memory and, while all the information is not retained, when scent-based retrieval cues are used consumers recall more information.*

 [image: A photo shows a woman in a convenience store, standing near a shelf containing toiletries and smelling the ingredients of a bottle.]
The simple sensory cue of smell can trigger complex emotions and memories.Source: CandyBox Images/Shutterstock

Some of our responses to scents result from early associations that call up good or bad feelings, and that explains why businesses are exploring connections between smell, memory and mood.* Baristas, bakers and real estate agents all use tricks with smell based on this knowledge. Baristas have mastered the art of seducing passers-by with the aromatic allure of freshly ground coffee. Bakers tantalise our taste buds with smell by blasting their oven fans with the anticipation of stimulating consumer appetites and getting shoppers to make a short detour from their busy shopping routine. There is also an old trick in real estate: bake fresh bread or biscuits just before a home is open for inspection. It’s believed that the homely smell will increase the property’s saleability more than a new paint job or its proximity to the local shops. These marketing practices are also confirmed in sensory research, which indicates that the presence of a scent can have a positive impact on consumer attitudes, in both ambient form (i.e. in stores and other environments) and in a more direct form (i.e. infused in a product).*

Fragrance is processed by the limbic system, the most primitive part of the brain and the place where immediate emotions are experienced. One study reported that participants showed higher recall of a test brand’s attributes if it was embedded with a scent—and this effect persisted as long as two weeks after the experiment.* Retailers such as Hugo Boss often pump a ‘signature’ scent into their stores; one study reported that ‘warm scents’ such as vanilla or cinnamon, as opposed to ‘cool scents’ such as peppermint, enhance shoppers’ purchases of premium brands.*

Scientists also believe that scents humanise shopping environments that would otherwise feel sterile and unwelcoming. Pleasant scents can enhance evaluation of products and stores and increase variety-seeking behaviours.* Anecdotal evidence from overseas marketing suggests that the right scent, used at the right time, can impact sales. For example, when a subtle vanilla scent was placed in the women’s department of a US  clothing store, and the scent of rose maroc (a heavy spicy scent that men tend to like) was placed in the men’s department, sales nearly doubled. When the scents were swapped, sales fell.* While research in this area is in the early stages, as more spaces (e.g. hotels) and more products are being scented, we should start to learn more about the influence of scent marketing.

      Sound

Many aspects of sound affect people’s feelings and behaviours. A number of studies have reported that mood, manipulated by music, influences people’s willingness to help out a charity; for example, when uplifting music is played, listeners even volunteer to do more high-cost tasks, such as offering to deliver leaflets on the charity’s behalf.*

Marketers plan the brand name by paying attention to sound symbolism, the process by which the way a word sounds influences our assumptions about what it describes and the attributes, such as size. Sound can also convey subtle information about other traits such as shape, smoothness and, according to a recent study, even distance.* Twitter is an iconic brand, and its brand name conveys smallness: the short ‘I’ vowel sound highlights the limited messages and character count used in messages. Vowel sounds such as ‘oohs’ and ‘aahs’ affect our perception of products. Think about it: would you drive a 4WD called a Himmer rather than a Hummer? Two scholars from the University of Texas found that most consumers probably wouldn’t because of its phonetic symbolism. Consumers are also more likely to recognise brand names that begin with a hard consonant such as ‘K’ (Kellogg’s) or ‘P’ (Pepsi). This research has interesting implications for brand names: ‘If sounds do convey certain types of meaning, then perceptions of brands may be enhanced when the fit between the sound symbolism and the product attributes is maximised’. We also tend to associate certain vowel and consonant sounds (or phonemes) with perceptions of large and small. In many cases, brand managers use linguistic devices to increase the memorability of brand names. These researchers found that when you understand the relationship between the sounds generated by vowels and consonants, and the meanings associated with them, you can influence consumers’ perceptions.*

The sounds of brand names are not the only sounds that affect brand perception. The voices of spokespeople for the brand produce the same result. French accents and husky-voiced females can make the cosmetics or perfume they are selling appear more seductive to the consumer. Other research suggests that ‘fundamental frequency (voice pitch) and vocal speech rate are two important influencers of listener response to verbal communication and that they can affect personal perceptions of the speaker ... in general, low-pitched voices are evaluated more favourably than high-pitched voices’.* Additionally, listeners attribute greater competence and credibility to individuals who speak more quickly.* Sounds clearly have an impact on consumer behaviour.

      Touch

Pretend for a moment that you are shopping for a shirt on the internet. You navigate to your favourite online store, scroll through the new arrivals and pause at one of the new styles that appeals to you. You click on the shirt for more information. A larger photo appears and the caption reads: ‘Imagine holding this shirt, feeling the smooth, 100% silk in your hands’. What if you did as instructed? Would your perception of the shirt be any different than if you had not imagined feeling it? Given retailer investment in driving consumers to buy online, it makes sense to know whether low- versus high-NFT (need for touch) consumers react differently when they cannot touch a product. Researchers have found that consumers with high NFT were less frustrated when making a product evaluation if they could touch the product, while for low-NFT consumers it made no difference.* Written descriptions of the product helped reduce high-NFT consumers’ frustrations, but only for concrete product attributes such as the weight of a smartphone and not for attributes such as the weight of silk.*

The power and influence of touch has been demonstrated in retail settings: the UK’s Asda grocery chain removed the wrapping from several brands of toilet tissue in its stores so that shoppers could feel and compare textures. The outcome, the retailer says, was soaring sales for its own in-store brand, resulting in a 50% increase in shelf space for the line.*

It seems that encouraging shoppers to touch a product encourages them to imagine they own it, and researchers know that people value things more highly if they own them: this is known as the endowment effect. One group of researchers reported that participants who simply touched an item (an inexpensive coffee mug) for 30 seconds or less created a greater level of attachment to the product; this connection in turn boosted what they were willing to pay for it.* Indeed, the power of touch even translates to online shopping, where touchscreens create a stronger feeling of psychological ownership compared with the feeling created when consumers explore products using a touchpad or a mouse.*

Researchers have even shown that touch can influence sales interactions. For example, customers who are touched during restaurant service leave higher tips, report more positive affect and are financial risk-takers.* Interestingly, when a request is coupled with touch, consumers more frequently comply with the request to sample or buy the product, or to help a citizen in need.* On the other hand, an accidental touch from a stranger (especially a male) in a store leads shoppers to make more negative evaluations of products, increases negative product beliefs and decreases willingness to pay.*

Researchers are starting to identify the important role the haptic (touch) sense plays in consumer behaviour. Haptic senses appear to moderate the relationship between product experience and judgement confidence. This confirms the common-sense notion that we’re more sure about what we perceive when we can touch it (a major problem for those who sell products online). Individuals who score high on an NFT scale are especially sensitive to the haptic dimension. These people respond positively to such statements as:

  	When walking through stores, I can’t help touching all kinds of products. 
	Touching products can be fun.
	I feel more comfortable purchasing a product after physically examining it.*


Products are important touchpoints through which companies interact with customers. In increasingly competitive markets, some companies are using Kansei engineering, a Japanese multifaceted philosophy that translates customers’ psychological feelings, needs, wants and sensations, to inform their product and packing designs—for example, the Mazda Miata, which was designed for young drivers who saw the car as an extension of their body. After extensive research, Mazda discovered that making the gear stick exactly 9.5 centimetres long conveys the optimal feeling of sportiness and control.*

 [image: Two big shelves arranged with liquor bottles.]
This picture of different beer bottles simulates perception; just looking at the range of different shapes evokes different impressions and emotional considerations about the product inside the bottle.*Source: Cristian Puscasu/Shutterstock

      Taste

Our taste receptors obviously contribute to our experience of many products. Specialised companies called ‘flavour houses’ keep busy developing new concoctions to please the changing palates of consumers. Scientists are right behind them, developing new devices to test these flavours. A company called Alpha MOS sells a sophisticated electronic tongue for tasting and is working on what its executives call an ‘electronic mouth’, complete with artificial saliva, to chew food and dissect its flavour. Coca-Cola and PepsiCo use the tongue to test the quality of corn syrups, while Bristol-Myers Squibb and Roche use the device to devise medicines that don’t taste bitter.*Advertising can also affect our sense of taste. Researchers have shown that using a multisensory strategy that taps into taste, touch and smell will result in better taste perceptions than one that emphasises taste alone.* Advertisers, who know the importance of vision in setting taste expectations, hire food stylists to make food look as appetising as humanly possible. 

Changes in our culture also determine the tastes we find desirable. For example, consumers’ greater appreciation of different ethnic dishes has contributed to an increased desire for spicy foods. Multiculturalism has expanded the tastes and palates of the average consumer so that food that was considered ‘foreign’ a couple of decades ago is now considered ‘local’ cuisine. Australians have developed a more sophisticated taste even in their staple goods: instead of buying plain rice, consumers select basmati; white vinegar and malt vinegar are being replaced by balsamic; and instant coffee is moving from powdered to granulated or freeze dried.*

At the other extreme of taste sensation, Japanese beverage companies have picked up on the flavoured water fad as younger Japanese consumers are more health conscious and want to avoid additives. Beverage manufacturers there are working hard to make fruit drinks that you can see through. More recently, Coca-Cola has introduced a cold tea with an actor who stares at a bottle and wonders: is it tea or is it water? Stores are stacked with cartons of ‘near waters’: mineral waters with just a touch of flavour.* However, rather than being a healthy alternative to quenching your thirst or a more tasty way to reach the required eight glasses of water a day, some flavoured waters contain as much sugar as a few Krispy Kreme doughnuts!*

       



Marketing opportunity

‘Phygital Reality’: When physical and digital worlds collide

 [image: A woman working out on a yoga mat with the laptop on the side. She’s using the phone while exercising.]
Source: Studio Romantic/Shutterstock

During COVID-19 consumers developed new habits with digital tools that enable them to stay connected while at home and re-enter the outside world safely as economies reopened after lockdowns. ‘Phygital Reality’ is a hybrid of physical and virtual worlds which are shaping consumers’ engagement and perceptions of service interactions and brand relationships. Consumers have now formed new relationships with businesses adopting QR codes to use touchless menus and payments as they seek out COVID-safe transactions, and at the same time minimise changes to their established brand preferences and shopping experiences. Think about entering local stores which now have established QR code directions for entry, but other opportunities exist. Starbucks, for example, adapted to using QR codes and reimaged service delivery that exploits consumers’ QR habits. At some Starbuck stores consumers are using curbside services for faster payment and parking near the store for convenience.

The opportunity for business to find occasions to integrate virtual processes into the physical spaces is giving consumers multiple options in how they feel connected. Blended realities enable consumers to stay connected to work through video conferencing, and smart technologies like augmented reality (AR) and virtual reality (VR) have helped consumers form new habits around working, learning, exercising, shopping and socialising. Business can also design virtual services that enable at-home experiences which can drive e-commerce sales. 

More consumers are trialling and adopting personal shopping appointments through video conferencing, VR travel experiences and crafted experiences with cosmetics, beverages and other personal goods through artificial intelligence (AI). Consumers are connecting for both convenience and entertainment. Virtual tools will become integral to operations. Integrating virtual processes into brick-and-mortar locations will be important to ensure consumers feel safe to return to physical spaces, but at the same time there are now more opportunities to service consumers inside their homes. Work and lifestyle flexibility has shifted as many more people work from home: consumers are logging into a 24-hour service culture. Apple’s Fitness+ subscription service fits the bill for consumers who want to work their gym routine around other lifestyle demands, and to follow home-based workout routines from recognised fitness instructors. Business needs to be aware of how current and future customers are using their time, and tap into the growing 24-hour service culture.

Source: Based on Euromonitor 2021, Top 10 Global Consumer Trends 2021. Passport database.

  

       



CB as I live it: Product and brand perceptions that influence my purchasing

Dan Cantiller, Toronto, Canada

 [image: Close-up of Dan Cantiller.]
Source: Dan Cantiller, Toronto, Canada

What influences my decisions to buy? I think this depends on the setting, whether I’m shopping in person or online. In person, I’m more likely to wander into a store that perhaps has a display that catches my eye, and also a space that doesn’t appear too crowded or disorganised. When I’m browsing clothing, I look for colours, prints and designs that are visually interesting to me. On top of this, I like to touch the material—I’m tactile I guess! Is the material soft? Would it be comfortable to wear? Does the fabric feel synthetic? Does it breathe? Similarly, in a bookstore, I enjoy perusing and discovering books. Attractive and intriguing cover art. Does the synopsis give me a good idea about the writer’s thoughts and style? 

Similarly, when purchasing online, browsing is an experience, in this case heavily relying on visuals. Making clothing purchases online requires a bit more imagination, however, as things like sizing and fit can be a bit trickier to gauge. If purchasing from a chain retailer, it may be easier to return or exchange, but if making a purchase from a more pop-up site or foreign retailer, it can be a bit more of a gamble. If such an order arrives and it varies substantially from what I expected based on the online image (e.g. size, material, fit), I’m less likely to try to return or exchange it, and I much prefer to forgo the hassle and just donate it instead. 

When I was younger, I would say that it was more common that I would purchase clothes that displayed a logo. Now though, I prefer branding on my clothes to be more subtle, and prefer clothes and outfits that appear branding-neutral instead. As a young adult/professional, I would say that I tend to revisit stores and clothing companies that I have already purchased from. Generally, I know what to expect, and perhaps I am familiar with how their clothes tend to fit. Despite these habits, I definitely do like to add to my wardrobe things that add visual interest. Bold and fun patterns and colour allow me to play through my outfits and become an expression of my personality. Even within the work setting, I like to wear things that aren’t so standard and drab. 

I’m also conscious of trying to support companies and brands that I feel develop good-quality products, have responsible workforce policies and attempt to decrease negative environmental impacts. If company leaders and campaigns appear to contradict these values, I would prefer to seek alternative options. I definitely would not be comfortable feeling that I’m supporting a company that is harming people, communities and the environment. 

  

      The stages of perception

3.2 Describe the three-stage perception process that translates raw stimuli into meaning.

Like computers, we undergo stages of information processing during which we input and store stimuli. Unlike computers, though, we do not passively process whatever information happens to be present. In the first place, we notice only a small number of the stimuli in our environment, simply because there are so many different ones out there vying for our attention. Of those we do notice, we attend to an even smaller number—and we might not process the stimuli that do enter consciousness objectively. Each individual interprets the meaning of a stimulus in a manner consistent with their own unique biases, needs and experiences. In a bid to attract and maintain custom, firms and their brands have focused their efforts on engaging customers with all their touchpoints (e.g. website, stores, social media platforms, etc.). Within interactive and dynamic business environments, customer engagement (CE) represents a strategic imperative for improving firms’ sales performance, and superior competitive advantage and profitability.* The perceptual process influences customer perception. As Figure 3.1 shows, these three stages of exposure, attention and interpretation make up the process of perception.

  Figure 3.1 An overview of the perceptual process
[image: The perceptual process influences customer perception. As Figure 3.1 shows, these three stages of exposure, attention and interpretation make up the process of perception.]

  	Exposure: An initial stage of perception during which some sensations come within range of consumers’ sensory receptors.
	Attention: The assignment of processing activity to selected stimuli.
	Interpretation: The process whereby meanings are assigned to stimuli.


      Exposure

Exposure occurs when a stimulus comes within the range of someone’s sensory receptors. Consumers concentrate on some stimuli, are unaware of others and even go out of their way to ignore some messages. We notice stimuli that come within range for even a short time—if we so choose. However, getting a message noticed in such a short time (or even in a longer one) is no mean feat. 

Sensory thresholds

3.3 Describe Weber’s Law.

Before we consider what else people may choose not to perceive, let’s consider what they are capable of perceiving. By this we mean that stimuli may be above or below a person’s sensory threshold, which is the point at which a stimulus is strong enough to make a conscious impact on a person’s awareness.

If you have ever blown a dog whistle and watched pets respond to a sound you cannot hear, you won’t be surprised to learn that there are some stimuli that people are not capable of perceiving. Some people are better able to pick up sensory information than those whose sensory channels may be impaired by disabilities or age. The science that focuses on how the physical environment is integrated into our personal subjective world is known as psychophysics.

The absolute threshold

When we define the lowest intensity of a stimulus that can be registered on a sensory channel, we speak of a threshold for that receptor. It sounds like a great name for a rock band, but the absolute threshold refers to the minimum amount of stimulation that can be detected on a given sensory channel. The sound emitted by a dog whistle is too high to be detected by human ears, so this stimulus is beyond our auditory absolute threshold. The absolute threshold is an important consideration in designing marketing stimuli. A freeway billboard might have the most entertaining copy ever written, but this genius is wasted if the print is too small for passing motorists to see it.

The differential threshold

The differential threshold refers to the ability of a sensory system to detect changes or differences between two stimuli. The minimum difference that can be detected between two stimuli is known as the j.n.d. (just noticeable difference).

The issue of when and if a difference between two stimuli will be noticed by consumers is relevant to many marketing situations. Sometimes a marketer may want to ensure that a change is observed, as when merchandise is offered at a discount. In other situations, the fact that a change has been made may be downplayed, as in the case of price increases or when a product is downsized. Also, when a brand tries to modernise its logo, it has to walk a fine line because consumers tend to get tired of old-fashioned designs but they still want to be able to identify the familiar product.

A consumer’s ability to detect a difference between two stimuli is relative. A whispered conversation that might be unintelligible on a noisy street can suddenly become public and embarrassingly loud in a quiet library. It is the relative difference between the decibel level of the conversation and its surroundings, rather than the absolute loudness of the conversation itself, that determines whether the stimulus will register.

In the 19th century, a psychophysicist named Ernst Weber found that the amount of change that is necessary to be noticed is systematically related to the intensity of the original stimulus. The stronger the initial stimulus, the greater the change must be for it to be noticed. This relationship is known as Weber’s Law and is expressed in the following equation:

 [image: Weber's law is expressed as an equation.]
 Image descriptionThe equation states K is equal to u2206i over I, where:Κ is a constant (this varies across the senses);u2206i is the minimal change in intensity of the stimulus required to produce a j.n.d. (just noticeable difference); andΙ = the intensity of the stimulus where the change occurs.

  	K = a constant (this varies across the senses)
	Δi = the minimal change in intensity of the stimulus required to produce a j.n.d.
	I = the intensity of the stimulus where the change occurs


For example, consider how Weber’s Law might work with respect to a product that has had its price decreased for a special sale. A rule of thumb used by some retailers is that a markdown should be at least 20% for the price cut to make an impact on shoppers. If so, a pair of socks that retails for $10 should be put on sale for $8 (a $2 discount). However, a sports coat selling for $200 would not benefit from a ‘mere’ $2 discount—it would have to be marked down to $160 to achieve the same impact.

Weber’s Law, ironically, is a challenge to green marketers who try to reduce the size of packages when they produce concentrated (and more earth-friendly) versions of their products. Makers of laundry detergent brands have to convince their customers to pay the same price for about half the detergent. Also, because of pressure from powerful supermarket retailers that want to fit more bottles on their shelves, the size of detergent bottles is shrinking significantly. Procter & Gamble and Unilever maintain that their new concentrated versions will allow people to wash the same number of loads with half the detergent. One perceptual trick they’re using to try to convince consumers of this is the redesign of the bottle cap: P&G uses a cap with a broader base and shorter sides to persuade consumers that they need a smaller amount.*

      Augmented reality

Perceptual thresholds become even more interesting as we increasingly enter the world of AR. ‘AR’ refers to media that combine a physical layer with a digital layer to create a combined experience. AR apps open new worlds of information (and marketing communications). From a services perspective, think about how easy it is today to locate a shop or restaurant when you are in an unfamiliar area. Or being able to work out configurations when you’re buying furniture to fit into your apartment, or making renovations to a home. Customers can now point their phones at the walls and fixtures in their apartments and visualise how different furniture and fixtures would look and work in their home environment. Brands are also exploiting AR to create a platform through which consumers can virtually sample products. In the UK, cosmetic brand Rimmel created ‘Steal the Look’, an AR app that enabled users to scan any make-up look—from magazines, adverts or even a friend’s face—and superimpose that same look on their own face by using the camera on their smartphone.*

 [image: A photo shows a female defence personnel, sitting on a hospital bed, with a prompt in the foreground which reads, “X – ray this patient using your mobile”.]
The Defence Force has used AR technology to create engagement with medical students to encourage them to think about joining the Defence Force.Source: © Department of Defence, Australia/Photo credit Hugh Peachey Photography

AR is also being used more in advertising. The Australian Defence Force created an AR-based outdoor campaign targeting medical students for its Defence Force University Scholarships. A series of posters featured a patient in need of medical treatment. By pointing the app at the ad, students could virtually test their diagnostic skills and treat the patient using tools such as CT scans, x-rays and other medical equipment.

      Subliminal perception

Most marketers are concerned with creating messages above consumers’ thresholds so they will be noticed. Ironically, a good number of consumers appear to believe that many advertising messages are designed to be perceived unconsciously, or below the threshold of recognition. Another word for threshold is limen, and stimuli that fall below the limen are termed subliminal. Subliminal perception occurs when the stimulus is below the level of the consumer’s awareness.  

Subliminal perception is a topic that has captivated the public for more than 50 years, despite the fact that there is virtually no proof that this process has any effect on consumer behaviour.* Frequent surveys of consumers around the world reveal continued belief in the existence of subliminal advertising and the conviction that this technique can get them to buy things they do not really want.*

Most examples of subliminal advertising that have been ‘discovered’ are not subliminal at all—on the contrary, these images are quite visible. If you can see it or hear it, it is not subliminal, because the stimulus is above the level of conscious awareness. Nonetheless, the continuing controversy about subliminal persuasion has been important in shaping the public’s beliefs about advertisers’ and marketers’ ability to manipulate consumers against their will. A kerfuffle generated by a McDonald’s Happy Meal toy illustrates that we tend to see or hear what we are looking for. When the company released a toy Minion (from the popular Despicable Me movie series), some outraged parents stated it was sending a ‘subliminal message’ to their children. They claimed that it was speaking gibberish that sounded a lot like ‘what the’ and a word that rhymes with duck. McDonald’s response: ‘Minions speak “Minionese” which is a random combination of many languages and nonsense words and sounds ... Any perceived similarities to words used within the English language is purely coincidental.’* Subliminal advertising persists in the minds of the media, consumers and law makers as ‘proof’ of the overtly powerful control marketing exerts on people. However, marketing has yet to deliver equivalent ‘proof’ in terms of return on investment (ROI) or sales.

Does subliminal perception work? Evaluating the evidence

Some research by clinical psychologists suggests that people can be influenced by subliminal messages under very specific conditions, though it is doubtful that these techniques would be of much use in most marketing contexts. Effective messages should be very specifically tailored to individuals, rather than being the mass messages required by advertising.* They should also be as close to the liminal threshold as possible. Other discouraging factors include the following:

  	There are wide individual differences in threshold levels. In order for a message to avoid conscious detection by consumers who have a low threshold, it would have to be so weak that it would not reach those who have a high threshold.
	Advertisers lack control over consumers’ distance and position from a screen. In a cinema, for example, only a small portion of the audience would be in exactly the right seats to be exposed to a subliminal message.
	The viewer must be paying absolute attention to the stimulus. People watching a TV program or a movie typically shift their attention periodically and might not even be looking when the stimulus is presented.
	Even if the desired effect is induced, it operates only at a very general level. For example, a message might increase a person’s thirst, but not necessarily for a specific drink. Because basic drives are affected, marketers could find that after all the bother and expense of creating a subliminal message, demand for competitors’ products increases as well!


Clearly, there are better ways to get our attention—let’s see how.

      Attention

Attention refers to the extent to which processing activity is devoted to a particular stimulus. As you know from sitting through both interesting and less interesting lectures, this allocation can vary depending on both the characteristics of the stimulus (i.e. the lecture itself) and the recipient (i.e. your mental state at the time). Although we live in an ‘information society’, we can have too much of a good thing. Consumers are often in a state of sensory overload, exposed to far more information than they can or are willing to process. In our society, much of this bombardment comes from commercial sources and the competition for our attention is increasing steadily. The average adult is exposed to about 3,500 pieces of advertising information every single day—up from about 560 per day 30 years ago.*

How do marketers get our attention?

As you’ll see in later chapters, marketers constantly search for ways to break through the clutter and grab people’s attention—and at times these efforts meet with mixed results. Increasingly digitalised lifestyles seem to be impacting our brains and attention spans. A study found that people now generally lose concentration after eight seconds—the average attention span for the ill-focused goldfish is nine seconds!* To cope with the shortened attention spans of younger viewers, ad directors are cramming more shots into the same time span—more cuts to different scenes increases the pace and emotional energy of an ad. A typical 30-second commercial contains about eight shots, each lasting about four seconds. However, in an ever-increasing, cluttered viewer market, the number of shots has zoomed to 13, with each shot lasting only about two seconds.*

Of course, a sure-fire way to grab our attention is to do something outrageous, or at least unusual, in a public place. Flashmobs work on this premise by drawing together a group of people in one location who then ‘break out’ in a rehearsed performance unexpectedly—it might involve singing, dancing or even pretending to be statues—creating a spectacle. More controversial strategies include the one used by CALM (the New Zealand Campaign Against Landmines) for a fundraising campaign to clear Lebanon of explosives. The organisation distributed tomato sauce sachets to fish and chip shops and cafés throughout the country. To open the sachets Kiwis had to rip off a person’s foot and watch the ‘blood-like’ condiment ooze out.* It was certainly a gruesome and attention-grabbing awareness campaign—would you want to put that sauce on your meat pie?

Because the brain’s capacity to process information is limited, consumers are very selective about what they pay attention to. The process of perceptual selection means that people attend to only a small portion of the stimuli to which they are exposed. Consumers practise a form of ‘psychic economy’, picking and choosing among stimuli to avoid being overwhelmed. How do they choose? Both personal and stimulus factors help them decide.

       



Marketing pitfall

Stealth marketing: what tactics work?

Commentators estimate that consumers are exposed to more than 5,000 overt marketing communications every day. We cope with this bombardment by consciously only paying attention to 1–2% of them. This fact, combined with a growing trend in consumer scepticism towards marketing messages, has led companies to create hybrid forms of communication such as stealth or covert marketing to reach consumers.

Covert marketing communication feigns news or another type of communication as a means to disguise its commercial source. Product placement is a well-known tactic that still has influence today. Its earliest introduction was in the 1946 movie It’s a Wonderful Life, which tells the story of a young boy wanting to become an explorer. A National Geographic magazine was well placed during the movie to demonstrate his aspirations. Use of product placement remains popular today in films and shows on streaming platforms. While streaming service Netflix has an ‘ad-free’ image and states it doesn’t pay for product promotions, there is a significant amount of product placement in original Netflix series and movies. While Netflix might not follow a paid model, it does partner with big brands such as Coca-Cola and Subway through marketing tie-ins and merchandising deals, and as a result these brand names feature prominently in its shows and movies.

Other companies use tactics such as creating a ‘fake controversy’ which, when picked up by the media, gets reported and the product/brand gets free publicity. However, in an era of ‘fake news’, can marketers and entrepreneurs risk using stealth marketing tactics, especially if these tactics contribute further to the problem of increasing consumer cynicism? If you believe in the doctrine of caveat emptor (let the buyer beware), you might think this is all a bit of fun. While some companies using these tactics do not always deliberately deceive consumers, concerns over these practices arise when consumers do not realise that the communication activity is conveyed from a marketer. Unfortunately for consumers, companies are becoming more skilled at obscuring the lines associated with traditional marketing activities by melding marketing into non-marketing situations. The bigger risk for marketing is that the more stealth marketing campaigns are used, the more consumers will continue to believe that advertising and marketing are untrustworthy.

Source: C Ashley & H Leonard, ‘Betrayed by the buzz? Covert content and consumer–brand relationships’, Journal of Public Policy & Marketing, 2009, 28(2): 212–20; M Geagh-Briener & K Desiderio, ‘Netflix shows and movies are full of brands—but is it product placement?’, 2020, www.insider.com/product-placement-netflix-originals-shows-movies-brands-streamin-stranger-things-2020-6; Z Pardes, ‘Marketing growth hacks for the “fake news” era’, 2017, www.entrepreneur.com/article/294937.

  

      Personal selection factors

Experience, which is the result of acquiring and processing stimulation over time, is one factor that determines how much exposure to a particular stimulus a person accepts. Perceptual filters based on our past experiences influence what we decide to process. 

Perceptual vigilance is one such filter. Consumers are more likely to be aware of stimuli that relate to their current needs. A consumer who rarely notices car ads will become very much aware of them when in the market for a new car. A pop-up ad on Facebook for a fast-food restaurant that would otherwise go unnoticed becomes significant when you update your status on Facebook at around five o’clock.

The flip side of perceptual vigilance is perceptual defence. This means that people see what they want to see—and don’t see what they don’t want to see. If a stimulus is threatening to us in some way, we may not process it—or we may distort its meaning so that it’s more acceptable. For example, a heavy smoker may block out images of cancer-scarred lungs because these vivid reminders hit a bit too close to home.

Yet another factor is adaptation: the degree to which consumers continue to notice a stimulus over time. The process of adaptation occurs when consumers no longer pay attention to a stimulus because it is so familiar. A consumer can become ‘habituated’ and require increasingly stronger ‘doses’ of a stimulus for it to be noticed. A consumer en route to work might read a billboard message when it is first installed, but after a few days, it becomes part of the passing scenery. Several factors can lead to adaptation:

  	Intensity. Less intense stimuli (e.g. soft sounds or dim colours) habituate because they have less sensory impact.
	Duration. Stimuli that require relatively lengthy exposure in order to be processed tend to habituate because they require a long attention span.
	Discrimination. Simple stimuli tend to habituate because they do not require attention to detail.
	Exposure. Frequently encountered stimuli tend to habituate as the rate of exposure increases.
	Relevance. Stimuli that are irrelevant or unimportant will habituate because they fail to attract attention.


      Stimulus selection factors

In addition to the receiver’s mindset, characteristics of the stimulus itself play an important role in determining what gets noticed and what is ignored. These factors need to be understood by marketers, who can apply them to their messages and packages to boost their chances of cutting through the clutter and commanding attention. For example, when researchers used infrared eye-tracking equipment to measure what ads consumers look at, they found that visually complex ads are more likely to capture attention.*

In general, stimuli that differ from others around them are more likely to be noticed (remember Weber’s Law). This contrast can be created in several ways:

  	Size. The size of the stimulus itself in contrast to the competition helps to determine whether it will command attention. Readership of a magazine ad increases in proportion to the size of the ad.*
	Colour. As we’ve seen, colour is a powerful way to draw attention to a product or to give it a distinct identity. For example, the once uniform colours of beige or black for computers gave way to the multiple colour options of the iMacs, while other formerly monochromatic domestic devices such as toasters, kettles and blenders are now available in coordinated colour ranges to match kitchen décor and style.
	Position. Not surprisingly, stimuli that are in places we’re more likely to look stand a better chance of being noticed. That’s why the competition is so heated among suppliers to have their products displayed in stores at eye level. In magazines, ads that are placed towards the front of the issue, preferably on the right-hand side, also win out in the race for readers’ attention. (Hint: the next time you read a magazine, notice which pages you’re more likely to spend time looking at.)* This use of the ‘invariant right’ is also leveraged in the design of shopping centres and shop layouts. Researchers using observational techniques have found that as an approximation customer interaction with any product or promotion display will increase by as much as 30% by placing it on the right. That is why so many discount bins and sales items can be found in that location.* Another study reported that advertisers can increase brand recall and choice if they change the location of brand logos and product depictions across ad exposures.* And products that are located in the centre of a person’s field of vision are more likely to receive attention.*
	Novelty. Stimuli that appear in unexpected ways or places tend to grab our attention. One solution has been to put ads in unconventional places where there will be less competition for attention. These places include the backs of shopping trolleys, walls of tunnels, floors of sports stadiums and, yes, even in public toilets.* Mobile billboards, giant inflatable objects and a veritable flotilla of custom descaled small cars are all trying to achieve cut-through in the crowded attention span of the inner-city consumer.


      Interpretation

3.4 Explain the conscious and unconscious aspects of perception.

Interpretation refers to the meaning that we assign to sensory stimuli. Just as people differ in terms of the stimuli they perceive, the eventual assignment of meaning to these stimuli varies as well. Two people can see or hear the same event, but their interpretation of it can be as different as night and day, depending on what they had expected the stimulus to be. In one study, children aged 3–5 who ate McDonald’s fries served in a McDonald’s bag overwhelmingly thought they tasted better than those who ate the same fries out of a plain white bag. Even carrots tasted better when they came out of a McDonald’s bag—more than half the children preferred them to the same carrots served in a plain package! Ronald would be proud.*

Consumers assign meaning to stimuli based on the schema, or set of beliefs, to which the stimulus is assigned. In a process known as priming, certain properties of a stimulus will evoke a schema that leads us to evaluate the stimulus in terms of other stimuli we have encountered that are believed to be similar. Identifying and evoking the correct schema is crucial to many marketing decisions because this determines what criteria will be used to evaluate the product, package or message.

The process of priming makes us consider the automated nature of some of our thinking and the unconscious processes that operate within the blink of an eye. It is impossible for consumers to process every piece of information at a conscious level—we would be worn out with the effort and our ability to react to the environment would slow down. Perceptual activity in particular is generally automatic and so too are the interpretations created by the perceptions leading to the automated unconscious.* It works like this: think about flowers—everyone knows that flowers are among the freshest and most perishable of products. This is why fresh flowers are placed right up front in supermarkets—to ‘prime’ us to think of freshness the moment we enter a fresh food supermarket. Consider the opposite: what if we entered the shop and were greeted with plastic flowers and displays of tinned food? Having been primed at the outset, we continue to carry that association, albeit subconsciously, with us as we shop.

Priming is demonstrated in this well-known experiment conducted by UK illusionist Derryn Brown It demonstrates how he was able to prime advertising agency people to behave in particular ways, which made his own creative efforts look like magic.* As the stunned creatives watched, they were shown a video of their drive to the agency during which they passed by places and photographs that had primed their creative approach.

Even the location of a product’s image on a package influences the way our brains make sense of it. For example, due to what we have learned about the law of gravity (heavy objects sink and light objects float), we assume that products that are lower down in a frame weigh more than products that appear higher in a frame. In addition, objects on the right of a frame appear heavier than products that appear on the left of a frame. This interpretation results from our intuition about levers: we know that the further away an object is from a lever’s swivel point, the more difficult it is to raise the item. Because we read from left to right, the left naturally becomes the visual point and so we perceive objects on the right as heavier. Manufacturers should bear these package schematics in mind, as they may influence our feelings about the contents in a package for better or for worse.*

As you’ll see in the chapter ‘Personality’,  products often assume a ‘brand personality’ because we tend to assign them common human traits such as sophistication or sexiness. In other words, we anthropomorphise objects when we think of them in human terms, and this thought process may encourage us to evaluate products using schemata we apply to classify other people. A recent study illustrates how this works: participants saw an ad with a picture of a car that had been modified to make it appear as though it was either ‘smiling’ or ‘frowning’. In some cases, the text of the ad was written in the first person, to activate a human schema, whereas others saw the same ad written in the third person. When the human schema was active, those who saw the ‘smiling’ car rated it more favourably than when they saw a ‘frowning’ car.*

It is interesting to note the difference between subliminal advertising and priming. Whereas subliminal processing occurs outside the conscious processes (even if you were looking, you probably couldn’t detect subliminal images), priming occurs in full conscious view. It is the automatic nature of cognitive processing, which means consumers do not usually pay attention to priming cues as they appear insignificant at the time.

      Stimulus organisation

One factor that determines how a stimulus will be interpreted is its assumed relationship with other events, sensations or images. When Kellogg’s introduced Cocoa Crispix into the market, there was an effort to position it as a chocolate cereal for adults. This included adding pictures of adults using the product. Sales were disappointing, and the packaging was rebranded to include tie-ins with children’s movies. The box was covered in cartoon characters to convey the idea that this was a fun children’s snack. Package sizes were increased to match the sizes of bulk breakfast cereals. The end result has been increased sales and an excuse for adults to buy the breakfast cereal ‘for their children’ without having to put up with the ‘zany adult user’ advertising campaign.

Our brains tend to relate incoming sensations to others already in memory, based on some fundamental organisational principles. These principles are based on Gestalt psychology, a school of thought that maintains that people derive meaning from the totality of a set of stimuli, rather than from any individual stimulus. The German word Gestalt roughly means whole, pattern or configuration, as we noted earlier in the chapter. This perspective is best summarised by the saying ‘the whole is greater than the sum of its parts’. A piecemeal perspective, which analyses each component of the stimulus separately, will be unable to capture the total effect. The Gestalt perspective provides several principles relating to the way stimuli are organised.

  	The closure principle states that people tend to perceive an incomplete picture as complete. That is, we tend to fill in the blanks based on our prior experience. This principle explains why most of us have no trouble reading a neon sign even if several of its letters are burned out. You may have received a viral email in the past challenging you to read a paragraph where every second or third letter is wrong or missing. You would have found that you could read the paragraph with no problem. The principle of closure is also at work when we hear only part of a jingle or theme. Using the principle of closure in marketing strategies encourages audience participation, which increases the possibility that people will attend to the message. The WWF logo is an example of the closure principle, as our eyes fill in the gaps to make the panda whole.
	The principle of similarity tells us that consumers tend to group together objects that share similar physical characteristics. Coca-Cola uses this principle, with its diverse range of soft drinks all contained in similar-shaped bottles and linked product lines (Diet Coke, Diet with lime flavour, Diet without any flavour) sharing common colour schemes.
	The figure–ground principle  states that one part of a stimulus will dominate (the figure) and other parts will recede into the background (the ground). This concept is easy to understand if you think of a photograph with a clear, sharply focused object (the figure) in the centre. The figure is dominant and the eye goes straight to it. The parts of the configuration that will be perceived as figure or ground can vary, depending on the individual consumer and other factors. Similarly, in marketing messages that use the figure–ground principle, a stimulus can be made the focal point of the message or merely the context that surrounds the focus.


The eye of the beholder: interpretational biases

The stimuli we perceive are often ambiguous. It’s up to us to determine the meaning based on our past experiences, expectations and needs. The process of ‘seeing what you want to see’ was demonstrated in a video experiment where participants were asked to count the number of times a ball was passed from one player to another. In the middle of the video, a woman in a gorilla suit walked into the centre of the court and gestured into the camera. A disturbingly high proportion of viewers of the video (up to 70%) responded ‘What gorilla?’ after being asked about the presence of the interloper. The researchers, Simons and Chabris, cited this as an example of ‘inattentional blindness’, where individuals do not see what they were not told to look for while performing a task.* It may sound like monkey business, but it does show that the consumer is capable of missing the obvious if told to concentrate on a minor detail. Consumers do tend to project their own desires or assumptions onto products and advertisements.

      Semiotics: the meaning of meaning

When we try to ‘make sense’ of a marketing stimulus, whether a distinctive package, an elaborately staged commercial or perhaps a model on the cover of a magazine, we do so by interpreting its meaning in the light of associations we have with these images. For this reason, much of the meaning we take away is influenced by what we make of the symbolism we perceive. After all, on the surface many marketing images have virtually no literal connection to actual products. What does a circus clown have to do with a meat patty in a bread bun? How can a celebrity, such as singer Rihanna or Harry Styles, enhance the image of beer or a clothes line?

For assistance in understanding how consumers interpret the meanings of symbols, some marketers are turning to a field of study known as semiotics, which examines the correspondence between signs and symbols and their role in the assignment of meaning.* Semiotics is important to the understanding of consumer behaviour because consumers use products to express their social identities. Products have learned meanings and we rely on marketers to help us figure out what those meanings are. As one set of researchers put it, ‘Advertising serves as a kind of culture/consumption dictionary; its entries are products, and their definitions are cultural meanings.’*

From a semiotic perspective, every marketing message has three basic components: an object, a sign or symbol, and an interpretant. The object is the product that is the focus of the message (e.g. McDonald’s hamburgers). The sign is the sensory image that represents the intended meanings of the object (e.g. Ronald McDonald, World Famous Magical Clown). The interpretant is the meaning derived (e.g. there’s something magical about McDonald’s food). This relationship is shown in Figure 3.3.

  Figure 3.3 Semiotic relationships
[image: A diagram explains semiotic relationships.]
 Image descriptionSemiotic relationships are illustrated as three, inter-related components placed in a triangle and connected to each other with bi-directional arrows. The details of the three components are as follows: Object (product): XXXX Interpretant (meaning): Queensland Sign (image): State of Origin player
 

According to semiotician Charles Sanders Peirce, signs are related to objects in one of three ways: they can resemble objects, be connected to them or be conventionally tied to them.* An icon is a sign that resembles the product in some way (e.g. Vodafone uses an image of a SIM card to represent itself). An index is a sign that is connected to a product because they share some property (e.g. the lemon on some Cussons cleaning products conveys the shared property of fresh scent). A symbol is a sign that is related to a product through either conventional or agreed-upon associations (e.g. the lion in the logo for the AFL Brisbane Lions provides the conventional association with fearlessness and strength that is carried over to the team’s approach to on-field performance).

A lot of time, thought and money goes into creating brand names and logos that will clearly communicate a product’s image. Starbucks removed the words ‘Starbucks Coffee’ as it modernised its logo to feature only the famous siren character. The CEO explained this change means the company is thinking ‘beyond coffee’.* 

The choice of a logo is more difficult when the brand has to travel across cultures. For example, as Chinese businesses become more global, companies are refashioning ancient Chinese pictograms into new corporate logos that resonate with both the East and the West. Chinese pictograms really are icons, because the ancient symbols were once graphic depictions of the words they signify. For example, China Telecom’s logo features two interlocking letter Cs that together form the Chinese character for China but also represent the concepts of ‘customer’ and ‘competition’, the company’s new focus. In addition, the symbol resembles the horns of an ox, a hard-working animal.*

      Perceptual positioning

As you’ve seen, a product stimulus is often interpreted in the light of what we already know about a product category and the characteristics of existing brands. Perceptions of a brand comprise both its functional attributes (e.g. its features, its price and so on) and its symbolic attributes (its image, and what we think it says about us when we use it). We look more closely at issues such as brand image in later chapters, but for now it’s important to keep in mind that our evaluation of a product is usually the result of what it means rather than what it does. This meaning—as perceived by consumers—constitutes the product’s market position and it may have more to do with our expectations of product performance as communicated by its colour, packaging or styling than with the product itself.

When a marketer understands how consumers think about a set of competing brands, it can use these insights to develop a positioning strategy—a fundamental part of a company’s marketing efforts as it uses elements of the marketing mix (i.e. product design, price, distribution and marketing communications) to influence the consumer’s interpretation of its meaning. For example, although consumers’ preferences for the taste of one product over another are important, this functional attribute is only one component of product evaluation.

There are many dimensions that can be used to establish a brand’s position in the marketplace.* These include:

  	lifestyle. City Beach clothing store positions itself as the urban supplier of surfwear.
	price leadership. L’Oréal’s Noisôme brand face cream is sold in upmarket beauty shops, whereas its Plenitude brand is available for one-sixth of the price in discount stores—even though both are based on the same chemical formula.*
	attributes. Sports energy drink Red Bull ‘gives you wiiings’.
	product class. The Mazda MX-5 is a sporty convertible.
	competitors. Procter & Gamble positions its Oral B brand by claiming it’s the ‘tooth-brush more dentists use’.
	occasions. Moccona Coffee is the coffee for special moments to be shared with family and friends.
	users. Lorna Jane fitware targets women seeking an active lifestyle.
	quality. Audi has sufficient faith in the quality of its product to offer ‘Audi Advantage Guaranteed Future Value’.


      Learning snapshot

  	Perception is the process by which physical sensations such as sights, sounds and smells are selected, organised and interpreted. The eventual interpretation of a stimulus allows it to be assigned meaning.
	Marketing stimuli have important sensory qualities. We rely on colours, odours, sounds, tastes and even the ‘feel’ of products when forming evaluations of them.
	Not all sensations successfully make their way through the perceptual process. Many stimuli compete for our attention and the majority are not noticed or accurately comprehended.
	People have different thresholds of perception. A stimulus must be presented at a certain level of intensity before it can be detected by sensory receptors. In addition, a consumer’s ability to detect whether two stimuli are different (the differential threshold) is an important issue in many marketing contexts, such as changing a package design, altering the size of a product or reducing its price.
	Some of the factors that determine which stimuli (above the threshold level) do get perceived are the amount of exposure to the stimulus, how much attention it generates and how it is interpreted. In an increasingly crowded stimulus environment, advertising clutter occurs when too many marketing-related messages compete for attention.
	Stealth marketing tactics and covert marketing activities may cause increased consumer scepticism and further reduce people’s respect for the marketing profession.
	A lot of controversy has been sparked by so-called subliminal persuasion and related techniques, by which people are exposed to visual and aural messages below the sensory threshold. There is little evidence to support the view that subliminal persuasion is effective, yet many consumers continue to believe that advertisers use this technique.
	A stimulus that is attended to is not perceived in isolation. It is classified and organised according to principles of perceptual organisation. These principles are guided by a Gestalt, or overall, pattern. Specific grouping principles include closure, similarity and figure–ground relationships.
	The final step in the process of perception is interpretation. Symbols help us to make sense of the world by providing us with an interpretation of a stimulus that is often shared by others. The degree to which the symbolism is consistent with our previous experience affects the meaning we assign to related objects.
	Marketers try to communicate with consumers by creating relationships between their products or services and desired attributes. A semiotic analysis involves the correspondence between stimuli and the meaning of signs. The intended meaning may be literal (e.g. an icon, such as a street sign, with a picture of children playing). The meaning may be indexical—that is, it relies on shared characteristics (e.g. the red in a stop sign means danger). Finally, meaning can be conveyed by a symbol, in which an image is given meaning by convention or by the agreement of members of a society (e.g. stop signs are octagonal, give-way signs are triangular).


Consumer behaviour challenge

  	Many studies have shown that a consumer’s sensory detection abilities decline as they grow older. Discuss the implications of the absolute threshold for marketers who are attempting to appeal to the elderly.
	Interview three to five male and three to five female friends about their perceptions of both men’s and women’s fragrances. Construct a perceptual map for each set of products. A perceptual map is a widely used marketing tool that evaluates the relative standing of competing brands along relevant dimensions (examples of these dimensions were listed earlier). Based on your map of fragrances, do you see any areas that are not adequately served by current offerings? What (if any) gender differences did you obtain regarding both the relevant dimensions used by raters and the placement of specific brands along those dimensions?
	Have you experienced covert marketing? Write a brief summary of your experience. Then think about the desired effect the marketer wanted to have on your thinking or purchasing behaviour. Do you think the use of stealth or covert marketing techniques is ethical? Explain your answer.
	Assume that you are a consultant for a marketer who wants to design a package for a new premium chocolate bar targeted to an affluent market. What recommendations would you provide in terms of package elements such as colour, symbolism and graphic design? Give reasons for your suggestions to explain how your packaging design would influence consumer engagement.
	Select a well-known global brand (e.g. Coca-Cola, Cadbury). Using Google, track the packaging of a specific brand over time. Find an example of gradual changes in package design that may have been below the j.n.d.
	Visit a number of websites for one type of product (e.g. personal computers, perfumes, laundry detergents, athletics shoes) and analyse the colours and other design principles employed. Which sites work and which don’t? Why do (or don't) they work?
	On your social media, look and select one ad that captures your attention over others. Give reasons for this.
	Find ads that utilise the techniques of contrast and novelty. Give your opinion of the effectiveness of each ad and whether the technique is likely to be appropriate for the consumers targeted by the ad.
	AR and VR applications may reach the level of sophistication where we observe almost everything through the screen of our smartphones to receive an ‘enhanced’ experience. Do you view this as a positive development or as a problem? Why?


      Case study

Brisbane now: positioning a place brand

Matt Granfield, Brisbane Marketing, and Claudia Gonzalez, The University of Queensland

Brisbane is the capital of the state of Queensland, with around 2.2 million inhabitants,* and is the third most populous city in Australia. Although the city incorporates the largest local government region in the country, it has struggled to position itself with a strong brand. Brisbane as a city presents several advantages for residents, businesses and visitors, with mild, sunny winters allowing for a year-round outdoor lifestyle. Brisbane is in the top 30% of the world’s fastest-growing cities, but the median house price is half of Sydney’s, giving it an ideal balance of opportunity and affordability. Crime rates are low. Commutes are short. While the CBD isn’t situated on a glamorous beach or harbour, outlying Moreton Bay is home to picturesque beaches, snorkelling spots and unique wildlife. Brisbane is also one of the only places in the world where tourists can pat a wild dolphin or cuddle a koala.*

Competitive cities

As an economic hub, Brisbane has few major global corporate headquarters, no stock exchange and a small financial district. Job growth is moderate and strongly linked to mining cycles, as the city plays a support role to Queensland’s broader mining industry. At 5.08%,* unemployment is low by global standards and in line with that in other major Australian cities. Healthcare, professional services, retail, construction and education are the biggest employers.* As the 172nd biggest city in the world,* Brisbane is a player, but compared with London, New York, Paris and Tokyo, it has not yet reached global city status.* 

Positioning challenge

Wanting to foster growth and ensure Brisbane’s place on the world stage, but also recognising the city’s mid-tier place in a global hierarchy, the city’s economic development board adopted the slogan ‘Brisbane: Australia’s New World City’ as the official brand positioning in 2009. Urbanist Professor Greg Clark summed up the ‘New World City’ positioning in this way: ‘Brisbane is seeking to redefine what a "world city" is … there is a fresh path to going global, which involves not so much being a corporate hub, but being a centre for trade, talent and technology. It is not financial services, law and HQ functions, but ports, logistics, universities, energy, food and health. And much fun of course.*

The ‘New World City’ positioning is used by the city of Brisbane as a slogan and core vision for economic development, major events and marketing campaigns aimed at drawing businesses, visitors and investors to the city from interstate (predominantly Sydney and Melbourne) and international markets. Its prominent usage has seen the statement become the default tag line for the city in general, and while ‘New World City’ doesn’t appear on leisure collateral, the line is now intrinsically linked to Brisbane’s place brand. As a tagline, it aptly explains Brisbane’s complex attributes as a business and leisure destination—a city of global opportunity without the headaches that come with being a global city. The main challenge is to renew and revitalise Brisbane’s positioning, so as to shape and create perceptions of the city by focusing on key segments: residents (place to live), businesses (place to do businesses) and visitors (leisure destination).

Investigating brand perceptions

Research into brand perceptions of Australian cities is conducted regularly by both Brisbane City Council and its economic development board, Brisbane Marketing. A 2016 annual survey of perceptions of Brisbane involving 2,500 people from around Australia showed that residents of Sydney and Melbourne perceive the Brisbane brand favourably as friendly, subtropical, inexpensive and safe—all associations that strengthen the position of Brisbane as a good place to live. However, among Sydney and Melbourne residents, Brisbane under-indexed in attributes associated with being a good place to do business, such as being globally connected, world-class, entrepreneurial, tech-savvy and innovative. By contrast, residents of Sydney and Melbourne characterised their own cities as more cosmopolitan, better places to do business, but with the downside of being expensive and busy.*

Follow-up research conducted in 2017 by Brisbane Marketing with focus groups held in Sydney and Melbourne identified a clear perception that Brisbane had changed in recent years and was perceived as sophisticated and modern, while still remaining friendly and easy to get around. As a place to live and do business, the city was perceived as sunny, warm and friendly, unpretentious, more dynamic than people expected, but still laid back, with excellent airport infrastructure and less red tape than other councils around the country. As a leisure destination, perceptions of Brisbane were that it had much better restaurants, cafés and bars than in the past, that the weather was warm, and that it was an easy city to navigate as a tourist.

Key branding challenges that emerged from the research included the perception of Brisbane as an event-focused city that only came alive at certain times of the year and that it didn’t attract bigger businesses or provide the types of opportunities to attract the right type of talent.* Additionally, participants from the business sector indicated that in order to make a decision to do business in Brisbane, they needed to see evidence that the city supported growth, was easy to do business in and had the right infrastructure. Leisure-focused participants cited art galleries, bars, wildlife experiences and islands as key drivers of choice. These leisure drivers align with data from Tourism Research Australia showing that the most important factors when selecting a holiday destination include good food and wine, world-class nature, and aquatic and coastal experiences.*

Repositioning brand Brisbane

With the ‘New World City’ positioning strategy firmly in place as a core vision, a key challenge for the city’s economic development board was to develop an annual marketing program focused on attracting businesses and tourists to the city from Australia’s two largest cities: Sydney and Melbourne. Three key campaigns were scheduled to drive economic value for Brisbane throughout the year:

  	A lifestyle and investment campaign promoting Brisbane as a great place to live and do business, in conjunction with official visits by the Lord Mayor of Brisbane to the cities of Sydney and Melbourne.
	A leisure-focused campaign promoting Brisbane in traditionally quieter months when airfares and hotels are cheap, and tourist attractions most need visitors.
	A PR campaign designed to activate locals as advocates for the city.


Rather than use the ‘New World City’ slogan, the line was removed from advertising (other than in the city logo in certain executions) and two new concepts based on the ‘New World City’ theme were tested with focus groups: ‘Brisbane Now’ and ‘Flourish in Brisbane’. The former was designed to take advantage of the perception that the city had changed and the latter was designed to communicate the vibrancy of the city in the 21st century. The underlying message of both was still centred on the attributes that made Brisbane a new world city, but each chose to address perceptions in a different way.

     [image: A photo shows a poster of a little girl sitting on her father’s shoulders. The text on the poster reads, “86 more things to do with dad”, and “flourish in Brisbane”.]
Source: Brisbane Marketing       


    [image: A photo shows a bird’s eye view of Brisbane with the following text: “The only thing average about Brisbane is our median house price — $510,000”. The text at the bottom of the photo reads, “Find out more about Brisbane now, Brisbane-now.com”.]
Source: Brisbane Marketing 


  

The ‘Flourish’ concept presented attributes and communicated brand meaning in a sophisticated way using vibrant colours overlaid on dark, chic, contemporary backgrounds. Focus-group testing found that while the concepts certainly reinforced the message that Brisbane was no longer a backwater, they also failed to communicate some of the most appealing attributes of the city: its sunshine, warmth and laid-back atmosphere.

The ‘Brisbane Now’ concept sought to redress the shortcomings of the ‘Flourish’ executions by communicating the attributes of the city that aligned with the strongest drivers of choice, but presenting them with bright colours and relaxed fonts that highlighted the attributes people associated most favourably with Brisbane: sunshine and a laid-back attitude. The example shown here in particular plays on people’s perception of Brisbane as inexpensive and subtropical—which are conversely the two attributes research showed residents least liked about living in Sydney, where house prices are double those of Brisbane, and in Melbourne, where residents were most irritated by the weather.

The campaigns ran in a mix of outdoor, print and social media, targeting business and leisure decision makers in Sydney and Melbourne, as well as local residents of Brisbane. Total audience reach was more than five million people.

Results

The campaign was a success, resulting in a 100% uplift in visitors to Brisbane Marketing websites and more than 14,000 people expressing interest in moving to or holidaying in Brisbane. The average time spent on the Brisbane Marketing websites for unique visits also increased by 50% for the duration of the campaign. Half a million dollars was generated in free media publicity (e.g. news), as measured by advertising space rate equivalency. Significant improvements were also seen in all perception metrics.

Questions

  	Think about the perceptions of Brisbane as a brand for the two key segments of residents versus external visitors. Are people from Brisbane likely to perceive the city in a different way than outsiders do?
	What would be the challenges of positioning Brisbane among local and international students? Think about the associations that need to be emphasised among each group. How would you communicate these associations (consider the core positioning of the brand as a ‘New World City’)?
	What are the key differences between the ‘Brisbane Now’ and ‘Flourish in Brisbane’ campaigns? Use perceptual theory to elaborate on your response. Consider the colours and fonts included in each campaign and the description provided in the case study. In planning positioning strategies, marketers often prepare perceptual maps (i.e. positioning maps) that show consumer perceptions of their brand versus competing brands along important brand dimensions. Draw a perceptual map to explain the selected brand dimensions communicated in these two campaigns and provide justification of your selection. Consider the target market of each campaign.
	Should Brisbane create a new slogan for holiday makers? Provide some options for a new slogan and think about the elements that could be included in a campaign targeting holiday makers. Use the information included in this chapter on marketing applications of colour to justify how the proposed colours of the campaign could draw out emotions and influence perceptions.


      Chapter 4 Learning and memory

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

4.1 Understand and apply behavioural learning theories of classical conditioning and instrumental conditioning.
4.2 Understand and apply cognitive learning theories of developmental and observational learning.
4.3 Explain and apply learning processes to memory storage and retrieval.
  
 Introduction

It’s the 21st century, but some people have never really felt the end of the 1980s and 1990s. These consumers are not alone. The revival of childhood brands has prompted Netflix to provide classic TV shows such as Futurama, Friends, Glee, Kath & Kim, and the original Wiggles.

Retrogaming has aided mobile phone companies to resell ‘Space Invaders’, ‘Pac-Man’, ‘Worms’, ‘Doom’ and other early 1980s and 1990s video games as handset accessories.* When Nintendo re-released its 1980s’ and 1990s’ gaming systems in mini form in 2016 it sold more than X-box.* Many of the successful 1970s’, 1980s’ and 1990s’ bands, such as Cold Chisel, Duran Duran and Backstreet Boys, have regrouped for tours. We know that after a crisis (i.e. 9/11 in 2001, the Global Financial crisis of 2008 and COVID-19 in 2020) consumers seek comfort in brands that evoke nostalgia.* Many marketers realise that long-standing, learned connections between products and memories are a potent way to build and keep brand loyalty. Several familiar faces have returned in major Australian advertising campaigns. For example, Sid the lisping seagull of the anti-skin cancer campaign ‘Slip, Slop, Slap!’ (born in 1981) and the ‘Life. Be In It.’ campaign, featuring the classic couch potato Norm (born in 1975).

In this chapter, we explore how learned associations between feelings, events and products—and the memories they evoke—are an important aspect of consumer behaviour.

      How do consumers learn?

 4.1  Understand and apply behavioural learning theories of classical conditioning and instrumental conditioning.

Learners need not have an experience directly; we can also learn by observing events that affect others.* We learn even when we are not trying: consumers recognise many brand names and can hum many product jingles, even for products they themselves do not use. This casual, unintentional acquisition of knowledge is known as incidental learning. 

Learning is an ongoing process. Our knowledge about the world is being revised constantly as we are exposed to new stimuli and receive ongoing feedback that allows us to modify our behaviour when we find ourselves in similar situations at a later time. The concept of learning covers a lot of ground, ranging from a consumer’s simple association between a stimulus such as a product logo (e.g. Coca-Cola) and a response (e.g. ‘refreshing soft drink’) to a complex series of cognitive activities (e.g. writing an essay on learning for a consumer behaviour exam). Psychologists who study learning have developed several theories to explain the learning process. These theories range from those focusing on simple stimulus–response connections (behavioural theories) to perspectives that regard consumers as complex-problem solvers who learn abstract rules and concepts by processing information or observing others (cognitive theories) (see Figure 4.1). Understanding these theories is important to marketers because basic learning principles are at the heart of many consumer purchase decisions.

  Figure 4.1 Learning theories
[image: A flowchart illustrates behavioural and cognitive learning theories.]
 Image descriptionThe details, in sequence, are as follows: Focus: Actions and observed behaviour Behavioural learning outcomes Automatic, instinctive responses Reasoned, higher-order thinking Focus: Mental activities including memory Cognitive learning theories Reasoned, higher-order thinking

      Behavioural learning theories

Behavioural learning theories assume that learning takes place as the result of responses to external events. Psychologists who subscribe to this viewpoint do not focus on internal thought processes. Instead, they approach the mind as a ‘black box’ and emphasise the observable aspects of behaviour, as depicted in Table 4.1. The observable aspects consist of things that go into the box (the stimuli, or events perceived from the outside world) and things that come out of the box (the responses, or reactions to these stimuli). 

 Table 4.1 The consumer as a ‘black box’
	External stimuli  Black box (buyer’s mind)  Responses

	Marketing mix
• Product
• Price
• Place
• Promotion	Internal influences
• Beliefs/attitudes/values
• Learning
• Motives/Needs
• Perception
• Personality
• Lifestyle	Purchase
• Product
• Brand
• Source
• Amount
• Method of payment
	Other
• Demographic
• Economic
• Situational
• Social
• Lifestyle	Decision-making process
• Problem solving
• Information search
• Alternate evaluation
• Purchase
• Postpurchase evaluation	No purchase




 [image: In the figure, the consumer is represented as a black box in the centre, with stimulus being provided to the consumer on one side, resulting in response on the other side.]
Source: The Black Box Model of Consumer Behaviour. Based on W Keegan, S Moriarty & T Duncan, Marketing, Englewood Cliffs, NJ: Prentice-Hall, 1992, p. 193.

This view is represented by two major approaches to learning: classical conditioning and instrumental conditioning. According to this perspective, people’s experiences are shaped by the feedback they receive as they go through life. Similarly, consumers respond to brand names, scents, jingles and other marketing stimuli based on the learned connections they have formed over time. People also learn that actions they take result in rewards and punishments, and this feedback influences the way they will respond in similar situations in the future. Consumers who receive compliments on a product choice will be more likely to buy that brand again, but those who get food poisoning at a new restaurant will not be likely to patronise it in the future.

      Classical conditioning

Classical conditioning occurs when a stimulus that elicits a response is paired with another stimulus that initially does not elicit a response on its own. Over time, the second stimulus causes a similar response because it is associated with the first stimulus. Ivan Pavlov, a Russian physiologist doing research on digestion in animals, first demonstrated this phenomenon in dogs.

Pavlov induced classically conditioned learning by pairing a neutral stimulus (a bell) with a stimulus known to cause a salivation response in dogs (he squirted dried meat powder into their mouths). The powder was an unconditioned stimulus (UCS) because it was naturally capable of causing the response. Over time, the bell became a conditioned stimulus (CS); it did not initially cause salivation, but the dogs learned to associate the bell with the meat powder and began to salivate at the sound of the bell only. The drooling of these canine consumers because of a sound, now linked to feeding time, was a conditioned response (CR). This basic form of classical conditioning demonstrated by Pavlov applies primarily to responses controlled by the autonomic (e.g. salivation) and nervous (e.g. eye blink) systems. That is, it focuses on visual and olfactory cues that induce hunger, thirst, sexual arousal and other basic drives. When these cues are consistently paired with conditioned stimuli such as brand names, consumers may learn to feel hungry, thirsty or aroused when later exposed to the brand cues.

Classical conditioning can have similar effects for more complex reactions too. Even a credit card becomes a conditioned cue that triggers greater spending, especially because it is a stimulus present only in situations in which consumers are spending money. People associate using their credit card with ‘priceless’ experiences, which encourages greater use of the credit card.*

Repetition

Conditioning effects are more likely to occur after the conditioned and unconditioned stimuli have been paired a number of times.* Repeated exposure increases the strength of stimulus–response associations and prevents the decay of these associations in memory.

Many classic advertising campaigns consist of product slogans that have been repeated so many times that they are etched in consumers’ minds. Conditioning will not occur or will take longer if the CS is only occasionally paired with the UCS. One result of this lack of association may be extinction, which occurs when the effects of prior conditioning are reduced and finally disappear. This can occur, for example, when a product is overexposed in the marketplace so that its original allure is lost. The Izod Lacoste polo shirt, with its distinctive crocodile crest, is a good example of this effect. When the once-exclusive crocodile started to appear on baby clothes and many other items, it lost its niche and was successfully challenged as a symbol of casual elegance by other contenders, such as the Ralph Lauren polo player.

Stimulus generalisation

Stimulus generalisation refers to the tendency of stimuli similar to a CS to evoke similar conditioned responses. For example, Pavlov noticed in subsequent studies that his dogs would sometimes salivate when they heard noises that only resembled a bell, such as keys jangling.

People therefore react to similar stimuli in much the same way they responded to the original stimulus. For instance, a bottle of private-brand mouthwash deliberately packaged to resemble Listerine mouthwash may evoke a similar response in consumers who assume that this ‘me-too’ product shares other characteristics of the original. Indeed, consumers in one study on shampoo brands tended to rate those with similar packages as similar in quality and performance.*

 This ‘piggybacking’ strategy can cut both ways. If the quality of the me-too product turns out to be lower than that of the original brand, consumers may exhibit even more positive feelings towards the original. However, if the quality of the two competitors is perceived to be about equal, consumers may conclude that the price premium they are paying for the original is not worth it.* In a twist on this principle, some companies are using a strategy called masked branding, which deliberately hides a product’s true origin.

Stimulus discrimination

Stimulus discrimination occurs when a UCS does not follow a stimulus similar to a CS. When this happens, reactions are weakened and will soon disappear. Part of the learning process involves making a response to some stimuli but not to other similar stimuli. Manufacturers of well-established brands commonly urge consumers not to buy ‘cheap imitations’ because the results will not be what they expect.

       

CB as I see it: Sex, condoms and learning: the marketing of sensitive products

Fiona Newton, Senior Lecturer, Department of Marketing, Monash University

 [image: A photo shows Fiona Newton, a Senior Lecturer at the Department of Marketing at Monash University.]

Learning theories have real value to marketers. For instance, we spend a great deal of time seeking to understand how people learn about products and services and how they then interact with them. This background research is especially important for sensitive products and services where consumers may feel embarrassed, cautious, vulnerable or even secretive about their need for such goods. This can certainly be the case for condoms.

Although using condoms is a recommended strategy for preventing the contraction of sexually transmitted infections (STIs), rates of condom use in Australia have typically been low. This is a problem as STIs can have serious health implications. For example, if left untreated Chlamydia, the most common STI among young adults in Australia, can cause infertility and ongoing pelvic pain in females and testicular infections in males. This is one reason why social marketers are interested in promoting safe sex to young adults. A key element of these initiatives is to learn why young adults are reluctant to use condoms.

In undertaking this background research, we draw on our knowledge of consumer behaviour to develop in-depth questions such as the following: How much do young adults typically know about STIs and how do they engage with initiatives aimed at reducing their risk of getting one? We also ask some sensitive questions around their learned experiences in purchasing and using condoms. For example, what types of things act as a barrier to purchasing and carrying condoms? How do they feel about asking a partner to use a condom? Do they feel comfortable using one during intimacy? Social marketers must also consider whether there are social norms and pressures that limit the ways in which young adults go about protecting their sexual health. For instance, the idea of negotiating the use of a condom with a sexual partner can be confronting and even frightening to some individuals. Other individuals may feel disempowered or uncomfortable seeking professional advice around safe sex and sexual health.

To gain a greater understanding of these types of issues, a team at Monash University conducted a cross-sectional survey of 1,113 sexually active, heterosexual Australian adults aged 18–26 years. Our research sought to identify learned predispositions that influence condom usage among this demographic. One key finding was that males were less likely than females to believe their friends would support consistent condom usage. What we don’t know yet is the degree to which vicarious learning (often called ‘modelling’ or ‘observational learning’) could change this perception among males. We also found that the perceived value of using condoms differed between males and females. For example, males were more likely than females to endorse the idea that condoms reduce personal sexual pleasure. Males were also more likely to believe that using a condom could signal that they’re sexually promiscuous. Normalising condom use among this age group could help address these perceptions. There are some strategies that could be used to achieve this. One potential option is to reposition condoms away from being purely utilitarian products by highlighting how they can be used in erotic ways. This could build positive reinforcement. As Ehrenberg (a well-known statistician and marketing scientist) noted, habitual behaviour is more likely to occur when consumers are satisfied with their product usage experience.

We also found that females were more likely to feel embarrassed about purchasing condoms than males. These types of negative experiences can diminish repeat purchases and ultimately usage. It is therefore important that strategies be developed to make the purchase of condoms a more positive experience for female consumers. Options include protecting their privacy during the purchase process by placing condoms in low traffic areas within a retail environment and careful placement of condom vending machines within public spaces. Providing discrete packaging and storage devices may also assist.

As you can see, encouraging consistent condom use as a means of protecting against STIs requires that we understand vicarious learning, social norms and social pressures, as well as positive and negative reinforcement. Using this knowledge, we can recommend adjustments to the marketing mix to help make the experience of condom purchase, negotiation and use easier.

Source: Based on multiple sources: DS Waller, K-S Fam & BZ Erdogan, ‘Advertising of controversial products: A cross-cultural study’, Journal of Consumer Marketing, 2005, 22: 6–13; D Iacobucci, BJ Calder, EC Malthouse & A Duhachek, ‘Psychological, marketing, physical, and sociological factors affecting attitudes and behavioral intentions for consumers resisting purchase of an embarrassing product’, Advances in Consumer Research, 2003, 30: 236–40; RO de Visser, AMA Smith, CE Rissel et al., ‘Sex in Australia: Safer sex and condom use among a representative sample of adults’, Australian and New Zealand Journal of Public Health, 2003, 27: 223–9; Australian Government Department of Health, ‘Don’t risk an STI, always use a condom’, 2014 www.health.gov.au/internet/sti/publishing.nsf/content/Chlamydia; The Kirby Institute, ‘HIV, viral hepatitis and sexually transmissible infections in Australia’, Annual Surveillance Report 2016, Sydney: The Kirby Institute, 2016; FJ Newton, JD Newton, L Windisch & MT Ewing, ‘Gender differences in beliefs about condom use among young, heterosexual Australian adults’, Health Education Journal, 2013, 72(4): 443–9; ASC Ehrenberg, ‘Repetitive advertising and the consumer’, Journal of Advertising Research, 1974, 14: 25–34.

  

      Marketing applications of classical conditioning principles

Many marketing strategies focus on the establishment of associations between stimuli and responses. Behavioural learning principles apply to many consumer phenomena, ranging from the creation of a distinctive brand image to the perceived linkage between a product and an underlying need.

The transfer of meaning from an unconditioned stimulus to a conditioned stimulus explains why ‘made-up’ brand names such as Nike, Coca-Cola and Google can exert such powerful effects on consumers. The association between the Nike name and the swoosh logo is so strong that in some cases the company no longer even bothers to include the brand name in its ads. Indeed, research shows that these linkages cement early on: brain scans of children show how the pleasure and appetite centres of their brains light up when they view advertising images of fast-food companies such as the McDonald’s logo.*

When marketers pair nonsense syllables (meaningless sets of letters) with evaluative words such as ‘beauty’ or ‘success’, the meaning is transferred to the fake words. This change in the symbolic significance of initially meaningless words shows that fairly simple associations can condition even complex meanings.* One study found that attitudes formed through classical conditioning can last a long time.* These associations are crucial to many marketing strategies that rely on the creation and perpetuation of brand equity, in which a brand has strong positive associations in a consumer’s memory and commands a lot of *brand loyalty as a result.*

The order in which the CS and the UCS are presented can affect the likelihood that learning will occur. Generally speaking, the CS should be presented prior to the UCS. The technique of backward conditioning, such as playing a jingle (the UCS) and then showing a soft drink (the CS), is generally not effective.* Because sequential presentation is desirable for conditioning to occur, classical conditioning is not as effective in dynamic situations such as social media, where the marketer cannot control the order in which the CS and the UCS are perceived.

Just as product associations can be formed, they can be extinguished. Because of the danger of extinction, a classical conditioning strategy may not be as effective for products that are frequently encountered, as there is no guarantee the CS will accompany them. A bottle of Pepsi paired with the refreshing sound of a carbonated beverage being poured over ice may seem like a good application of conditioning. Unfortunately, the product would also be seen in many other contexts in which this sound was absent, reducing the effectiveness of a conditioning strategy.

By the same reasoning, a novel tune should be chosen over a popular one to pair with a product, as the popular song might also be heard in many situations in which the product is not present.* Music videos in particular may serve as effective UCS because they often have an emotional impact on viewers, and this effect can transfer to ads accompanying the video.*

Creating positive associations by marketing

Marketers often use classical conditioning to create a positive association with their brand. They use images, people and sensory stimulation (smell, sight, sound, touch, taste) to evoke unconditioned responses that are aimed at transferring to the product. 

Marketing applications of repetition

In the early days of advertising, one researcher argued that anything more than three exposures to a marketing communication is wasted. The first exposure creates awareness of the product, the second demonstrates its relevance to the consumer and the third serves as a reminder of the product’s benefits.* However, even this bare-bones approach implies that repetition is needed to ensure that the consumer is actually exposed to (and processes) the message at least three times. As we noted in the chapter 'Consumption and consumer wellbeing', this exposure is by no means guaranteed because people tend to tune out or distort many marketing communications. Marketers attempting to condition an association must ensure that the consumers they have targeted will be exposed to the stimulus a sufficient number of times to make it ‘stick’.

In the online environment, we are exposed to more ads than consumers have been exposed to in the past via broadcast mediums such as TV. Research conducted on consumer responses to online advertising has demonstrated that the time spacing between exposures to the ad influences sales. The research found that if the spacing between the ads was less than a week, there was almost no long-term impact.*

Alternatively, it is possible to have too much of a good thing. Consumers can become so used to hearing or seeing a marketing stimulus that they no longer pay attention to it. Varying the way in which the basic message is presented can alleviate this problem, known as ‘advertising wear-out’. Toyota ran a commercial featuring a reworked version of The Fixx’s song ‘Saved by Zero’ to promote its no-interest payment options so many times that close to 10,000 fed-up viewers organised a Facebook group to petition the company for mercy. As one worn-out group member posted: ‘There have been worse commercials, and there have been commercials that were played this often; but never before has a commercial this bad been aired so much’.*

How often should advertisers repeat ads placed on websites? Research indicates that the answer depends on whether the ad relates to the website’s content, and whether or not competing ads are also present on the site. The study found support for the general idea that repetitive ad messages resulted in higher recall and interest in learning more about the advertised product (in this case, a laptop). However, repeating the same ad was primarily effective when competitors also showed ads on the site. Otherwise, it was better to vary the ad messages for the laptop (presumably because people tuned out the ad if it appeared repeatedly). These ads were also more effective when they appeared on a site where the content related to the advertised product.*

      Applications of stimulus generalisation

The process of stimulus generalisation is often central to branding and packaging decisions that attempt to capitalise on consumers’ positive associations with an existing brand or company name. The marketing value of an admired stimulus is clearly demonstrated in sport with winning teams, where loyal fans snap up merchandise from clothing to bathroom accessories emblazoned with the team’s colours. Whereas past club merchandise might have ended just with the coloured scarf and replica uniform, today it’s a different story. Many sports teams earn revenue from sweatshirts, drink coasters and even toilet seats sporting team logos (though whether you choose your favourite or least favourite team for this item is unclear).

What’s in a brand name?

Brands use stimulus generalisation and create strategies to evoke positive associations in various ways, including the following:

  	Family branding. A variety of products capitalise on the reputation of a company name. Companies such as Carlton & United Breweries, Sanitarium and Coles Myer rely on their positive corporate images to sell different product lines.
	Product line extensions. Related products are added to an established brand. Sanitarium, which is associated with health food, introduced soy milk, prefabricated breakfast packs and breakfast bars, whereas Golden Circle went from tinned fruit to pre-packaged fresh fruit. However, there is a downside: an extension has the potential to weaken the parent brand. Colgate introduced pre-prepared meals, which was inconsistent with tooth brushing; Harley-Davidson came out with a cake-decorating kit that was in direct opposition to the brand’s values of masculine freedom; and Zippo lighters introduced perfume in cigarette lighter bottles.*
	Licensing. Well-known names are ‘rented’ by others. This strategy is increasing in popularity as marketers try to link their products and services with well-established figures. Traditionally brands are licensed by manufacturers and sold via retailers—for example, T-shirts with Wiggles logos or school book covers depicting Australia Zoo. However, there is now a do-it-yourself (DIY) approach to brand licensing with one website facilitating consumers to personalise their own merchandise: using Zazzle’s website, you can pick your favourite TV or book character and have this printed on a range of items from cushion covers to birthday party invitations. 


  	Look-alike packaging. Distinctive packaging designs create strong associations with a particular brand. As noted earlier, makers of generic or private-label brands who wish to communicate a quality image by putting their products in very similar packages often exploit this linkage.* Imitating the look of an existing successful brand is common in today’s crowded marketplace. One study found that a negative experience with an imitator brand actually increased consumers’ evaluations of the original brand, whereas a positive experience with the imitator had the opposite effect of decreasing evaluations of the original brand.* Another study found that consumers tend to react positively to ‘copycat brands’ as long as the imitator doesn’t make grandiose claims that it can’t fulfil.*


The choice of a great brand name is so important that companies often hire specialists called naming consultants to come up with a winning selection. These experts often try to find semantic associations that click because they evoke some desirable connection. That strategy brought us the brand Intel (‘intelligent’ and ‘electronics’). Andersen Consulting renamed itself the Accenture Group to convey its expansion beyond consulting into other areas.

New word combinations are getting harder to find, so some consultants are trying to appeal to consumers’ more basic instincts by focusing on linkages between the raw sounds of vowels and consonants (called phonemes) and emotional responses. Studies on sound symbolism show that respondents who speak different languages associate the same sounds with such emotion-laden qualities as sad and insecure, alive and daring. To get at these associations, researchers usually give subjects pairs of nonsense names that differ in only a single phoneme, such as Paressa and Taressa, and ask which sounds faster, more daring, nicer and so on. They’ve found that sounds that come to a full stop (/p/, /b/, /t/, /d/) connote slowness, while /f/, /v/, /s/ and /z/ are fast. Prozac and Amazon convey a sense of speed (of recovery or of delivery). When naming consultants were asked to label a new hand-held PDA, they first thought of ‘Strawberry’ because the little keyboard buttons resembled seeds.* They liked the ‘berry’ part of the name because they knew that people associated the letter ‘b’ with reliability and a berry communicated smallness compared with other PDAs. But a linguist pointed out that ‘straw’ is a slow syllable and the product needed to have a fast connotation. Voilà! The BlackBerry PDA was named.

Marketing applications of stimulus discrimination

An emphasis on communicating a product’s distinctive attributes vis-à-vis its competitors is an important aspect of positioning, where consumers learn to differentiate a brand from its competitors (see the chapter 'Perception').  This is not always an easy task, especially in product categories in which the brand names of many of the alternatives look and sound alike.

Companies with a well-established brand image try to encourage stimulus discrimination by promoting the unique attributes of their brand—hence the use of Hugh Jackman by RM Williams to promote the features of strength and adventure in a campaign called ‘Undeniable Character’.* On the other hand, a brand name that is used so widely that it is no longer distinctive becomes part of the public domain and can be used by competitors, as has been the case for such products as aspirin, cellophane, the yo-yo and the escalator. This high degree of acceptance can be a tough barrier to jump when you’re a competitor: Microsoft hopes that over time we will choose to ‘Bing’ rather than to ‘Google’ when we want information.

      Instrumental conditioning

Instrumental conditioning, also known as operant conditioning, occurs when a consumer learns to perform behaviours that produce positive outcomes and to avoid those that yield negative outcomes. This learning process is most closely associated with the psychologist BF Skinner, who demonstrated the effects of instrumental conditioning by teaching pigeons and other animals to dance, play ping-pong and perform other activities by systematically rewarding them for desired behaviours.*

Whereas responses in classical conditioning are involuntary and fairly simple, those in instrumental conditioning are made deliberately to obtain a goal and may be more complex. The behaviour may be learned over a period of time, as intermediate actions are rewarded in a process called shaping. For example, the owner of a new store may award prizes to shoppers just for coming in, hoping that over time they will continue to drop in and eventually even buy something.

Also, whereas classical conditioning involves the close pairing of two stimuli, instrumental learning occurs as a result of a reward received following the desired behaviour. Learning takes place over a period of time during which other behaviours are attempted and abandoned because they are not reinforced. A good way to remember the difference is to keep in mind that in instrumental learning, the response is performed because it is instrumental in gaining a reward or avoiding a punishment. Over time, consumers choose products and brands that make them feel good or satisfy some need.

Instrumental conditioning occurs in one of three ways. When the environment provides positive reinforcement in the form of a reward, the response is strengthened and appropriate behaviour is learned. For example, a man who gets compliments after wearing Lynx cologne will learn that using this product has the desired effect and he will be more likely to keep buying the product. Negative reinforcement also strengthens responses so that appropriate behaviour is learned. Imagine an ad showing a man sitting home alone on a Saturday night because he did not use Lynx deodorant. The message to be conveyed is that he could have avoided this negative outcome if only he had used the deodorant. In contrast to situations in which we learn to do certain things in order to avoid unpleasantness, punishment occurs when a response is followed by unpleasant events (such as being ridiculed by friends online for retweeting a fact that turns out not to be true) and we learn the hard way not to repeat these behaviours. Research shows that people prefer to punish others even if they lose out too,* a case of cutting off your nose to spite your face. So why do people do this? Simply because punishing others makes us feel good through the release of hormones such as serotonin. This plays out in the marketing world when consumers refuse to help out a fellow consumer who they perceive deserves harsh treatment, even if it means delaying service to themselves or trolling people on social media to teach them a moral lesson.

To help in understanding the differences between these mechanisms, keep in mind that reactions from a person’s environment to behaviour can be either positive or negative, and that these outcomes or anticipated outcomes can be applied or removed. That is, under conditions of both positive reinforcement and punishment the person receives a reaction after doing something. In contrast, negative reinforcement occurs when a negative outcome is avoided: the removal of something negative is pleasurable and hence is rewarding.

Finally, when a positive outcome is no longer received, extinction is likely to occur, and the learned stimulus–response connection will not be maintained (as when a man no longer receives compliments on his odour). Thus positive and negative reinforcement strengthen the future linkage between a response and an outcome because of the pleasant experience. This tie is weakened under conditions of both punishment and extinction because of the unpleasant experience. The relationships between these four conditions are easier to understand by referring to Figure 4.2.

  Figure 4.2 Types of reinforcement
[image: A diagram for behavior versus event.]
 Image descriptionThe columns represent event ranging from condition applied to condition removed. The rows represent behavior ranging from positive behavior to negative behavior. Positive behavior and condition applied, positive reinforcement; negative behavior and condition applied, punishment; positive behavior and condition removed, extinction; negative behavior and condition removed, negative reinforcement.

  	Positive reinforcement: Effect: Positive event strengthens responses preceding occurrence. Learning process: Consumer learns to perform responses that produce positive outcome.  
	Extinction: Effect: Removal of positive event weakens responses preceding occurrence. Learning process: Consumer learns that responses no longer produce positive outcome.  
	Punishment: Effect: Negative event weakens responses that are followed by negative outcome. Learning process: Consumer learns not to perform responses leading to punishment. 
	Negative reinforcement: Effect: Removal of negative event strengthens responses that allow avoidance of negative outcome. Learning process: Consumer learns to perform responses that allow them to avoid negative outcome. 


      Reinforcement schedules

An important factor in operant conditioning is the set of rules by which appropriate reinforcements are given for a behaviour. The issue of what is the most effective reinforcement schedule to use is important to marketers because it relates to the amount of effort and number of resources they must devote to rewarding consumers to condition desired behaviours.

Several reinforcement schedules are possible:

  	 Fixed-interval reinforcement. After a specified time period has passed, the first response that is made brings the reward. Under such conditions, people tend to respond slowly right after being reinforced, but their responses speed up as the time for the next reinforcement looms. For example, consumers may crowd into a store for the last day of its seasonal sale and not reappear until the next one. 
	Variable-interval reinforcement. The time that must pass before reinforcement is delivered varies around some average. Because the person does not know exactly when to expect the reinforcement, responses must be performed at a consistent rate. This logic is behind retailers’ use of so-called mystery shoppers, people who periodically test for service quality by posing as a customer at unannounced times. Because store employees never know exactly when to expect a visit, high quality must be maintained constantly ‘just in case’. 
	Fixed-ratio reinforcement. Reinforcement occurs only after a fixed number of responses. This schedule motivates people to continue performing the same behaviour again and again. For example, a consumer might keep buying coffee at the same franchise store in order to earn a reward of a free coffee after collecting seven stamps on a card. 
	Variable-ratio reinforcement. Individuals are reinforced after a certain number of responses, but they don’t know how many responses are required. In such situations people tend to respond at very high and steady rates, and this type of behaviour is very difficult to extinguish. This reinforcement schedule is responsible for consumers’ attraction to gaming machines. They learn that if they keep throwing money into the machine, they will eventually win something (if they don’t go broke first). 


      Marketing applications of instrumental conditioning principles

Principles of instrumental conditioning are at work when a consumer is rewarded or punished for a purchase decision. Business people shape behaviour by gradually reinforcing consumers for taking appropriate action. For example, a car dealer might encourage a reluctant buyer first to just sit in a floor model, then suggest a test drive and finally try to close the deal. In an interesting article on the dating app Tinder, operant conditioning is used to explain why people find Tinder exciting.* The authors of the article liken the swiping action that elicits a match (or not) to reinforcement schedules. We don’t know when the reward (a match) will occur nor do we know after how many attempts (swipes). Of course consumers will lose interest if they are not rewarded after an expected period, so Tinder needs to ensure that there will be a match for everyone at some point.

Loyalty programs

Marketers have many ways to reinforce the behaviour they want from consumers, ranging from a simple ‘thank you’ after a purchase, to substantial rebates and follow-up phone calls, to rewards programs. These are called loyalty programs. For example, a life-insurance company obtained a much higher rate of policy renewals from a group of new customers who received a thank-you letter after each payment, compared with the rate of renewal from a control group that did not receive any reinforcement.* Many domains of human activity (and business) share the common need to motivate and reward people to achieve ascending levels of mastery. 

      Gamification: The new frontier for learning applications

Many of us grew up playing games, and some of us never stopped. In some sense, all of life is a game, insofar as there are winners and losers and challenges we must solve to reach an objective. Many organisations are going to the next level: they’re borrowing from basic principles of gaming to motivate consumers and employees across a broad spectrum of activity.

The fast-growing strategy of gamification turns routine actions into experiences as it adds gaming elements to tasks that might otherwise be boring or routine. Young people have grown up playing games; these activities structure their learning styles and influence the platforms to which they will gravitate.* Important elements of gaming include:

  	a dynamic digital environment (whether in-store, on a laptop, on a tablet or on a phone) that resembles a sophisticated videogame platform
	multiple short- and long-term goals
	rapid and frequent feedback
	a reward for most or all efforts in the form of a badge or a virtual product
	friendly competition in a low-risk environment
	a manageable degree of uncertainty.


At its most basic level, gamification is simply about providing rewards to customers to encourage them to buy even more. These mechanisms used to take the form of ‘buy-10-get-one-free’ punch cards, but today a host of sophisticated phone apps dispense rewards to eager shoppers—sometimes with a twist when marketers tinker with the reinforcement schedule. Indeed, research shows that when a business ‘preloads’ a frequent buyer card with a few punches, this makes the reward look more attainable and motivates consumers to complete the rest. In a study on what researchers term the endowed progress effect, a carwash gave one set of customers a buy-eight-get-one-free card, while a second set of customers got a 10-wash card that had been punched twice. Researchers reported that almost twice as many people in the second group redeemed their cards, even though in both cases customers had to pay for eight carwashes to get a free one. The connection to basic learning processes is clear. As one marketing professor explained: ‘All organisms, in different ways, are drawn to goals. The closer we are to achieving our goals, the more motivated we are to keep doing something. As mice on a runway get closer to a food pellet, they run faster … as people get closer to having a completed card, the time between visits gets smaller’.*

An interesting spin on gamification is combining it with a loyalty program. Research on the Starbucks mobile app—which has gamification features such as star dash and a loyalty program—in 2020 showed that consumers responded more positively to this than they did to a loyalty program on its own.*

Gamification

Explain how gamification is an example of instrumental conditioning. How might you use gamification to help consumers learn how to navigate their way around a foreign city?

       



Marketing pitfall

Do loyalty programs work?

 [image: A photo shows a collection of loyalty cards from different brands, such as Noodle card, Priceline club card, FlyBuys, and Esprit, among others.]
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How many loyalty cards do you have in your purse, wallet or phone? If you‘re like most people you have more than three: frequent airline flyer, frequent coffee, frequent shoe-buying, frequent hotel visits and so on—the list can be long. Loyalty programs were developed en masse in the early 80s as a way of keeping customers from switching to the competition and to improve the relationship between the customer and the brand. Marketers have long known that in some product categories, consumers are polygamous with their loyalty, buying a repertoire of brands within a category. This is particularly the case for grocery products such as pet food, shampoo, toothpaste and tinned vegetables. So do loyalty programs work?

Well, it depends on the purpose of the program. Programs can be used to increase sales, reduce defection or keep the brand in the customer’s repertoire, so measures of effectiveness need to be connected to each of these goals.

There is conflicting evidence about loyalty program effectiveness. If a consumer has a loyalty card with multiple airlines, they are likely to use the one that offers the best deal at the time. Alternatively, consumers may use a store card only if they are passing by the store, rather than making a special effort to go there. Sceptics of loyalty programs state that there is little customer value when you break down the actual costs involved in acquiring points against better-priced alternatives. Experts say that effective loyalty programs need to incorporate both material and emotional features such as recognition, VIP passes and access to special events.

Choice (a consumer advocate organisation) conducted a review of shopping cards in 2010 and came to the conclusion that ‘supermarket loyalty programs offer very little value but are used to collect enormous amounts of your personal data’. Choice found that shoppers needed to spend $15,700 on their FlyBuys card to generate enough points for a $50 voucher at Coles, and Woolworths’ loyalty program required spending of $11,000 to earn a $50 voucher. Basically, for a loyalty program to work there must be value offered to the customer that makes the effort worthwhile. This value can be financial, social, emotional or altruistic. A study in 2020 found that loyalty programs can generate 20% of a company’s profits. Scholarly research in 2018 found that companies need to focus not just on signing people up to loyalty programs but encouraging customers to engage with the program. 

So the jury is still out on loyalty programs: for some organisations they can work very well but for others the results can be disappointing.

Source: NA Omar, CAC Wel, NA Aziz & SS Alam, ‘Investigating the structural relationship between loyalty programme service quality, satisfaction and loyalty for retail loyalty programmes: Evidence from Malaysia’, Measuring Business Excellence, 2013, 17(1): 33–50; A Smith & L Sparks, ‘It’s nice to get a wee treat if you’ve had a bad week: Consumer motivations in retail loyalty scheme points redemption’, Journal of Business Research, 2009, 62(5): 542–7; www.choice.com.au/reviews-and-tests/money/ shopping-and-legal/shopping/shopping-loyalty-cards.aspx; S Dube, ‘Do loyalty programs work? What’s their impact on customer retention?’ INVESP 2020: https://www.invespcro.com/blog/do-loyalty-programs-work-whats-their-impact-on-customer-retention; V Bruneau, V Swaen, & P Zidda, ‘Are loyalty program members really engaged? Measuring customer engagement with loyalty programs’, Journal of Business Research, 2018, 91: 144–58.

  

      Cognitive learning theory

 4.2  Understand and apply cognitive learning theories of developmental and observational learning.

In contrast to behavioural theories of learning, cognitive learning theory stresses the importance of internal mental processes. This perspective views people as problem solvers who actively use information from the world around them to master their environment. Supporters of this view also stress the role of creativity and insight during the learning process.

Is learning conscious or not?

Controversy surrounds the issue of whether, or when, people are aware of their learning processes. Whereas behavioural learning theorists emphasise the routine, automatic nature of conditioning, proponents of cognitive learning theories argue that even these simple effects are based on cognitive factors: expectations are created that a stimulus will be followed by a response (the formation of expectations requires mental activity). According to this school of thought, conditioning occurs because subjects develop conscious hypotheses and then act on them.

Alternatively, there is some evidence supporting the existence of non-conscious procedural knowledge. People apparently do process at least some information in an automatic, passive way; this condition has been termed ‘mindlessness’.* When we meet someone new or encounter a new product, for example, we have a tendency to respond to the stimulus in terms of existing categories we have learned, rather than taking the trouble to formulate new ones. In these cases a trigger feature—some stimulus that cues us towards a particular pattern—activates a reaction. For example, a review of behavioural nudges for healthy eating found that the use of green stickers on nutritional labels was more likely to be viewed by consumers as healthy compared with using red stickers.* We discussed these triggers in the context of priming in the chapter 'Perception'.

Nonetheless, many modern theorists are beginning to regard some instances of automatic conditioning as cognitive processes, especially where expectations are formed about the linkages between stimuli and responses. Indeed, studies using masking effects, which make it difficult for subjects to learn CS/UCS associations, show substantial reductions in conditioning.* A teen may observe that people on TikTok seem to be rewarded with attention when they use the duet function. They figure out that the probability of these rewards occurring is greater when they have an interesting vocal feature, and so they perform a duet with one of the recordings to obtain the reward of social acceptance.

Developmental approaches to learning

In the mid-1940s, there was a departure from the behavioural approach to learning with psychologists interested in how people’s mental processes influenced learning. Instead of studying the behaviours of people, these developmental psychologists looked at the perceptions and interpretations people made of different events. There were three influential psychologists in this field of cognitive learning: Jerome Bruner, who explained that cognitive learning was the result of environmental experiences; Jean Piaget, who explained cognitive learning as the result of maturation (the development of specific cognitive structures at specific ages); and Albert Bandura, who explained that learning occurred through observation.

Environmental approach to cognitive learning

One of the early researchers in this area was Jerome Bruner, who believed that environment and experience were the key factors that drove learning. In the 1960s he introduced the term instructional scaffolding, which stated that people learn based on progressing through three stages: enactive representation (action-based), iconic representation (image-based) and symbolic representation (language-based).* According to this approach, a person can only learn something new if they have successfully learned the previous stages.

The three stages of instructional scaffolding.

Enactive representation: This type of learning is achieved largely unconsciously through action or movement and can be difficult for people to describe. Examples are learning to use an iPhone or social media. (Have you ever tried to explain to someone over the phone how to use Instagram or Facebook?) 

Iconic representation: This type of learning requires consumers to store the information as images in the mind. Marketers can facilitate this type of learning by presenting information visually; for instance, an order process in a noodle bar could be shown using icons with connecting arrows.

Symbolic representation: This is the most complex level of learning, where information is stored as a code, typically language. So product category labels such as ‘soup’ represent hot, and liquid food that is suited to eating when the weather is cold. This type of representation explains why sales of soup decline in summer and why manufacturers then use advertising to reposition soup as a food base category (where soup is used as an ingredient in other meals such as dips or marinades).

      Maturation approach to cognitive learning

Another important researcher in developmental psychology was Jean Piaget who, in contrast to Bruner, proposed learning stages that were dependent on the age of the learner. Piaget believed that the development of cognitive structures over time dictated the way people learn.* One implication of this was that Piaget defined intelligence as dynamic, influenced by development and the environment, rather than fixed.

Schemata (discussed in the chapter 'Perception') are an important element of cognitive structure as they influence thinking and therefore learning. The number of schemata that a consumer has available at the time determines the amount of information that can be assimilated. Assimilation is the process where we respond to a situation based on our existing knowledge. When there is no schema for a particular situation, for instance shopping in a foreign country where you don’t know what to do, our cognitive structure needs to be modified through learning. This modification process is called accommodation. So, when a consumer goes to an up-market hotel for the first time, they will know how to behave for some aspects of their visit based on a schema they have about hotels (e.g. you need to book into your room first), but they will also need to learn new ways of behaving (e.g. you don’t need to carry your own bags to your room, and tipping may be expected). A key foundation to this theory is the need for failure; it is the failure of existing schemata to provide information that drives consumers to learn new information. No growth can happen if only assimilation occurs. 
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What do you wear to university?

When you first started university, did you learn the unofficial dress code by observing what other students were wearing? How does this behaviour relate to assimilation and accommodation?

  

According to Piaget, there are four stages of cognitive development that shape our ability to learn. The early stages occur from birth to 12 years old and deal with concrete concepts. After this age, more abstract concepts can be learned such as ethics and hypothetical situations. There are implications of this for marketing to children (discussed in Chapter 12). Research shows that young children cannot distinguish easily between TV content and ads, and have difficulty in identifying commercial intent within advertising.* An example of this was an experiment that analysed children’s letters to Santa after the children had watched 50 hours of TV.* The results showed:

  	Higher levels of watching commercial TV increased the number of branded products requested in the letters.
	Watching TV without an adult present increased the proportion of branded products requested.
	The most requested branded items were Barbie, Action Man and Furbies (soft toy).


As a result of this research, many countries implemented industry restrictions on ads during children’s TV viewing hours.*

 

Childhood toys

What childhood toy did you want growing up? How did you come to know about it? Why did you want it?

  

Observational approach to cognitive learning

Another way that consumers learn is by watching others. Observational learning occurs when people watch the actions of others and note the reinforcements they receive for their behaviours—learning occurs as a result of vicarious rather than direct experience. This type of learning is a complex process; people store these observations in their memory as they accumulate knowledge, perhaps using this information at a later point to guide their own behaviour. This process of imitating the behaviour of others is called modelling. For example, a woman shopping for a new kind of perfume may remember the reactions her friend received on wearing a certain brand several months earlier, and she will base her behaviour on her friend’s actions. The modelling process is a powerful form of learning, and people’s tendencies to imitate others’ behaviours can have negative effects. Of particular concern is the potential of TV shows and movies to teach violence to children. Children may be exposed to new methods of aggression by models (e.g. cartoon heroes) in the shows they watch. At some later point, when the child becomes angry, these behaviours will be imitated.

Figure 4.3 shows that, in order for observational learning in the form of modelling to occur, four conditions must be met:

  	The consumer’s attention must be directed to the appropriate model who, for reasons of attractiveness, competence, status or similarity, it is desirable to emulate.
	The consumer must remember what is said or done by the model.
	The consumer must convert this information into actions. 
	The consumer must be motivated to perform these actions.*


  Figure 4.3 Components of observational learning
[image: A diagram shows attention leading to retention, which leads to product processes, which leads to motivation which further leads to observational learning.]

Marketing applications of cognitive learning principles

Consumers’ ability to learn vicariously by observing how the behaviour of others is reinforced makes the lives of marketers much easier. Because people do not have to be directly reinforced for their actions, marketers do not necessarily have to reward or punish them for purchase behaviours (think how expensive or even ethically questionable that might be!). Instead, they can show what happens to desirable models who use or do not use their products, knowing that consumers will often be motivated to imitate these actions at a later time. For example, a perfume commercial might depict a woman surrounded by a throng of admirers who are providing her with positive reinforcement for using the product. Needless to say, this learning process is more practical than providing the same attention to each woman who actually buys the perfume!

Consumers’ evaluations of models go beyond simple stimulus–response connections. For example, a celebrity’s image elicits more than a simple reflexive response of good or bad.* It is a complex combination of many attributes. In general, the degree to which a model will be emulated depends on their social attractiveness. Attractiveness can be based on several components, including physical appearance, expertise or similarity to the evaluator.

      How do we learn to be consumers?

Ah, there’s nothing like a luxurious spa day, but for a four-year-old girl? Sensing big opportunities, many adult spas are adding separate services for young girls that go well beyond the old-fashioned mother-daughter manicure. The International Spa Association reports that 25% of its members now offer services specifically for the younger-than-13 age group. New services in Australia such as Pampered Princess Day Spa* offer one-of-a-kind experiences for children ranging from royal high teas to unicorn makeovers. In the post-COVID attempts to lure customers to spas, adults are being encouraged to bring their kids along too, with packages accommodating the entire family.*

We don’t spring from the womb with consumer skills in place. consumer socialisation is the process ‘by which young people acquire skills, knowledge, and attitudes relevant to their functioning in the marketplace’. Research supports the proposition that the brand preferences and product knowledge that occur in childhood persist into the later stages of consumers’ lives.*

So where does this knowledge come from? Friends and teachers certainly participate in this process. For instance, children talk to one another about consumer products, and this tendency increases as the children age.* For young children, though, the family and the media are two primary socialisation sources.

Parental influence

Parents influence consumer socialisation both directly and indirectly. They deliberately try to instil their own values about consumption in their children (‘You’re going to learn the value of a dollar!’). Parents also determine the degree to which their children come into contact with other information sources,* such as social media, television, salespeople and peers. Cultural expectations regarding children’s involvement in purchase decisions influence when and how parents socialise their children as consumers. The age children start school introduces a new set of influencers: peers and teachers. In Australia and the UK children start school at four or five years of age whereas in Sweden they start at six or seven.*

Grown-ups also serve as significant models for observational learning. Children learn about consumption as they watch their parents’ behaviours and imitate them. Marketers encourage this process when they package adult products in child versions. This ‘passing down’ of product preferences helps to create brand loyalty: researchers find evidence of intergenerational influence* when children plan to use the same car, computer, phone and fashion brands as their parents.

The process of consumer socialisation begins with infants; within the first two years, children request products they want. With the easy access to products enabled by the internet and online shopping, children aged six to 12 are very adept at buying online. Children born after 2007 are considered to be digital natives and re-socialised by parents, peers and social networks in the use of online shopping.*

Parents exhibit different styles when they socialise their children:*

  	Authoritarian parents are restrictive and emotionally uninvolved. They do not have warm relationships with their children, they censor the types of media their children see and they tend to have negative views about advertising.
	Neglecting parents are detached from their children, and they don’t exercise much control over what their children do.
	Indulgent parents communicate more with their children about consumption-related matters and are less restrictive. They believe that children should be allowed to learn about the marketplace without much interference.


The influence of social media

Pre-2007 children divided their time between the TV set and the computer—now social media and mobile devices have been added into the mix. In 2021 almost half of Australian teens aged 14 to 17 used mobile phones to access their social media more than five times a day.* Teens spent an average 14.4 hours a week online and used five main social media sites: YouTube (72%), Instagram (57%), Facebook (52%), Snapchat (45%) and TikTok (38%).* Interestingly, Instagram, Facebook and Snapchat are declining in use by teens with YouTube and TikTok increasing in popularity.* In particular, the popularity of mobile devices has altered viewing patterns of children and teenagers. In the past, parents could control the time of day children watched TV or used the family computer; however, mobile devices allow access beyond these times and often under the cover of the bedsheets!*

The notion of ‘what is normal’ behaviour is being shaped by images and articles on social media more than ever before. The boundaries of beauty, health and leisure are all being redefined through the content that children and teens view online. The YouTubers, TikTok stars, Instagrammers and celebrities who are online provide daily, if not hourly, information that sets the standards for teenagers’ and children’s beliefs and attitudes. A number of research studies are identifying the connection between depression and social media use with two theoretical explanations being impression management and social comparison.* On the flip side, Facebook can also increase engagement and connection with other teens, so everything depends on how social media is being consumed.

      The role of memory in learning

4.3 Explain and apply learning processes to memory storage and retrieval.

Memory involves a process of acquiring information and storing it over time so that it will be available when needed. Contemporary approaches to the study of memory employ an information-processing approach. They assume that the mind is in some ways like a computer: data are inputted, processed and outputted for later use in revised form. In the encoding stage, information is entered in a way the system will recognise. In the storage stage, this knowledge is integrated with what is already in memory and ‘warehoused’ until needed. During retrieval, the person accesses the desired information.*

Many of our experiences are locked inside our heads, and they may surface years later if prompted by the right cues. Marketers rely on consumers to retain the information they have obtained about products and services, trusting that it will later be applied in situations when purchase decisions must be made. During the consumer decision-making process, this internal memory is combined with external memory, which includes all the product details on packages and other marketing stimuli that permit brand alternatives to be identified and evaluated.*

Advertising companies are very aware of this encoding process. When advertisers are developing ad messages, they often employ an encoding formula. Primary salience cues may be used. These posit that you are most likely to remember the first thing you see in a commercial, while the middle of the commercial is often not remembered later. However, at the end of a message, when a viewer might be overloaded with information, their ability to feel emotions is strong. This is why ads often end with a strong emotional response, joke, image or shock—so the viewer will associate this end emotion with the advertisement and brand they just viewed.

 [image: A line graph shows two curves for memory and emotion. The memory curve starts at the top and then decreases gradually. The emotion curve starts at the bottom and then increases gradually. Both the curves intersect in the center.]

Can you remember the mobile phone number of your boss, your significant other or your parents? Most people can’t because we have outsourced cognitive functions, such as memory, to technological devices. The notion of cognitive outsourcing has been used to explain the role of mobile devices such as smartphones and the internet for managing mental tasks. Cognitive outsourcing occurs when there are limitations in the consumer’s mind;* for instance, when people are not able to accurately recall appointments and therefore need to schedule meetings in an online diary that has a reminder function. Consumers no longer need to recall location instructions and read maps: they have outsourced this function to their GPS. Maybe one day we won’t need to remember how to drive as automated vehicles take over. While the willingness of consumers to outsource their cognitions provides many marketing opportunities, there are some unintended consequences: we may lose the ability to convert information into knowledge or we may find it difficult to remember information. What might be the price paid by consumers for products that allow us to outsource our cognition?

      How our brains encode information

The way we encode, or mentally program, information helps to determine how our brains will store this information. In general, it’s more likely that we’ll retain incoming data when we associate them with other things already in memory. For example, brand names that are linked to physical characteristics of a product category (e.g. Napisan washing detergent or Toilet Duck toilet bowl cleaner) or that are easy to visualise (e.g. Google) tend to be more easily retained in memory than more abstract brand names.*

Types of meaning

A consumer may process a stimulus simply in terms of its sensory meaning, such as by colour or shape. When this occurs, the meaning may be activated when the person sees a picture of the stimulus. We may experience a sense of familiarity on seeing an ad for a new snack food we have recently tasted, for example. In many cases, though, meanings are encoded at a more abstract level. Semantic meaning refers to symbolic associations, such as the idea that rich people drink champagne or that fashionable men have beards.

Personal relevance

Episodic memories are those that relate to events that are personally relevant.* As a result, our motivation to retain these memories is likely to be strong. Couples often have a song that reminds them of their first date or their wedding. Some especially vivid associations are called flashbulb memories. Recall of the past may have an effect on future behaviour.

One method of conveying product information is through a narrative or story. Much of the social information that an individual acquires is represented in memory this way. Therefore, using this method in product advertising can be an effective marketing technique. Narratives persuade people to construct a mental representation of the information they are viewing. Pictures aid in this construction and allow for a more developed and detailed mental representation.*

Memory systems

According to the information-processing perspective, there are three distinct memory systems: sensory memory, short-term memory (STM) and long-term memory (LTM). Each plays a role in processing brand-related information. The interrelationships of these memory systems are summarised in Figure 4.4.  

  Figure 4.4 Relationships between memory systems
[image: A flowchart explains the relationships between memory systems.]
 Image descriptionThe details, in sequence, are as follows: Sensory memory: Temporary storage of sensory information. Capacity: High. Duration: Less than 1 second (vision) or a few seconds (hearing). Attention: Information that passes through an attentional gate is transferred to short-term memory. Short-term memory: Brief storage of information currently being used. Capacity: Limited. Duration: Less than 20 seconds. Elaborative rehearsal: Information subjected to elaborative rehearsal or deep processing (e.g. its meaning is considered) is transferred to long-term memory. Long-term memory: Relatively permanent storage of information. Capacity: Unlimited. Duration: Long or permanent.

Sensory memory

Sensory memory stores the information we receive from our senses. This storage is temporary; it lasts a couple of seconds at most. For example, a person walking past a bakery gets a quick, enticing whiff of bread baking inside. Although this sensation lasts only a few seconds, it is sufficient for the person to determine whether they should investigate further. If the information is retained for further processing, it passes through an attentional gate and is transferred to short-term memory.

Short-term memory

Short-term memory (STM) also stores information for a limited period of time and its capacity is limited. Similar to a computer, this system can be regarded as working memory; it holds the information we are currently processing. Verbal input may be stored acoustically (in terms of how it sounds) or semantically (in terms of what it means).

The information is stored by combining small pieces into larger ones in a process known as chunking. A chunk is a configuration that is familiar to the person and can be manipulated as a unit. For example, a brand name can be a chunk that summarises a great deal of detailed information about the brand.

Initially, it was believed that STM was capable of processing between five and nine chunks of information at a time, and for this reason phone numbers were designed to have seven digits.* It now appears that three to four chunks is the optimal size for efficient retrieval (seven-digit phone numbers can be remembered because the individual digits are chunked, so we may remember a three-digit exchange as one piece of information).*

Long-term memory

Long-term memory (LTM) is the system that allows us to retain information for a long period of time. In order for information to enter into LTM from STM, elaborative rehearsal is required. This process involves thinking about the meaning of a stimulus and relating it to other information already in memory. Marketers sometimes assist in the process by devising catchy slogans or jingles that consumers repeat to themselves.

       

CB as I live it: My phone as the guiding force in my life

Rohan Venkatraman, University of Melbourne, Australia

 [image: Close-up of a man posing.]

The first thing I do when I wake up in the morning is check my phone. It usually goes like this: I turn off my phone as the guiding force in my life alarm, and then turn off the other three alarms that I’d set because I’m terrible at waking up. Then I check the weather, check Instagram, roll my eyes at a Twitter headline, and only then do I even put my glasses on.

My phone (mobile, cell phone, whatever you want to think of it as) has become something of a guiding force in my life. That may sound a bit hyperbolic, but think about it. Your phone has everything—from photographs of special moments and brunch food to a list of contacts for you to studiously ignore when they try and call you, to a calendar that helps you keep track of your life, to a portable music library, to a procrastination-enabling game console.

The modern mobile phone has consolidated and replaced a number of everyday objects that each served specialised purposes. Importantly, the power and versatility of the modern cell phone often means that objects we’d once taken for granted as present in every home are increasingly redundant. I can’t remember the last time I had, or used, a physical alarm clock. Or a phone book. Or a map. In fact, some of my early research into social media shows how we view our phones as potent extensions of who we are, and I struggle to think of anybody under the age of, say, 35, who would be able to live as comfortably as they do without their phones.

But the powerful convenience that a mobile phone offers comes with a few caveats. For one, overreliance on a single device oftentimes means that we’re rendered powerless by its absence. If you’ve forgotten your phone at home when you’re about to hop on a tram or train to uni, and you suddenly find that you have no music or games or news to keep you occupied during your commute, you get anxious. We’ve developed a habit of whipping out our phones when we have a minute or two, and this isn’t necessarily healthy. For one, it means that we are constantly stimulated, which stops us from ever really relaxing. Second, it’s changing the way we communicate, and actually exacerbates generational and cultural differences—to some, being on the phone is a lack of respect, where to others it’s just instinct.

Mobile phones are addictive—they are instant-gratification machines that we carry around with us all the time. For the next three days, try and see how and when you use your phone. I think you’ll be surprised at how many habits you’ve formed around a piece of technology that, given the grand scheme of humanity, hasn’t been with us for very long.

  

      Storing information in memory

Relationships between the types of memory are a source of some controversy. The traditional perspective, known as multiple-store, assumes that STM and LTM are separate systems. More recent research has moved away from the distinction between the two types of memory, emphasising instead the interdependence of the systems. This work argues that, depending on the nature of the processing task, different levels of processing occur that activate some aspects of memory rather than others. These approaches are called activation models of memory.* The more effort it takes to process information (so-called ‘deep processing’), the more likely it is that information will be placed in LTM.

Associative networks

Activation models propose that an incoming piece of information is stored in an associative network containing many pieces of related information organised according to a set of relationships. The consumer has organised systems of concepts relating to brands, manufacturers and stores.

These storage units, known as knowledge structures, can be thought of as complex spiderwebs filled with pieces of data. This information is placed into nodes, which are connected by associative links within these structures. Pieces of information that are seen as similar in some way are chunked together under a more abstract category. New incoming information is interpreted to be consistent with the structure already in place.*

According to the hierarchical processing model, a message is processed in a bottom-up fashion: processing begins at a very basic level and is subject to increasingly complex processing operations that require greater cognitive capacity. If processing at one level fails to evoke the next level, processing of the ad is terminated and capacity is allocated to other tasks.*

An associative network is developed as links form between nodes. For example, a consumer might have a network for ‘perfumes’. Each node represents a concept related to the category. This node can be an attribute, a specific brand, a celebrity identified with a perfume or even a related product. A network for perfumes might include concepts such as the names Chanel, Daisy and Glossier, as well as attributes such as ‘fresh’ and ‘elegant’.

When asked to list perfumes, the consumer would recall only those brands contained in the appropriate category. This group constitutes that person’s   evoked set. This is one of three group sets; the other two are   inept sets and   inert sets. The task of a new entrant that wants to position itself as a category member (e.g. a new luxury perfume) is to provide cues that facilitate its placement in the appropriate category. A sample network for perfumes is shown in Figure 4.5. 

  Figure 4.5 An associative network for perfumes
[image: A tree diagram depicts perfumes.]
 Image descriptionPerfumes are classified into colognes, floral scents, young, and eau de tollette; colognes branch to Calvin Klein; the floral scents ranges to Gucci Bloom and elegant; elegant branches to Christian Dior and Chanel which branches to number 5; Gucci Bloom branches to rich and poison girl; poison girl leads to sexy, which leads to Ariana Grande and Victoria’s Secret; rich leads to Rolls Royce which leads to Mercedes; Christian Dior is also connected to sexy; Young leads to Daisy by Marc Jacobs.

Spreading activation

A meaning can be activated indirectly; energy spreads across nodes of varying levels of abstraction. As one node is activated, other nodes associated with it also begin to be triggered. Meaning thus spreads across the network, bringing up concepts including competing brands and relevant attributes that are used to form attitudes towards the brand. This process of spreading activation allows consumers to shift back and forth between levels of meaning. The way a piece of information is stored in memory depends on the type of meaning assigned to it. This meaning type will in turn determine how and when the meaning is activated. For example, the memory trace for an ad could be stored in one or more of the following ways.

Levels of knowledge

Knowledge is coded at different levels of abstraction and complexity. Meaning concepts are individual nodes (e.g. elegant). These may be combined into a larger unit, called a proposition (also known as a belief). A proposition links two nodes together to form a more complex meaning, which can serve as a single chunk of information. For example, a proposition might be that ‘Chanel is a perfume for elegant women’.

Propositions are in turn integrated to produce a complex unit known as a schema which, as we have already seen, is a cognitive framework that is developed through experience. Information that is consistent with an existing schema is encoded more readily.* The ability to move up and down through levels of abstraction greatly increases processing flexibility and efficiency. For this reason, young children, who do not yet have well-developed schematas, are not able to make as efficient use of purchase information as are older children.*

One type of schema that is relevant to consumer behaviour is a script: a sequence of events that is expected by an individual. For example, consumers learn service scripts that guide their behaviour in service settings. Consumers learn to expect a certain sequence of events, and they may become uncomfortable if the service departs from the script. A service script for a visit to the dentist might include such events as (1) drive to the dentist, (2) read old magazines in the waiting room, (3) hear name called and sit in dentist’s chair, (4) dentist puts funny substance on teeth, (5) dentist cleans teeth, and so on. This desire to follow a script helps to explain why service innovations such as automatic teller machines, self-service petrol stations and ‘scan-your-own’ grocery checkouts met with resistance from consumers. In these examples, consumers had trouble adapting to a new sequence of events.*

      The neuroscience of memory

We discussed gamification earlier in this chapter as a current trend that facilitates consumer learning. One of the positive effects of gamification on memory is the stimulation of emotions. When we are rewarded or enjoy the playfulness of gamification, we experience emotions—and emotions strengthen the storage of information in memory. Emotions are part of the limbic system in the brain, and when triggered, release the feel-good hormones serotonin and dopamine.* Consumers are motivated to perform activities that release these hormones and so gamification provides a motivational force. These hormones have been found to improve long-term memory,* so when consumers use a brand or product and receive a dopamine release as a result, they are more likely to be able to recall information about that brand or product.

Retrieving information for purchase decisions

Retrieval is the process whereby information is recovered from long-term memory. As evidenced by the popularity of the TV show Millionaire Hot Seat and mobile games such as Trivial Pursuit, people have a vast quantity of information stored in their heads that is not necessarily available on demand. Although most of the information entered in long-term memory does not go away, it may be difficult or impossible to retrieve unless the appropriate cues are present.

Some differences in retrieval ability are affected by physiological factors. Older adults consistently display inferior recall ability for current tasks such as prescription medicine instructions, though events that happened to them when they were younger may be recalled with great clarity.*

Other factors are situational, relating to the environment in which the message is delivered. Not surprisingly, recall is enhanced when the consumer pays more attention to the message in the first place. Some evidence indicates that information about a pioneering brand (the first brand to enter a market) is more easily retrieved from memory than follower brands because the first product’s introduction is likely to be distinctive and, for the time being, no competitors divert the consumer’s attention.* In addition, descriptive brand names are more likely to be recalled than those that do not provide adequate cues as to what the product is.*

The viewing environment of a marketing message can also affect recall. For example, in the US, commercials shown during baseball games yield the lowest recall scores among sports programs because the activity is stop-and-go rather than continuous.

       

Marketing opportunity

Using gamification to help consumers learn energy efficiency

 [image: Screenshot of a game shows the fan of 24 degrees turned towards a sun at the right. The juice used scale is at the top. The screen has other suns, a fan, and an ice cube.]

 [image: Screenshot of a game shows different types of switches in three rows. The juice used scale is at the top.]

 [image: A photo shows a screenshot of a game in which points are given for each item of clothing washed in cold water.]
Three games were developed that reflect the three behaviours most likely to decrease an electricity bill: keeping the air-conditioning at 24°C, turning off switches and washing in cold water.Source: Brisbane Sustainability Agency

A social marketing digital program that ran in 2015–2016 developed a gamification approach to helping low-income renters in Brisbane learn about energy efficiency and save money on their electricity bills. The program was called ‘Reduce Your Juice’ and was led by Brisbane Sustainability Agency with its research partner Queensland University of Technology and creative agency BCM Partnership. The program involved the digital tools of social media, SMS, YouTube and smartphone games. Participants in the program received rewards in the game (points and badges) as well as energy-efficient appliances. The game aimed to provide energy efficiency information in a novel and interesting way that could stimulate emotions and therefore be embedded in memory for later recall.

Energy bills are one of the largest household expenses for low-income earners in Australia, second only to rent. Despite this, energy consumption doesn't rate highly on the agenda of low-income earners because they have more important, pressing concerns in their lives and are therefore not highly involved with their energy consumption. This low involvement results in a lack of motivation and low inertia for altering energy-use behaviours, even when knowledge of the benefits of changing behaviour is high. This lack of understanding and information means that low-income earners vastly underestimate the impact of high-consumption appliances such as air-conditioners, electric hot water systems and laundry appliances on their energy bills. A review of best practice in other interactive digital programs revealed the following elements of best practice, which were then used to develop the 'Reduce Your Juice‘ program:

  	A simple visual approach
	Tailored, interactive features and content
	Continuous engagement and reminders
	Online community/collective engagement
	Customised instant feedback
	Social sharing and pledges
	Use of brand advocates
	Motivation and encouragement
	Ability to meet the needs of those at different stages of the journey
	Use of progression and reward or an aspect of competition.  


 [image: An image shows the steps to reaching the winner’s cup by playing different games.]
Consumers were rewarded after playing each game. Image descriptionThe different steps, in sequence, are as follows: Warm up Temperature defender: Cool game Small cup as prize Power Raid: switch game Small cup as prize Fully loaded: wash game Small cup as prize Finish program Win “Energy Efficiency” cup
Source: Brisbane Sustainability Agency

Participants who played the game indicated high levels of emotional connection with the game characters and improved family conversation about energy efficiency. Importantly, the game improved energy-efficient behaviours in the home and lowered electricity bills. A study that examined one of the games (Power Raid) over a shorter period of one week also found significant change in knowledge, value-in-behaviour and energy-efficiency intentions.

The lesson for marketers is that when consumers are unmotivated to change their behaviours or when there is disinterest in learning new information, gamification can provide an interesting approach to cut through to consumers and improve the customer experience, as well as generate new knowledge and behaviours. 

A further lesson for marketers is that if first experiences are so memorable, it’s very important to make a good impression at the start, otherwise consumers’ experiences thereafter may be tainted by the bad memory.

Source: Brisbane Sustainability Agency; A Yam, R Russell-Bennett, M Foth & RF Mulcahy, ‘How does serious m-game technology encourage low-income households to perform socially-responsible behaviors?’, Psychology and Marketing, 2017, 34(4): 394–409; L Whittaker, R Russell-Bennett & M Mulcahy, ‘Reward-based or meaningful gaming? A field study on game mechanics and serious games for sustainability’, Psychology and Marketing, 2021. DOI: 10.1002/mar.21476

  

      Factors influencing forgetting

Marketers obviously hope that consumers will not forget about their products. However, in a poll of more than 13,000 adults, more than half were unable to remember any specific ad they had seen, heard or read in the previous 30 days.* Clearly, consumers forgetting ads is a big headache for marketers (not to mention a problem for students when studying for exams!).

Early memory theorists assumed that memories simply fade with the passage of time. In a process of decay, the structural changes in the brain produced by learning simply go away. Forgetting also occurs because of interference: as additional information is learned, it displaces earlier information.

Stimulus–response associations will be forgotten if consumers subsequently learn new responses to the same or similar stimuli in a process known as retroactive interference. Or prior learning can interfere with new learning, a process termed proactive interference. Because pieces of information are stored in memory as nodes connected to one another by links, a meaning concept that is connected by a larger number of links is more likely to be retrieved. But as new responses are learned, a stimulus loses its effectiveness in retrieving the old response.*

These interference effects help to explain problems in remembering brand information. Consumers tend to organise attribute information by brand.*Additional attribute information regarding a brand or similar brands may limit the person’s ability to recall old brand information. Recall may also be inhibited if the brand name is composed of frequently used words. These words cue competing associations and result in less retention of brand information.*

In one study, brand evaluations deteriorated more rapidly when ads for the brand appeared with messages for 12 other brands in the same category, rather than when the ad was shown with ads for 12 dissimilar products.* By increasing the salience of a brand, the recall of other brands can be impaired.* On the other hand, calling a competitor by name can result in poorer recall for one’s own brand.*

Finally, a phenomenon known as the part-list cueing effect allows marketers to use the interference process strategically. When only a portion of the items in a category are presented to consumers, the omitted items are not as easily recalled. For example, comparative advertising that mentions only a subset of competitors (preferably those that the marketer is not very worried about) may inhibit recall of the unmentioned brands with which the product does not favourably compare.*

      Problems with memory recollections

Although measuring an ad’s memorability is important, the ability of existing measures to accurately assess these dimensions has been criticised for several reasons, which we explore now.

Response biases

Results obtained from a measuring instrument are not necessarily due to what is being measured, but rather may be due to something else about the instrument or the respondent. This form of contamination is called a response bias. For example, people tend to give ‘yes’ responses to questions, regardless of what is asked. In addition, consumers often have an eagerness to be ‘good subjects’ by pleasing the experimenter. They will try to give the responses they think the researcher is looking for. In some studies, the claimed recognition rate of bogus ads (ads that have not been seen before) is almost as high as the recognition rate of real ads.*

False memories

False memories are the mistaken beliefs that something has occurred,* and sometimes these false memories are accompanied by great enthusiasm on the part of consumers. If consumers have a false memory about a consumption experience, it is likely they will have false product/service evaluations, which then affect future purchase decisions and word-of-mouth encounters. A consumer experiment was conducted in which consumers were shown ads for fictitious brands and then asked questions about attitudes to the brand, previous usage of the product, their memories of using the product and their memory accuracy.* The study found that consumers reported experiences of the fictitious brand with confidence, particularly when an ad had high levels of imagery. The study also found that when consumers were asked about the product one week later, their false memories were stronger.

Another study documented the illusion of truth effect, where telling people (especially elderly participants) that a consumer claim is false can make them misremember it as true. Respondents were repeatedly told that a claim was false; after a three-day delay they were likely to remember it as true. This is because the repetition of the claim increases familiarity with it but respondents don’t retain their memories of the context (where the claim was debunked). This effect has potentially important implications, especially for social marketing campaigns that try to educate people about false claims. *

Memory lapses

People are prone to forgetting information unintentionally. Typical problems include omitting (leaving facts out), averaging (the tendency to ‘normalise’ memories by not reporting extreme cases) and telescoping (inaccurate recall of time).* These distortions call into question the accuracy of product usage databases that rely on consumers to recall their purchases and consumption of food and household items.

Memory for facts and feelings

Although techniques are being developed to increase the accuracy of memory scores, these improvements do not address the more fundamental issue of whether recall is necessary for advertising to have an effect. Some critics argue that these measures do not adequately tap the impact of ‘feeling’ ads in which the objective is to arouse strong emotions rather than to convey concrete product benefits. Many ad campaigns, including those for Optus Communications and Pepsi, use this approach.* An effective strategy relies on a long-term build-up of feeling rather than on a one-shot attempt to persuade consumers to buy the product.

It is not clear whether recall translates into preference. We may recall the benefits touted in an ad but not believe them. Or the ad may be memorable because it is so obnoxious and the product becomes one we ‘love to hate’. The bottom line: although recall is important, especially for creating brand awareness, it is not necessarily sufficient to alter consumer preferences. To accomplish this, more sophisticated attitude-changing strategies are needed. These issues are discussed in the chapter 'Attitudes and attitude change'.

Behavioural researchers provide one explanation for the inaccuracy in memories: behavioural bias. Some of the biases that affect our memory recall are peak-end rule (we remember the intense and the end-experience moments), rosy retrospection (remembering the past as better than it was) and confirmation bias (remembering moments that confirm our current attitudes).*, * In particular, our memories are more influenced by negative experiences, giving weight to the line from Shakespeare's play Julius Caesar ‘the evil that men do lives after them, the good is oft interred with their bones’. Researchers found that remembering eating happiness was most influenced by negative experiences but not by final (end) or positive peak experiences.*

 

Peak-end rule

  	What is your most memorable tourism experience (peak)?
	What is your most recent tourism experience (end)?


  

 

Inept, inert, evoked

  	What brands do you remember based on inept, inert and evoked sets?
	What brands are you loyal to because of remembering them? 


  

      Learning snapshot

  	Learning is a change in behaviour caused by experience. Learning can occur through simple associations between a stimulus and a response or via a complex series of cognitive activities.
	Behavioural learning theories assume that learning occurs as a result of responses to external events. Classical conditioning takes place when a stimulus that naturally elicits a response (an unconditioned stimulus) is paired with another stimulus that does not initially elicit this response. Over time, the second stimulus (the conditioned stimulus) comes to elicit the response even in the absence of the first.
	Responses can be extended to other similar stimuli in a process known as ‘stimulus generalisation’. The opposite effect is called ‘stimulus discrimination’.
	Operant or instrumental conditioning occurs as a person learns to perform behaviours that produce positive outcomes and avoid those that result in negative outcomes. Whereas classical conditioning involves the pairing of two stimuli, instrumental learning occurs when responding to a stimulus leads to positive or negative reinforcement.
	Positive reinforcement occurs if a reward is delivered following a response. Negative reinforcement occurs if a negative outcome is avoided. Punishment occurs when a response is followed by unpleasant events. Extinction of the behaviour will occur if reinforcement is no longer received.
	Cognitive learning occurs as the result of mental processes. These mental processes can develop over time or through observation.
	Observational learning takes place when the consumer performs a behaviour as a result of seeing someone else performing it and being rewarded for it.
	Memory refers to the storage of learned information. The way information is encoded when it is perceived determines how it will be stored in memory. The memory systems known as ‘sensory memory’, ‘short-term memory’ and ‘long-term memory’ each play a role in retaining and processing information from the outside world.
	Information is not stored in isolation; it is incorporated into knowledge structures where it is associated with other related data. The location of product information in associative networks and the way it is coded (into more abstract categories) help to determine when and how this information will be activated at a later time. Some factors that influence the likelihood of retrieval include the level of familiarity with an item, its salience (or prominence) in memory and whether the information was presented in pictorial or written form.
	Memory for product information can be measured through either recognition or recall techniques. Consumers are more likely to recognise an ad if it is presented to them than they are to recall one without being given any cues. However, neither recognition nor recall automatically or reliably translates into product preferences or purchases.


Consumer behaviour challenge

  	Identify three patterns of reinforcement and provide an example of how each is used in a marketing context.
	Describe the functions of short-term and long-term memory. What is the apparent relationship between the two?
	Devise a ‘product jingle memory test’. Compile a list of brands that are or have been associated with memorable jingles. Read this list to friends and see how many jingles are remembered. You may be surprised at the level of recall.


      Case study

Spokescharacters as memory and learning devices

Dr Kate Letheren, Queensland University of Technology

Remembering a spokescharacter could save your life. With so many things to remember in a day, marketing plays a role in ensuring consumers learn about and retain the essential things, like being sun safe. Sid the Seagull first appeared on Australian TV screens in 1981 and made ‘Slip, Slop, Slap!’ part of the culture.* Sid helped us to remember because he was fun and engaging and he sang a snappy jingle. So when the Cancer Council needed to add two more instructions to the list—‘Seek’ (shade) and ‘Slide’ (on some sunglasses)—it turned to Sid again,* taking advantage of our fond memories of the cute seagull and his alliterative jingles.

Sid is a spokescharacter. Spokescharacters are ‘fictional, animated beings or objects, created to promote a product, service or idea’.* But Sid is not the only spokescharacter that consumers remember—sometimes for decades. Other characters are objects of nostalgia and remind consumers of the brand and about how they felt about the brand years ago. For instance, many remember ‘Yowie’ characters (Rumble, Crag, Boof, Nap, Ditty and Squish), which were popular in the 90s in Australia. These characters have recently returned, bringing back pleasant memories while also doing their bit to promote conservation of endangered Australian wildlife.

Cutting through the clutter

With so many ads today appearing across multiple touchpoints, marketers need to think of creative ways to get the attention of consumers long enough for them to learn something about the company, product or service. One way to do this is to employ a spokescharacter. Research shows that spokescharacters are able to aid brand recall and increase positive brand attitudes.* Spokescharacters can also facilitate learning when consumers are not focused, or even when they are too young to learn about marketing in traditional ways. Consider the example of Caramello Koala, who represents the brand colours of his namesake chocolate through his colourful attire. He brings with him thoughts of Caramello Koala chocolate even if consumers are not really listening. Similarly, ‘Happy’, the McDonald’s Happy Meal box-shaped spokescharacter, reminds us of McDonald’s and Happy Meals by literally being a walking and talking version of the product.

I remember doing this before: new technology and spokescharacters

New technology is allowing us to interact with spokescharacters as never before. Now we can play immersive games with our favourite characters, or even become a character ourselves (an ‘avatar’). We are also in the era of chatbots, meaning that we can speak with characters as if they were real people. What this means for learning and memory is that consumers have more opportunities to engage in different ways. The new engagement options can be much more fun than the static messages or websites we had in the past, so it’s easier for consumers to remember. A conversation you have with a character, or a game you play with them, can be more memorable than seeing an ad on TV.

 [image: An image shows a refrigerator, a washing machine, a stove, and some other electrical appliances as animated characters. The text reads, “Reduce your juice” and “Save dollars and earn sweet rewards”.]
Source: Brisbane Sustainability Agency

For instance, the campaign for ‘Reduce Your Juice’ used animated characters and gamification to influence learning and memory. Participants chose their own avatar and then played games that emulated electricity-efficient behaviours. In line with the behavioural learning hierarchy , this engaging game-play brought about real-world benefits as well, such as $54.82 in average savings on quarterly electricity bills, a 22.5% improvement in energy habits, and significant improvements in attitudes, bill control and self-efficacy.*

Recognition by association

Spokescharacters are often chosen not only to represent the brand, but also because they bring certain associations with them. For instance, Captain Birds Eye (a spokescharacter for Birds Eye brand of fish products) embodies symbols in his clothing style and trim physique and references to well-loved stories of sea captains and maritime adventures. In essence, Captain Birds Eye embodies symbols of health, adventure and the ocean. In this case, advertisers are building on existing knowledge to encourage consumers to learn about the brand and remember it positively.

Why do people always want to eat the M&M’s® characters?

It might seem a little strange that in almost every M&M’s® ad, consumers are encouraged to eat M&Ms®—especially when these spokescharacters are usually walking, talking and quite verbal in their dislike of being eaten. In fact, what’s occurring in these types of ads is modelling—otherwise known as observational learning. In essence, these commercials cast a role for the consumer by having humans interact with the characters in the ad,* and the actors are showing consumers that M&Ms® are to be eaten.

The art of making a memory

Like other types of information, spokescharacters also have to move through the three memory systems if they are going to be remembered for the long term. Upon first encountering a spokescharacter, the consumer may notice the colour of their costume or the jingle they sing. This information is part of the sensory memory system. If the consumer takes an interest, then the spokescharacter memory will move through the attentional gate and into short-term memory. At this stage the spokescharacter has probably become a ‘chunk’, bringing together information about the brand, its ads and other associations the character itself brings. The memory might be retained long enough for a shopping trip, during which the consumer remembers they want to purchase the brand represented by the spokescharacter. But how to get into long-term memory? One method is to ensure that the consumer keeps processing the information they have learned, without advertiser input. Hence the importance of catchy jingles and clever slogans that remind us of the product—and why SunSmart wanted Sid to bring the phrase ‘Slip, Slop, Slap!’ into the vocabulary of everyday Australians.*

Once their place in our memories is secure, spokescharacters may even become objects of nostalgia, meaning that they exist to remind consumers of an earlier time and its positive associations,* which advertisers hope to transfer into nostalgic associations with brand.

Wanted: Characters that consumers love

Spokescharacters may be called upon to transfer learning and memories to other stimuli (often brands or products in this case) in a process known as stimulus generalisation. There are several different stimulus generalisation strategies that can be employed, although one often seen with spokescharacters is that of licensing, whereby a ‘famous’ character can be ‘hired’ by another brand that wishes to have its brand associated with what the famous character symbolises. Characters who are licensed to other brands are known as celebrity spokescharacters and include the likes of Bart Simpson™, Mickey Mouse© and Snoopy©, to name a few.* In one example of licensing at work, the Minions characters from Despicable Me made an appearance in advertisements for Happy Meals containing Minions toys, coinciding with the latest movie release in the Despicable Me franchise.

 Source: Dr Kate Letheren

Questions

  	You see a commercial on TV for McDonald’s which features Ronald McDonald. The same ad plays a few times that week, always with Ronald McDonald and the McDonald’s products appearing together in the commercial. Is the use of a spokescharacter in this instance most likely to represent an example of classical conditioning or instrumental conditioning? Discuss with further examples.
	Have any of the characters you remember from your own childhood appeared in advertising as spokescharacters? Discuss whether you think a nostalgic appeal would be effective for you, and why.
	You watch an ad on TV that features a person interacting with a chatbot for a large travel company. You see the person chatting with the bot about their holiday plans and nodding as the bot makes suggestions. Then the frame changes to the person enjoying their holiday. Discuss how the advertiser is most likely trying to influence consumer learning in this scenario.
	Consider the role of semantic meanings in advertising, and give examples.
	A consumer purchases a brand of detergent that he remembers seeing in a magazine with a spokescharacter extolling the virtues of the brand. After using the detergent, the consumer discovers that it doesn’t clean his clothes. A month later, he sees the ad again and decides to give the detergent another shot. When it doesn’t work again, the consumer comes to associate the spokescharacter with dirty clothes and ceases to buy the brand. What is occurring here?


      Chapter 5 Personality

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

5.1 Understand how consumer personality traits influence consumer choices.
5.2 Apply personality theories to marketing activities.
5.3 Compare and contrast consumer personality with brand personality.
  
 Introduction

Consider a time when you or someone you know did something extreme like bungee jumping, skydiving or even running with the bulls in Spain. These behaviours are typical for people who search for new (and even risky) ways to spend their leisure time. This desire means big business for the ‘adventure travel’ industry, which specialises in providing white-knuckle experiences. Adventure tourism consists of activities from two of three types of activities: physical activity, natural environment and cultural immersion.* Figures on adventure tourism indicate the global adventure tourism market was worth $586.3 billion in 2018 with estimates of $1,626.7 billion by 2026 (Allied Market Research 2019). This is an explosion since 2015 when the market was worth US$263 billion.* In particular, women seeking adventurous experiences have driven the increase in this market. One of the positive outcomes of the COVID-19 pandemic is the increase in outdoor activities, including adventure tourism. This is due to several factors, including the safety perceived in the outdoors, escape from indoors, the need for freedom and valuing nature.*

So what makes adventure lovers so different from their more sedate friends? One answer may lie in the concept of personality—a person’s unique psychological make-up, which consistently influences the way they respond to their environment. In this chapter we look at how personality is formed and the impact this has on product and brand choice. So what exactly is personality?

      Personality in consumer behaviour

5.1 Understand how consumer personality traits influence consumer choices.

There are more than 50 different definitions of personality: for example, for cognitive researchers, the term represents our inner self. The question ‘Who am I?’ has dominated the social science domain stemming back to the ancient Greek philosophers Plato and Aristotle, and is still being researched today in many different social science domains, including consumer behaviour. Personality research in the field of consumer behaviour has experienced peaks and troughs. After a lack of interest in the 1970s and 1980s, personality research has experienced a resurgence since the 1990s, making evident the relationship personality has with brand choice, responses to advertising, product selection, shopping behaviour, word of mouth and loyalty. This chapter outlines the personality approaches and theories that consumer behaviour researchers use to understand how we respond to marketing situations.

Are we born with a personality?

The debate about whether consumers have a particular style or way of behaving that is genetically determined has its basis in personality theory. There are different views on the roles of genetics and the environment on human behaviour; consumers behave in a way that is either determined by their genetics or has been learned over time. These contrasting views are called the nature–nurture debate and they represent fundamental differences in the way we view consumers’ behaviour. For instance, if you believe consumers are born with a disposition that makes them anxious and mistrustful, you would understand that their behaviour is part of who they are and that requiring them to change is unrealistic. However, if you believe that personality is the result of their environment, you would understand that the changing marketing environment is likely to generate different types of personality in the future as well as demands for products that suit these personalities. Typically, commercial marketers do not seek to change someone’s personality—they seek to identify opportunities for their goods and services that relate to different personalities.

Nature vs nurture

The nature–nurture term was first coined in 1874 by Sir Francis Galton* (a cousin of Charles Darwin), who proposed that ‘nature’ was the aspects we are born with and ‘nurture’ is how the world then influences these aspects. The idea that nature and nurture were separate influencers languished until the 1960s when the distinction between instinct (genetics) and learning (experience) became mainstream. So now consumer behaviour researchers attempt to identify which aspects of personality are driven by the nature of the consumer and which can be learned or influenced—that is, nurtured by experience. These aspects of nature and nurture combine to influence personality.

      State versus trait: does personality change?

Although we may undergo dramatic changes as we grow up, in adulthood measures of personality stay relatively stable. Studies of thousands of people’s scores on the widely used measurement instrument, the Minnesota Multiphasic Personality Inventory (MMPI) confirm that our personalities tend to stabilise by the age of 30. For example, most of us become less interested in thrill seeking as we focus more on self-discipline. Enjoy it while you can!*

The question of whether personality is stable over time (trait) or is changeable (state) is related to the nature–nurture debate. Do people even have personalities? Some psychologists argue that the concept of stable personality may not be valid. Many studies have found that people do not seem to exhibit stable personalities. Since people don’t necessarily behave the same way in all situations, these psychologists argue that ‘personality’ is merely a convenient way to categorise people. However the concept of tabula rasa (the blank slate), where it was thought children were born with no inherent dispositions and that their environment was completely responsible for their development, is dead.* Originally personality was thought to be stable, but recently we have come to know that personality changes substantially throughout life. 

The term ‘personality’ comes from the Latin persona, which encompasses the different masks that people wear to reflect different aspects of their identity. The term refers to the masks used in ancient Greek theatre: actors would change their masks to indicate the different characters they played. There is therefore an inherent changeability within the definition of the term—that is, people act in a role depending on the environment. As such, personality may shift to reflect the appropriate state or context and sometimes it seems that personality is not a useful concept and that people are unpredictable and simply respond to their environment.

Intuitively, the ‘state’ argument is rather hard to accept because we tend to see others in a limited range of situations, and they do appear to act consistently. On the other hand, we each know that we are not all that consistent; we may be wild and crazy at times and serious and responsible at others. A study that examined sibling influence on adopting innovative products found significant differences in the trait of ‘need for change’ and also found that this trait predicted the actual adoption of innovations such as using the internet at home, use of whitening toothpaste and buying online.* Research on the effect of personality on word of mouth found that consumers high in neuroticism are more likely to spread negative information about a sincere brand.*  

Many psychologists now recognise that a person’s underlying characteristics are only one part of the puzzle and that situational factors also play a large role in determining behaviour.* Research is also emerging which shows that personality states can be enacted by people—that is, introverted people can ‘act’ extroverted and enjoy doing so. For instance, it has been found that when introverts acted extrovertly, they were perceived as more leader-like.* So can people change their personality traits purposefully if they want to? The answer is yes.

Many theorists following the psychodynamic approach (e.g. neo-Freudians, who are discussed later in the chapter) believe that our personality is set during our early childhood years and remains fairly consistent over time. Many organisations believe this too and aim to market their products to children in the hope that they will establish lifelong preferences for their brand. Indeed, in years gone by, banks such as the National Australia Bank and the Commonwealth Bank used to send an employee to sit in the school playground behind a table while children queued up with their coins to hand over and have their deposit book stamped. The general idea behind the scheme was to encourage children to build relationships with the bank in the hope that when they became adults they would stay with that bank. These school-based savings programs were responsible for many millions of dollars being saved.* In the first year of the Commonwealth Bank’s Dollarmites club in 1988, almost 290,000 accounts were opened and $18 million was deposited.

The idea that personality develops over time inspired the making of a documentary in 1964 which developed into a series that tracked the lives of 14 British children from the age of seven for the next 40 years at seven-year intervals.* Designed to explore the saying ‘Give me a child until he is seven and I will give you the man’,* the series was called Seven Up. In addition to showing the development of the children into adulthood, it was also a social commentary on Britain and soon became one of the most popular TV documentaries around the world, with all but two of the children participating over the 40-year period.

There have been a number of studies that track people over time to see whether their personality changes or remains stable. This type of research is called longitudinal research.

A recommended approach to use as the framework for studying personality change is Longitudinal Experience-Wide Association Studies (LEWAS).* This approach includes ‘multiple sources of change related to the person, their genes, and their environments; large, diverse, and representative samples; specific theoretical models of processes that underlie personality change; frequent, multi-method assessments; and embedded experimental or burst designs targeting specific mechanisms’.* 

We can see that notions of consumer behaviour as determined by genetics or the environment influence our philosophical assumptions about consumer behaviour. You can use the nature–nurture and state–trait debates to help you understand why some consumers act consistently over time, with universal traits, or why some consumers are unpredictable.

So, are consumers really free to choose their own behaviour? You decide.

Personality from childhood to adulthood

Developmental psychologists have provided evidence that there is a difference in the personality structure of a child compared with that of an adult, with changes occurring all the way to the teenage years and, for some people, into early adulthood.* Despite adulthood containing significant life events and more life-changing roles than any other period, personality is relatively stable for adults. Studies of thousands of people reveal the following features about adult personality:

  	An adult’s personality profile is relatively consistent over the remainder of their life; however, there is consensus that people tend to increase in conscientiousness and agreeableness and decrease in neuroticism as they mature.*
	 The exceptions to stability of personality are people who have experienced severe trauma or have mental health disorders,* or who want to change. 


Situational traits: a personality for the occasion

The 3M model of motivation and personality (explained in more detail in the chapter 'Motivation and values') explicitly includes situational traits that are quite different from the stable traits we most associate with personality.* Some aspects of personality continue to be included in marketing strategies. These dimensions are usually employed in conjunction with a person’s choice of leisure activities, political outlook, aesthetic tastes and other individual factors to segment consumers in terms of lifestyle.

 [image: A photo shows a small group of demonstrators on the sidewalk, with two of them holding up a banner which says, “Quit Coal”.]
People who are curious and creative are more likely to boycott products on ethical grounds.Source: Greg McNevin/Alamy Stock Photo

The 3M model contains personality traits that motivate consumers to behave in particular ways. The model indicates the close association between personality and motivation. Think of products or brands that you would boycott (not buy) for political or ethical reasons and ask yourself this question, ‘What is it about my personality that motivates me to boycott that product or brand?’ In a study of personality and ethical consumption, researchers found that people who were high in the personality trait of openness to new ideas were more likely to boycott products on the basis of political, social or environmental concerns.* They also found that people who were curious and creative were more likely to boycott products. Interestingly, people with the personality trait of conscientiousness were less inclined to boycott products.

      Psychodynamic theories

 5.2  Apply personality theories to marketing activities.

Consumer behaviour on the couch: Freudian theory

Sigmund Freud developed the idea that much of our adult personality stems from a fundamental conflict between people’s desire to gratify their physical needs and the need to function as a responsible member of society.* This struggle is carried out in the mind between three systems (note: these systems do not refer to physical parts of the brain). While there are many critics of Freud’s theories, there are also those who support the principles embodied in them. While the theories may not be used in their original form today, they nevertheless have informed and guided modern thinking and are therefore still useful for marketers to understand.

Freudian systems

The basis of Freud’s theory is that there are three systems within the human mind: the id, the ego and the superego. According to this theory, humans are motivated to reduce the conflict between these three entities.*

The id is about immediate gratification—it is the ‘party animal’ of the mind. It operates largely at the unconscious level and according to the pleasure principle; our basic desire to maximise pleasure and avoid pain guides our behaviour. The id is selfish and illogical. It directs a person’s psychic energy towards pleasurable acts without regard for any consequences.

The superego is the counterweight to the id. This system is essentially the person’s conscience. It internalises society’s rules (especially as parents teach them to us) and tries to prevent the id from seeking selfish gratification.

The ego is the system that mediates between the id and the superego and operates largely at the conscious level. It is basically a referee in the fight between temptation and virtue. The ego tries to balance these opposing forces according to the reality principle, which means it finds ways to gratify the id that the outside world will find acceptable (hint: this is where Freudian theory applies to marketing). These conflicts occur on an unconscious level, so consumers are not necessarily aware of the underlying reasons for their behaviour.

Consumer researchers have adapted some of Freud’s ideas; in particular, his work highlights the potential importance of unconscious motives underlying purchases. The implication is that consumers cannot necessarily tell us their true motivation for choosing a product, even if we can devise a sensitive way to ask them directly. The Freudian perspective also hints at the possibility that the ego relies on the symbolism in products to compromise between the demands of the id and the prohibitions of the superego. People channel their unacceptable desires into acceptable outlets by using products that signify these underlying desires. This is the connection between product symbolism and motivation: the product stands for, or represents, a consumer’s true goal, which is socially unacceptable or unattainable. By acquiring the product, the person is able to experience the forbidden fruit vicariously.

Sometimes a cigar is just a cigar

Most Freudian applications in marketing are related to the sexualisation of products. For example, some analysts have speculated that a sports car is a substitute for sexual gratification for many men. Indeed, some men do seem inordinately attached to their cars and may spend many hours lovingly washing and polishing them. An Infiniti ad reinforces the belief that cars symbolically satisfy consumers’ sexual needs in addition to their functional ones by describing one model as ‘What happens when you cross sheet metal and desire’.*

Others focus on male-oriented symbolism—so-called phallic symbols—that appeals to women. Although Freud himself joked that ‘sometimes a cigar is just a cigar’,* many popular applications of Freud’s ideas revolve around the use of objects that resemble sex organs (e.g. cigars, trees or swords for male sex organs; tunnels for female sex organs). This focus stems from Freud’s analysis of dreams, which he interpreted as communicating repressed desires through symbols. In summary, Freud definitely had issues.

Despite Freud’s notions seeming to be outdated and irrelevant today, modern researchers are revisiting some of the basic ideas and using them to develop interesting theories about marketing. For instance, in the consumer complaints area, research was conducted that used Freudian defence mechanisms to explain why service workers get defensive when consumers make complaints.* Defence mechanisms are psychological ways consumers defend their ego and protect themselves from being hurt.* Think of a time when you purchased a brand to avoid feeling isolated from your friends or maybe exaggerated a story about a product purchase on Facebook. These are examples of how we psychologically defend ourselves. In the research shown in Table 5.1, service providers feel defensive when they receive complaints and use traditional Freudian defence mechanisms to protect their ego: isolation, denial, projection, rationalisation and repression.

 Table 5.1 Why do people react negatively to complaints?
	FREUDIAN DEFENCE MECHANISM	DEFINITION	COMPLAINT RESPONSES
	Isolation


	A mental gap or barrier between some threatening thoughts and other thoughts and feelings


	Organisation does not provide easy access to complaint channels, e.g. an online form, or doesn’t respond when a customer complains



	Denial


	Refusing to recognise facts that may damage self-esteem


	Rude employee behaviour or denying that the customer is correct

	Projection


	Seeing others as having the same bad traits, faults or shortcomings as yourself but not recognising them in yourself


	Blaming other people for habits that the person has themselves

	Rationalisation


	Justifying impulses, needs, feelings, behaviours and motives that you find unacceptable


	Employee tells the manager only the facts that support their response rather than providing all the facts that might not be favourable

	Repression


	Shutting out unpleasant thoughts or feelings


	Lack of process to identify what caused the complaint problem




 Source: Based on C Homburg & A Furst, ‘See no evil, hear no evil, speak no evil: A study of defensive organizational behavior towards customer complaints’, Journal of the Academy of Marketing Science, 2007, 35(4): 523–36.

 

Defence mechanisms

 Select two of the Freudian defence mechanisms in Table 5.1. Explain what each mechanism is, and compare how the defence mechanism would respond to a complaint. 

  

      Motivational research

In the 1950s, a perspective called motivational research attempted to use Freudian ideas to understand the deeper meanings of products and advertisements. This approach was based largely on psychoanalytic (Freudian) interpretations, with a heavy emphasis on unconscious motives. A basic assumption was that socially unacceptable needs are channelled into acceptable outlets.

This form of research relies on depth interviews with individual consumers. Instead of asking many consumers a few general questions about product usage and combining these responses with those of many other consumers in a representative statistical sample, this technique uses relatively few consumers but probes deeply into each person’s purchase motivations. An in-depth interview might take several hours, based on the assumption that respondents cannot immediately articulate their latent, or underlying, motives. These can be derived only after extensive questioning and interpretation on the part of a carefully trained interviewer.

Ernest Dichter, a psychoanalyst who trained in Vienna in the early part of the 20th century, pioneered this work. Dichter conducted in-depth interview studies on more than 230 different products, and many of his findings were incorporated into actual marketing campaigns.* For example, Esso (now Exxon) for many years reminded consumers to ‘Put a tiger in your tank’*​﻿ after Dichter found that people responded well to this powerful animal symbolism containing vaguely sexual undertones. A summary of major consumption motivations identified by using this approach appears in Table 5.2.

 Table 5.2 Motivational research’s major motives for consumption
	MOTIVE	ASSOCIATED PRODUCTS
	Power, masculinity/virility


	Power: energy drinks and large breakfasts (to charge oneself up), electric trains, fast cars, power tools



	Masculinity/virility: coffee, red meat, heavy shoes, toy guns, going to the gym



	Security


	Ice-cream (to feel like a loved child again), full drawer of neatly ironed shirts, home baking, hospital care



	Eroticism


	Oysters as an aphrodisiac, sweets (to lick), a man draping a light wrap around a woman’s shoulders



	Moral purity/cleanliness


	Organic foods, super foods, cotton fabrics (to connote chastity), harsh household cleaning chemicals (to make house feel cleaner after using), bathing

	Social acceptance


	Companionship: ice-cream (to share fun), coffee (social experience with friends)



	Love and affection: toys (to express love for children), flowers and honey (to express terms of affection)



	Acceptance: soap, beauty products



	Individuality


	Gourmet foods, foreign cars, designer perfume, fountain pens



	Status


	Scotch, expensive car, travel to exotic destinations, iPhone, marble floors



	Femininity


	Cakes and biscuits, dolls, silk, tea, household curios



	Reward


	Chocolate, alcohol, ice-cream, biscuits, shopping



	Mastery over environment


	Kitchen appliances, boats, sporting goods, cigarette lighters



	Disalienation (a desire to feel connectedness to things)


	Home decorating, skiing, yoga, social media use



	Magic/mystery


	Soups (having healing powers), paints (changing the mood of a room), carbonated drinks (magical effervescent property), unwrapping of gifts






Source: Based on JF Durgee, ‘Interpreting Dichter’s interpretations: An analysis of consumption symbolism’, in H Hartvig-Larsen, DG Mick & C Alstead (eds), The handbook of consumer motivation, marketing and semiotics: Selected papers from the Copenhagen Symposium, Copenhagen: Business School Press, 1991.

Motivational research has been criticised for two opposing reasons. Some feel it does not work, whereas others feel it works too well. On the one hand, social critics reacted in much the same way as they had to subliminal perception studies (see the chapter 'Learning and memory'). They attacked this school of thought for giving advertisers the power to manipulate consumers.*

Alternatively, many consumer researchers felt that the research lacked sufficient rigour and validity, as interpretations were subjective and indirect.* As conclusions are based on the analyst’s own judgement and are derived from discussions with a small number of people, some researchers are dubious about the degree to which these results can be generalised to a large market. In addition, because the original motivational researchers were heavily influenced by orthodox Freudian theory, their interpretations usually involved sexual themes. This emphasis tends to overlook other plausible causes for behaviour. It is also apparent in Table 5.2 that some of the products associated with masculinity and femininity are based on outdated ideas about gender. Still, motivational research had great appeal to at least some marketers for several reasons, including:

  	Motivational research tends to be less expensive than large-scale, quantitative survey data because interviewing and data-processing costs are relatively minimal.
	The knowledge derived from motivational research may help to develop marketing communications that appeal to deep-seated needs and thus provide a more powerful hook to reel in consumers. Even if not necessarily valid for all consumers in a target market, these insights can be valuable when used in an exploratory way. For example, the rich imagery that may be associated with a product can be used creatively when developing advertising copy.
	Some of the findings seem intuitively plausible after the fact. For example, motivational studies concluded that coffee is associated with companionship, that people avoid prunes because they remind them of old age and that men fondly equate the first car they owned as an adolescent with the onset of their sexual freedom.


Other interpretations were hard for some researchers to swallow, such as the observation that, to a woman, baking a cake symbolises giving birth, or that men are reluctant to give blood because they feel that their vital fluids are being drained. Motivational research for the Red Cross did find that men (but not women) tend to drastically overestimate the amount of blood that is taken during a donation. The Red Cross counteracted the fear of loss of virility by symbolically equating the act of giving blood with fertilisation: ‘Give the gift of life’. Despite its drawbacks, motivational research continues to be employed as a useful diagnostic tool. Its validity is enhanced, however, when used in conjunction with the other research techniques available to the consumer researcher.

 

Applying motivational research

Describe the types of products someone who is motivated by cleanliness may be likely to choose. Then describe the types of products someone motivated by status may be likely to choose.

  

      Neo-Freudian theories

Freud’s work had a huge influence on subsequent theories of personality. Although Freud opened the door to the realisation that explanations for behaviour may lurk beneath the surface, many of his colleagues and students felt that an individual’s personality was more influenced by how they handled relationships with others than by unresolved sexual conflicts. These theorists are often called neo-Freudian (meaning following from or being influenced by Freud).

One of the most prominent neo-Freudians was a psychoanalyst named Karen Horney. She described people as moving towards others (compliant), away from others (detached) or against others (aggressive).* Indeed, one early study found that compliant people are more likely to gravitate towards name-brand products, detached types are more likely to be tea drinkers and males classified as aggressive prefer brands with a strong masculine orientation (e.g. Old Spice deodorant).*​﻿

Other well-known neo-Freudians include Alfred Adler, who proposed that many actions are motivated by people’s desire to overcome feelings of inferiority relative to others, and Harry Stack Sullivan, who focused on how personality evolves to reduce anxiety in social relationships.*

Archetypes: which one are you?

Carl Jung was also a disciple of Freud (and was being groomed by Freud to be his successor). However, Jung was unable to accept Freud’s emphasis on the sexual aspects of personality and this was a contributing factor in the eventual dissolution of their relationship. Jung went on to develop his own method of psychotherapy, which became known as analytical psychology.

Jung believed that people are shaped by the cumulative experiences of past generations. A central part of his perspective was an emphasis on what he called the collective unconscious, a storehouse of memories inherited from our ancestral past. For example, Jung would argue that many people are afraid of the dark because their distant ancestors had good reason to exhibit this fear. These shared memories create archetypes, or universally shared ideas and behaviour patterns. Archetypes involve themes such as birth, death and the devil, which appear frequently in myths, stories and dreams.* The notion of archetypes comes in and out of fashion in marketing and currently is experiencing a resurgence due to the use of personas (an archetype approach) and design-thinking in marketing.

Advertising messages often invoke archetypes to link products to underlying meanings. For example, some of the archetypes identified by Jung and his followers include the ‘wise old man’ and the ‘earth mother’.* These images appear frequently in marketing messages that use characters such as wizards, revered teachers or even mother nature to convince people of the merits of products. Western culture’s infatuation with stories such as Harry Potter and Lord of the Rings highlights the power of these images.

      Trait theory

Popular online matchmaking services such as Bumble, Tinder and Grindr offer to create your ‘personality profile’ and then hook you up with other members whose profiles are similar. A whole new job market is opening up for PhD qualified people who work out the maths algorithms to best predict which partner best suits each type of person.* Dating sites use personality quizzes in different ways, with the dating site Hinge making anyone signing up complete eight mandatory questions (no browsing allowed) while other sites, such as OkCupid, allow users to make up their own personality quizzes. One such quiz on OkCupid is ‘The Mythological Goddess test’ which, based on your personality, asks questions such as ‘Do you like to appear mysterious or secretive?’ and ‘Do stories based on sadness and tragedy intrigue you?’ You can then find out what ancient goddess you might have been. Many of these tests are linked to Facebook and Instagram so you also share your personality results with others.

The traits approach to personality emphasises the quantitative measurement of personality traits, or identifiable characteristics that define a person. For example, people can be distinguished by the degree to which they are socially outgoing (the trait of extroversion): one person may be described as an extrovert, whereas their colleague might be described as an introvert (quiet and reserved). Traits are important because they are shared by many individuals, which is useful when segmenting a market. For instance, in the soft-drink category, Pepsi, more than Coke, projects excitement and an up-to-date, outgoing personality by using the latest ‘hot’ celebrities with ‘personality’ to position its product in the minds of young consumers.

There are many different personality tests available, but most of these focus on creating types of people. One of the more widely used in management circles is the Myers–Briggs personality typology, in which people are classified as one of 16 types. The key drawback of this approach is that the Myers–Briggs does not assess people on negative personality dimensions: there are no negative personality types, so everyone is a winner. Neither is there any scientific evidence for the validity of the typology.* The most widely recognised personality approach that has been scientifically validated is the ‘Big Five’ (also called the NEO Personality Inventory). Developed by Paul Costa and Robert McCrae, the Big Five is a list of five dimensions that form the basis of personality: openness to experience, conscientiousness, extroversion, agreeableness and neuroticism (this last dimension is sometimes referred to in its opposite form as ‘emotional stability’—which is a nicer way of saying ‘not neurotic’) (see Table 5.3 for definitions).* An easy way to remember the dimensions is to form an acronym using the first letter of each dimension (OCEAN).

 Table 5.3 Description of Big Five personality dimensions
	PERSONALILTY DIMENSIONS	DESCRIPTION	EXAMPLE OF MEASUREMENT ITEMS (AGREE/DISAGREE)
	Openness to experience


	The degree to which a person is open to new ways of doing things


	Love to think up new ways of doing things



	Conscientiousness


	The level of organisation and structure a person needs


	Am always prepared



	Extroversion


	How well a person tolerates stimulation from people


	Talk to a lot of different people at parties



	Agreeableness


	The degree to which we defer to other people


	Take time out for others



	Neuroticism (emotional stability)	How well a person copes with stress	Get upset easily




Some specific traits that are relevant to consumer behaviour include innovativeness (the degree to which a person likes to try new things), materialism (the amount of emphasis placed on acquiring and owning products), self-consciousness (the degree to which a person deliberately monitors and controls the image of the self that is projected to others), susceptibility to interpersonal influence (how likely a person is to be influenced by other people’s opinions and behaviours) and need for cognition (the degree to which a person likes to think about things and, by extension, expends the necessary effort to process brand information).*

Another trait relevant to consumer behaviour is frugality. Frugal people deny short-term purchasing whims; they choose instead to resourcefully use what they already own. For example, this personality type tends to favour cost-saving measures such as timing showers and bringing leftovers from home to have for lunch at work.* During tough economic times many people reveal their ‘inner frugalista’ as they search for ways to save money. Indeed, in 2008 Google searches for the term frugality increased by roughly 2,500%. In 2009 the savings rate—the percentage of income that consumers put away rather than spend—climbed to almost 6%, which is a 14-year high, but it dropped to a low of 4.7% in 2017.* While many of us have splurged on expensive cars or Jimmy Choo shoes (or both), many analysts predict that more of us will be frugal down the road, even if/when the economy improves. They expect to see us buy smaller houses and (gasp!) live within our means as we forsake heavy credit card debt. How accurate is this prediction? Maybe the answer depends on how many of us truly have frugal personality traits versus those who are merely ‘taking a break’ until the economy improves.

According to research company Mindset Media, personality traits are better predictors of the type of media consumers choose than demographic variables such as age, gender and income. Research on consumer personality and Facebook advertising* found that:

  	extroverts and consumers open to new ideas were more likely than introverts to share sponsored stories
	conscientious consumers are reluctant to share page post ads
	emotionally stable consumers are more likely to comment on page post ads and sponsored stories.


In the past, the ability to identify the personality of a consumer required the consumer to take a personality test. This is not only expensive and time-consuming for marketers but tedious for consumers. However, there is now personality recognition software,* which analyses the terms used by consumers based on previous work relating to lexical features and personality.*

      Personality and purchasing

5.3 Compare and contrast consumer personality with brand personality.

Since the early 2000s there has been a renaissance in personality and consumer behaviour research, following the decline that began in the 1970s.* One reason for this increased interest is the use of surface and situational traits, which are more predictive of behaviour than elemental traits are. Table 5.4 lists examples of research on the effects of personality on consumer behaviour. While the Big Five personality traits (elemental traits) can predict some behaviours reliably, the situation often determines how much influence a trait will have on behaviour. One study on environmental behaviour has shown that the Big Five traits influence commitment to buy environmental products and participate in environmental activities,* while other research has shown this not to be the case.* Rather than using the Big Five traits, a situation-specific trait, such as environmental locus of control, allows marketers to predict environmental behaviour more effectively.* For instance, people who are generally predisposed to valuing the environment (an elemental trait) may not use public transport instead of driving, but they will recycle waste from their homes.

 Table 5.4 Examples of research on personality and consumer behaviour
	PERSONALITY TRAIT	INFLUENCE ON CONSUMER BEHAVIOUR
	Superstition


	Sports fan behaviour such as ‘lucky socks’, the way a cap is worn on the head, the purchase of good luck charms, refusing to purchase particular items because they are deemed to result in bad luck (e.g. opals, peacock feathers, black cat)



	Pro-environment


	Individual recycling efforts, decreased car usage, increased use of public transport



	Romanticism


	Movie genre choice, more likely to take risks, prefer warm countries to visit, prefer luxury travel



	Willingness to spend money


	Spendthrifts save less money and carry more debt than tightwads so they are higher users of credit cards and are more likely than tightwads to buy hedonic items



	Enjoyment of shopping


	People who enjoy shopping are more likely to spend time searching for products, resulting in increased product knowledge



	Need for cognition (enjoyment of thinking)


	People who enjoy thinking respond better to words than pictures and are more motivated to spend time processing the words and reading the ‘fine print’



	Need for affect (enjoyment of processing feelings)


	People who enjoy feelings respond better to pictures than words; they are more likely to engage in compulsive behaviour; pictures may encourage impulse buying



	Impulsiveness


	More likely to experience pleasure than guilt when overeating



	Need for uniqueness


	People who want to ‘stand out from the crowd’ tend to be opinion leaders; more likely to be sources of information about brands and products for other people



	Susceptibility to interpersonal influence (how influenced a person is by another)


	A person who is easily influenced by others is more likely to prefer wines that offer social benefits such as prestige



	Self-consciousness


	People who are concerned with the way they appear to others are less likely to complain directly to a business or in front of others



	Extroversion


	Extroverts experience more positive emotions when consuming products



	Neuroticism


	Neurotic people are less likely to repurchase or complain (they just leave), regardless of their level of satisfaction






Source: JC Mowen & B Carlson, ‘Exploring the antecedents and consumer behaviour consequences of the trait of superstition’, Psychology and Marketing, 2003, 20(12): 1045–65; M Cleveland, M Kalamas & M Laroche, ‘Shades of green: Linking environmental locus of control and pro-environmental behaviours’, Journal of Consumer Marketing, 2005, 22(4/5): 198–212; JC Mowen, The 3M model of motivation and personality: Theory and empirical applications to consumer behaviour, Norwell, MA: Kluwer Academic Publishers, 2000; MB Holbrook & TJ Olney, ‘Romanticism and wanderlust: An effect of personality on consumer preferences’, Psychology and Marketing, 1995, 12(3): 207–22; SI Rick, CE Cryder & G Loewenstein, ‘Tightwads and spendthrifts’, Journal of Consumer Research, 2008, 34: 767–81; JK Sojka & JL Giese, ‘The influence of personality traits on the processing of visual and verbal information’, Marketing Letters, 2001, 12(1): 91–106; RA Clark & RE Goldsmith, ‘Market mavens: psychological influences’, Psychology and Marketing, 2005, 22: 289–312; UR Orth, ‘Consumer personality and other factors in situational brand choice variation’, Journal of Brand Management, 2005, 13(2): 115–33; M Marquis & P Filiatrault, ‘Understanding complaining responses through consumers’ self-consciousness disposition’, Psychology and Marketing, 2002, 19(3): 267–91; TA Mooradian & JM Olver, ‘“I can’t get no satisfaction”: The impact of personality and emotion on postpurchase processes’, Psychology and Marketing, 1997, 14(4): 379–92.

 You can recall the Big Five Personality Dimensions by thinking OCEAN. O = openness, C = conscientiousness, E = Extroversion, A = Agreeableness, N = Neuroticism



The personality trait of romanticism (emotional and idealistic) has been linked to travel preferences for warmer climates (e.g. Mediterranean, tropics), willingness to take greater risks and a preference for luxury travel over basic travel options.* The need for security has spawned a range of products: home alarms, bodyguards and steering-wheel locks are the obvious ones. Now, in the information age, securing electronic information is becoming increasingly important. The Find My iPhone app helps consumers to locate their phone or Mac via the Web and can wipe all data, locate the device via GPS or make the phone beep loudly so the consumer can locate it.* The increased incidence of hacking has also led to an increase across all age groups in internet security* and the development of smartphone apps that offer password management, such as Passpack.

Some individuals have personality preferences for enjoying the thinking process (thinkers) or the emotional process (feelers).* Thinkers have been found to prefer verbal information (words) while feelers prefer visual information (pictures). So product packaging that has a lot of information on it (nutrition, statistics, quotes) or advanced language will appeal more to thinkers, while packaging with pictures and colour will appeal more to feelers.

      Are you an ‘innie’ or an ‘outie’?

Perhaps the dimension most relevant to consumer behaviour is the extent to which a person is motivated to consume to please others or to fit in, in contrast to consuming to express a unique sense of self without much concern about being accepted by a group. Sociologist David Reisman first introduced the terms inner-directed and outer-directed to American culture in the late 1960s.* This general idea has now resurfaced in a variety of ways. As you will see in the chapter 'Ethnicity, religion and age', some cultures tend to stress individualism while others reward those who try to fit in. We talk more about the power of conformity (shaping our behaviour to meet the expectations of a group) in the chapter 'Groups and social influence'. Each of us is a conformist to some extent because, as members of society, we follow certain rules. As a simple example, we all generally ‘agree’ to stop at an intersection when the light turns red. Nevertheless, some of us are more concerned about the reactions of others to what we do, while some seem to ‘march to their own tune’. One personality trait we can measure is the need for uniqueness (the degree to which a person is motivated to conform to the preferences of others versus standing apart from the crowd).*

Consumer research examines consumption differences between individuals classified as idiocentrics (having an individualist orientation) and those classified as allocentrics (having a group orientation).* Some differences between these two personality types include:

  	contentment. Idiocentrics score higher than allocentrics on the statement ‘I am very satisfied with the way things are going in my life these days’. They are also more satisfied with their financial situation.
	health consciousness. Allocentrics are more likely to avoid foods that are high in cholesterol and have a high salt content, additives and a high amount of fat.
	food preparation. The kitchen is the favourite room of allocentrics, who spend more time preparing meals than idiocentrics spend.
	workaholism. Idiocentrics are more likely to say they work very hard most of the time, and they stay late at work more than allocentrics.
	travel and entertainment. Idiocentrics are more interested in other cultures and travelling than allocentrics. They are also more likely to go to movies, art galleries and museums. Compared with idiocentrics, allocentrics visit the public library and finish reading books with a greater frequency. Allocentrics report working on crafts projects such as needlework and model building. Idiocentrics are more likely to collect stamps or rocks, work on do-it-yourself projects and take photos. They are also more likely to play the lottery.*


A variety of studies have linked personality types to different styles of music. Research shows that music preference can be predicted by understanding an individual’s personality type. One study, which collected data from 4,000 users of the myPersonality Facebook app, showed that people high in empathy preferred low-energy, emotional music such as Hallelujah or Crazy Little Thing Called Love.* Another study of 36,518 people found the following links between personality type and style of music:

  	Classical music: high self-esteem, creative, introverted
	Country and Western: hard-working, extroverted
	Indie music: low self-esteem, creative, not hard-working
	Pop: high self-esteem, not creative, hard-working, extroverted.


One of the interesting findings was that fans of heavy metal have a similar personality to fans of classical music—both are creative and introverted.*

 

Idiocentric or allocentric?

 Consider a group of friends, where each friend, except one, has purchased the latest kitchen appliance. Based on your understanding of idiocentric and allocentric differences, determine how likely it is that this person will buy the appliance. 

  

Problems with trait theory in consumer research

Because large numbers of consumers can be categorised according to whether they exhibit various traits, these approaches can potentially be used to segment markets. If a car manufacturer, for example, could determine that drivers who fitted a given trait profile are more likely to prefer a car with certain features, this match could be used to great advantage. The notion that consumers buy products that are extensions of their personalities makes intuitive sense. As you will see shortly, many marketing managers endorse this idea as they try to create brand personalities that will appeal to different types of consumers.

Unfortunately, the use of standard personality trait measurements to predict product choices has met with mixed success at best. In general, marketing researchers simply have not been able to predict consumers’ behaviours on the basis of measured personality traits. A number of explanations have been offered for these equivocal results:*

  	Many of the scales are not sufficiently valid or reliable; they do not adequately measure what they are supposed to measure and their results may not be stable over time.
	Personality tests are often developed for specific populations (e.g. people with mental health conditions); these tests are then ‘borrowed’ and applied to the general population where their relevance is questionable.
	Often the tests are not administered under the appropriate conditions; people who are not properly trained may give them in a classroom or at a kitchen table.
	The researchers often make changes in the instruments to adapt them to their own situations, in the process deleting or adding items and renaming variables. These ad hoc changes dilute the validity of the measures and reduce researchers’ ability to compare results across consumer samples.
	Many trait scales are intended to measure gross overall tendencies (e.g. emotional stability or introversion); these results are then used to make predictions about purchases of specific brands.
	In many cases, a number of scales are given with no advanced thought about how these measures should be related to consumer behaviour. The researchers then use a ‘shotgun approach’, following up on anything that happens to look interesting.


Although the use of personality measures by marketing researchers was largely abandoned after many studies failed to yield meaningful results, some researchers have not given up on the early promise of this line of work. More recent efforts (mainly in Europe) have tried to benefit from past mistakes. Researchers are using more situation-specific measures of personality traits, which they have reason to believe are relevant to behaviour. They are trying to increase the validity of these measures, primarily by using multiple measures of behaviour rather than relying on the common practice of trying to predict purchasing responses from a single item on a personality test.

In addition, these researchers have toned down their expectations of what personality traits can tell them about consumers. They now recognise that traits are only part of the solution and that personality data must be incorporated with information about people’s social and economic conditions in order to be useful.* As a result, the toned-down research has had better success in relating personality traits to such consumer behaviours as alcohol consumption among young men or shoppers’ willingness to try new, healthier food products.*

 

Problems with trait theory in consumer research

Explain why a personality test developed for a specific population may not be reflective of a consumer population.

  

      Brand personality

In 1886 a momentous event occurred in marketing history: the Quaker Oats man first appeared on boxes of hot cereal. Quakers had a reputation in 19th-century America for being shrewd but fair, and peddlers sometimes dressed as members of this religious group for this reason. When the cereal company decided to ‘borrow’ this imagery for its packaging, it signalled a recognition that purchasers might make the same associations with its product.* A brand personality is the set of traits people attribute to a product as if it were a person.

Self-congruence theory explains that consumers prefer products and brands that are similar (congruent) with their self-identity and personality.* When there is a close link between the consumer’s personality and the brand personality, the consumer is likely to evaluate the brand more positively. For instance, if your personality is high in openness to new ideas, you are likely to prefer brands that are exciting, such as Virgin or Red Bull. Brand personality dimensions have been developed that resemble the Big Five consumer personality traits:*​﻿

Brand personality dimensions

	
	Descriptors
	Sincerity	domestic, honest, genuine, cheerful
	Excitement	daring, spirited, imaginative, up-to-date
	Competence	trusted, reliable, dependable, efficient
	Sophistication	glamorous, pretentious, charming, romantic
	Ruggedness	tough, strong, outdoorsy, rugged



Source: J Aaker, ‘Dimensions of brand personality’, Journal of Marketing Research, 1997, 34(3): 347–56.

Research investigating the congruence between a consumer’s personality and hotel brand personality using the Big Five brand personality traits found that consumers travelling for leisure are more likely to stay at hotels whose brand personality reflects their personality than are business travellers.*

Researchers looked at the relationship between consumer personality (using the Big Five) and brand personality (Aaker’s brand personality dimensions), revealing that only three of the brand personality dimensions were related to the Big Five: sincerity with agreeableness, excitement with extroversion, and competence with conscientiousness. A later study on youth markets used the exciting, competence (labelled as trusted) and sincere brand personality dimensions and added a sociable dimension. The results indicated that there is a relationship between a consumer’s personality and the brand personality they prefer (refer to Table 5.5).

 Table 5.5 Relationship between consumers and brand personality
	BRAND PERSONALITY DIMENSION	BIG FIVE PERSONALITY TRAIT—MEN	BIG FIVE PERSONALITY TRAIT—WOMEN
	Trusted brand


	Preferred by men with higher levels of neuroticism


	Preferred by women with higher levels of conscientiousness



	Sociable brand


	Preferred by men with higher levels of extroversion


	Preferred by women with higher levels of openness to new experiences



	Exciting brand


	Preferred by men with higher levels of extroversion


	Not preferred



	Sincere brand


	Preferred by men with higher levels of openness to new experiences


	Preferred by women with higher levels of extroversion






Source: Based on LA Hudson & JL Ozanne, ‘Alternative ways of seeking knowledge in consumer research’, Journal of Consumer Research, 1988, 14: 508–21.

Forging a successful brand personality is often the key to building brand loyalty, but it’s not as easy as it looks to accomplish. One reason is that many consumers (particularly younger ones) have a very sensitive ‘BS detector’ that alerts them when a brand doesn’t live up to its claims or is somehow inauthentic. When this happens, the strategy may backfire as consumers rebel. They may create websites that attack the brand or post parodies that make fun of it on YouTube. One set of researchers terms this phenomenon a Doppelgänger brand image (one that looks like the original but is in fact a critique of it). For example, many consumers were immensely loyal to the Snapple brand until Quaker purchased it. These loyalists felt that Quaker had stripped the brand of its offbeat, grassroots sensibility; one shockjock renamed it ‘Crapple’ on his radio show.*

These inferences are an important part of brand equity, which refers to the extent to which a consumer holds strong, favourable and unique associations with a brand in their memory.* Building strong brands is good business—if you don’t believe it, take a look at a research on brands and shareholder value, which shows that a 1% increase in brand equity translates to a 0.43% increase in shareholder return and the return to shareholders of the top 100 US brands was higher than the return of the overall market.*

Name recognition has become so valuable that some companies are completely outsourcing production to focus on nurturing the brand. Nike doesn’t own any shoe factories, and Sara Lee sold off many of its bakeries, meat-processing plants and textile mills to become a ‘virtual’ corporation with the CEO commenting, ‘Slaughtering hogs and running knitting machines are businesses of yesterday’.*

So how do people think about brands? Advertisers are keenly interested in this question, and several conduct extensive consumer research to help them understand how consumers connect to a brand before they roll out campaigns. DDB Worldwide undertakes a global study called ‘Brand Capital’ of 14,000 consumers for this purpose; Leo Burnett’s ‘Brand Stock’ project involves 28,000 interviews; WPP Group has ‘BrandZ’; and Y&R uses its ‘BrandAsset® Valuator’. DDB’s brand planning director observes: ‘We’re not marketing just to isolated individuals. We’re marketing to society. How I feel about a brand is directly related to and affected by how others feel about that brand’. The logic behind this bonding approach holds that consumers who feel a strong connection with a brand are less likely to succumb to peer pressure and switch brands.*

Some personality dimensions that can be used to compare and contrast the perceived characteristics of brands in various product categories are shown in Table 5.6.

 Table 5.6 Brands and their personalities
	PERSONALITY TRAIT	EXAMPLE BRANDS
	Old-fashioned, wholesome, traditional


	Arnott’s biscuits, Campbell’s soups, Telstra



	Surprising, lively, ‘with it’


	Virgin, sass & bide, Apple



	Serious, intelligent, efficient


	IBM, Volvo



	Glamorous, romantic, sexy


	Chanel, Camilla and Marc



	Rugged, outdoorsy, tough, athletic


	Jeep, Ice Break Flavoured milk







       



Marketing pitfall

Moving from safe to sexy: the problems of a personality change

 [image: A photo of a white Volvo C70]
Matching the personality of your brand with the personality of your target consumer is important to get right. Was a Val Kilmer action movie a good match for Volvo? Source: Car Collection/Alamy Stock Photo

Matching the personality of your brand with the personality of your target consumer is called brand congruence. However, it is important to get that match right. Volvo is an example of when the match process has not worked well.

Volvo is a brand of car. Volvo’s brand personality usually consists of terms such as ‘reliable’ and ‘safe’, so when Volvo partnered with X for the 1997 remake of The Saint, starring Val Kilmer (Iceman from Top Gun), eyebrows were raised. The Saint’s main character, Simon Templar (played by Val Kilmer), is a high-tech thief in a Robin Hood type role who drives the (then) new C70 Volvo. Simon Templar’s personality can be described as clever, cool and charming and the partnership was chosen by Volvo in an attempt to associate these personality traits with its new C70 Volvo. For many years, Volvo had suffered from the downside of safety: the perception of being a car for risk-averse older people, particularly those who wore hats while driving. So the pairing of the Volvo C70 coupe with The Saint was an effort to position Volvo as sexy and exciting. Consumer reaction to the C70 was mixed, with many not understanding why the Volvo brand was in an action- thriller movie. The move away from the core benefit of the Volvo brand of safety was further cemented in 2011 with the Naughty Volvo S60 campaign, with a net result in 2012 of such poor sales in the US that many expected Volvo to exit the market. With the personality crisis that has followed, nobody knows what Volvo is really about; but there’s clearly a misalignment between the brand’s personality and the personality of its consumers. Only time will tell if Volvo can regain its market position. 

 Source: B Schmitt & DL Rogers, Handbook on brand and experience management, Cheltenham, UK: Edward Elgar, pp. 113–131, 2008; M Maandag, Volvo: Keep your brand focus on safety or be toast, The Brand Bite, 15 January 2014: https://www.thebrandbite.com/2014/01/15/volvo-brand-positioning-safety-end-of-volvo

  

       



CB as I live it: I buy brands that reflect my personality

 Mona Soltani, University of Canterbury, New Zealand

 [image: Close-up of a woman with folded hands.]
Source: Mona Soltani, University of Canterbury, New Zealand

When I am looking back and think about the changes in my personality, I see how much I have changed during my life. From an adventurer, challenge taker, energetic and extroverted person, I have changed to a more rational, conscientious, romantic and ambivert person who is more thinking about her health. I am still a sociable person, but prefer to spend more relaxing time alone for myself. I still take challenges, but those that are less likely to put my health at risk. These days, I would rather run and do workouts at a gym rather than targeting high mountains to climb in winter.

I can see how these changes are reflected in the products I purchase and the brands I choose. These days, rather than surfing the net to find the best ‘Mammut’ and ‘Asolo’ hiking and mountain climbing products, I search for the best running shoes. Rather than being a brand lover, I choose a brand that provides me with the best quality in my budget. In my early 20s I was a big fan of Nike. I literally loved Nike and advocated for it. To me, it was an energetic, cool, exciting and a young identity that I could personalise with. I used to wear Nike to show how athletic I am. Rather than thinking about the quality and the design, I just wanted to have Nike and buy its newly released products. This might be because of my need for cognition. I still like Nike, but do not buy it as regularly as I used to. These days, I am a more logical person and buy products more rationally. I normally don’t think about the name of the brand, but the quality of the brand. I would rather buy a brand specialised in a specific field and for a particular purpose. Now, almost all of my running shoes are Asics, as the brand provides me with the best quality that fits my budget. To me, Asics as a person is a professional running athlete and an expert who is trustworthy and reliable. Asics is fast and confident, which is consistent with my personality.

 Switching from the goods to the services: the selection of a restaurant is also influenced by my personality traits. As a romantic person looking for relaxing moments and luxurious places, I would rather spend time in restaurants providing me with great quality of food as well as outstanding authenticity. When it comes to restaurants, the quality of food, design, decoration and music have the same level of importance to me. This service is interacting with our five senses, not just taste. I believe this is the reason why I have never liked to spend time in busy places like McDonald’s. To me, McDonald’s is a busy person who is overloaded all the time. The brand is more economical rather than focusing on experiential aspects. 

  

      Using archetypes to build brand personality

Archetypes are often used to build brand personality by organisations such as advertising agencies. In this section we outline two archetype frameworks: the Brand Asset Valuator by Young & Rubicam, and the Mark and Pearson Archetypes.

Brand Asset Valuator brand archetypes

Young & Rubicam (Y&R), a major advertising agency, uses the archetype approach in its Brand Asset Valuator archetypes model (shown in Figure 5.1). For each of the four domains in the model—thought, emotions, energy and substance—there is one archetype that is representative of the domain, and this is in the centre of the domain (magician, enchantress, jester and mother earth). The other archetypes are blends of the domains. For example, the sage is a blend of thought and substance; however, as it is positioned closer to the thought domain, this is the dominating aspect compared to substance. The placement of the archetypes using a colour wheel shows that types share common characteristics, such as thoughtfulness (magician, sage and patriarch), energy (warrior, jester and troubadour), emotion (angel, enchantress and actress) and substance (matriarch, mother earth and queen). The masculine archetypes are located at the top and bottom of the wheel (vertical axis) and the feminine archetypes are located to the sides of the wheel (horizontal axis). Again, the remaining archetypes are blends depending on how close they are to the vertical or horizontal axis. For instance, the troubadour is mostly male, although with some elements of femininity. Each of the archetypes has an alter ego and these are shown in the second image. The shadow characteristics are the dark side of the archetype.

  Figure 5.1  Brand Asset Valuator archetypes
[image: A figure displays the BrandAsset Valuator Archetypes models.]
 Image descriptionThe details of the figure are as follows: Two separate images represent “characteristics”, in a circular chart, and “shadow characteristics”, in a star-shaped chart, respectively. Characteristics (starting from the top in a clockwise direction): THOUGHT: Magician – thought: logical, analytical, insightful Patriarch –belief: dignified, authoritative, inspirational Angel – dreams: optimistic, innocent, pure EMOTIONS: Enchantress – soul: mysterious, sensual, tempting Actress – feelings: glamorous, dramatic, involved Troubadour – joy: joyous, free-spirited, agile ENERGY: Jester – spirit: witty, resilient, daring Warrior – ego: confident, powerful, heroic Queen – being: relaxed, comforting, sociable SUBSTANCE: Mother Earth – body: stable genuine, nurturing Matriarch – order: organized, systematic, controlled Sage – peace: wise, visionary, mentoring Shadow Characteristics (starting from the top in a clockwise direction): Sorcerer: hollow, dark, cowardly Dictator: repressive, close-minded, unforgiving Orphan: abandoned, vulnerable, frightened Shadow witch: cold, vain, selfish Addict: wounded, jealous, tragic Idiot: silly, dimwitted, goofy Trickster: tricky, phony, scheming Destroyer: angry, aggressive, destructive Slave: oppressed, tormented, despondent Shadow Mother: bloated, immobile, self-absorbed Hag: stingy, messy, crotchety Hermit: isolated, lonely, irrelevant
Source: BrandAsset® Consulting: A Young & Rubicam Brands Company.

These archetypes can be used to describe brands and competitive brands as well as to develop a new brand that has a distinct personality. Typically, new media, computer and technology brands are represented by the magician archetype, while motor vehicles are typically characterised as the warrior. Many comfort products such as food and accommodation chains such as Best Western are represented by the queen.*

The model proposes healthy relationships among archetypes as well as unhealthy ones. A healthy personality is one in which the archetypes overwhelm their corresponding shadows; a sick personality results when one or more shadows prevail. When a brand’s shadows dominate, this cues the agency to take action to guide the brand to a healthier personality, much like one would try to counsel a psychologically ill person. Y&R feels that this approach has numerous advantages:

  	As archetypes are grounded in the human psyche across all cultures and points in time, it is easy to understand a brand’s personality—often multinationally—using such a structure.
	Archetypes telegraph instantly to those responsible for brand communication; indeed, the best of this group already incorporates these notions into how they think of the brand, and the model helps the rest of them ‘catch up’.
	Linking measures of Brand Asset archetypes to more objective brand perception measures provides strong evidence to assure marketing decision makers that the changes Y&R recommends will achieve concrete business objectives.
	Measuring the health of a brand’s personality can act as an early warning signal that a brand is in trouble, sometimes years in advance of marketplace indicators. This alerts marketing managers in enough time to tweak the brand as appropriate.*


Mark and Pearson brand archetypes

Archetypes are often used to build brand personality, as described by Margaret Mark and Carol Pearson in their book, The Hero and The Outlaw: Building Extraordinary Brands Through the Power of Archetypes.* The purpose of the Mark and Pearson typology, 12 brand archetypes, is to generate and manage the meaning associated with the brand (see Table 5.7). The archetype position is designed to guide all aspects of the marketing mix and can be used as a strategic yardstick when determining what strategies and tactics to use, as well as which ones are not consistent with the brand positioning. Margaret Mark previously worked at Y&R (developers of the BrandAsset® approach) so you may see some ideas common to both archetype models. The Mark and Pearson approach draws on theorists of human motives to develop two components in developing the archetypes: belonging/people versus independence/self-actualisation, and risk/mastery versus stability/control.*

 Table 5.7 Mark and Pearson brand archetypes
	ARCHETYPE	DESCRIPTION	EXAMPLE BRANDS	AS CONSUMERS
	YEARNING FOR PARADISE
	INNOCENT

Core desire: Experience paradise

Goal: To be happy

Fear: Doing wrong

Strategy: Do things right


	The promise of the Innocent is that life does not need to be hard. The Innocent is extraordinarily attractive in this hectic, stressful age because it promises that you can get out of the fast lane and truly enjoy your life.


	Innocent brands include movie stars such as Taylor Swift, Disney stars and movies such as High School Musical, Forest Gump and Moana.
Other innocent brands are PBS network, Keds, Disney, Ronald McDonald and Baskin-Robbins. Such brands promise that life can be simple, uncomplicated and good.
	Innocent consumers generally like to find brands they can trust and stick to, believing ‘if it ain’t broke, don’t fix it’.
Innocents also like brands and products that make life simple; for example, products such as user-friendly computers.

	EXPLORER

Core desire: Freedom

Goal: To experience a better, more authentic and fulfilling life

Fear: Becoming trapped

Strategy: Journey, seek out and explore
	The Explorer, by nature, goes out seeking a better world. The journey Explorers are experiencing is simultaneously inner and outer, because they are motivated by a deep desire to find what in the outer world fits with their inner needs. Their motto is ‘Don’t fence me in’.


	Exploring brand literature includes The Adventures of Huckleberry Finn, The Great Gatsby and The Invisible Man. Explorer brand TV shows include Down to Earth with Zac Efron and Star Trek.

Branded products that serve the Explorer’s needs include Jeep Wrangler and Hungry Jack’s.
	Explorers are independent-minded and curious. They like to try new things, so to gain their loyalty it is important to provide continual novelty and improvements in products. For example, many software companies such as Microsoft and IBM do this really well.



	SAGE

Core desire: The discovery of truth

Goal: Use intelligence and analysis to understand the world

Fear: Being duped, misled or ignored

Strategy: Seek out information and knowledge and become self-reflective
	Sage archetypes have their own way of finding paradise. Their faith is in the capacity of humankind to learn and grow in ways that allow us to create a better world. In the process they want to be free to think for themselves and to hold their own opinions. They are also known as expert scholars. Their motto is ‘The truth will set you free’.


	Sage brands include Harvard University, high-end consulting companies such as McKinsey and PwC, and the Australian Association of Social Marketing.
Famous Sage personalities include Al Gore, Albert Einstein and Dale Carnegie.
	Sage consumers like to have all the relevant information they need to make informed decisions about brands. They also enjoy learning, so products that require a learning curve (e.g. coding computer programs) appeal to them. As with the Innocent and the Explorer, the Sage consumer emphasises self over others and autonomy over belonging.



	LEAVING A THUMBPRINT ON THE WORLD
	HERO

Core desire: To prove worth through courageous action

Goal: Exert mastery in a way that improves the world

Fear: Weakness, vulnerability and wimping out

Strategy: Become strong and competent
	Everything seems lost ... but then the Hero rides over the hill and saves the day. The Hero triumphs over evil, adversity and challenges and in doing so inspires others. Heroes are ambitious and they seek out challenges, and generally want to make the world a better place. Their motto is ‘Where there’s a will, there’s a way’.


	Hero brands include the Navy, the Olympics, NASA’s space program, Nike, the Red Cross and Breast Screen Queensland.
Hero movies include Star Wars and Extraction.
Famous Hero personalities include Martin Luther King Jr., Nelson Mandela, John F. Kennedy and Barack Obama.
	Hero consumers expect companies and indeed brands to articulate their values, mission and vision in a clear way. Increasingly, Hero consumers expect those corporate visions to reflect some sense of social responsibility. They evaluate brands and companies not just on the quality of the product or service, but also on the strengths and ethics of the company’s convictions.



	OUTLAW

Core desire: Revenge or revolution

Goal: To destroy what is not working

Fear: Being powerless

Strategy: Disrupt, destroy or shock
	The Outlaw is enticed by forbidden fruit. People who give up on getting what they want in a healthy and socially acceptable way may turn to illegal or unethical strategies in order to prevail. The Outlaw’s motto is ‘Rules are meant to be broken’.


	Outlaw brands include MTV, FCUK, Bundaberg Rum, Virgin Airlines, Rolling Stone and Harley-Davidson. Famous Outlaw movies and TV shows include Hunger Games, The Godfather and The Witcher.
	The Outlaw in each of us wants to get away with things. Therefore, slash-and-burn sales are great marketing strategies that are likely to appeal to Outlaws. Outlaws are attracted to edgy product images that are dark, shadowy and feature intense colours.



	MAGICIAN

Core desire: Knowledge of fundamental laws and how the world works

Goal: Make dreams come true

Fear: Unanticipated negative consequences

Strategy: Develop vision and live it
	Most basic to the Magician is the desire to search out the fundamental laws of how things work and to apply these principles to getting things done. The most typical applications of magical lore are to heal the mind, heart and body; to find the fountain of youth and the secret of longevity; or to invent products to make things happen. The Magician’s motto is ‘It can happen’.


	Magician brands include all those that foster ‘magical moments’, such as Apple, Sony, Google, Moët & Chandon, Verve Clicquot, DiBella Coffee, MasterCard and the Starlight Foundation.
TV shows characterised by the Magician include Younger, Emily in Paris, Locke and Key and makeover shows such as Backyard Blitz and Biggest Loser.

	As customers, Magicians believe that who you are is as important as the quality of your product or services. You are therefore always selling yourself, your values and your own consciousness when marketing to Magicians. Magicians are motivated by personal transformation, so companies offering transformative experiences will appeal most to Magicians.



	NO MAN IS AN ISLAND
	REGULAR GUY/GAL

Core desire: Connection with others

Goal: To belong and fit in

Fear: Standing out, seeming to put on airs and being exiled or rejected as a result

Strategy: Develop ordinary solid virtues and to blend in
	The Regular Guy/Gal archetype demonstrates the virtues of simply being an ordinary person, just like others. The Regular Guy/Gal is an active individual usually dressed in working-class or otherwise ordinary attire and speaking in colloquial ways. The Regular Guy/Gal is the fundamental archetype for democracy. Their motto is ‘All men and women are created equal’.


	Regular Guy/Gal brands include VISA, Target, Sizzler and Toyota.
Films and TV shows celebrating the Regular Guy/Gal ethos include American Pie, The Inbetweeners and Muriel’s Wedding.
	Logos can be linked to status. To the Regular Guy/Gal the logo or brand is a means of affiliating, a way of demonstrating one’s connection with others who use that product and identifying with its brand meaning. The Regular Guy/Gal archetype image is middle-class. These consumers prefer connections with people in order for brand loyalty to be increased.



	LOVER

Core desire: Attain intimacy and experience sensual pleasure

Goal: Being in a relationship with people

Fear: Being alone, a wall-flower unwanted and unloved

Strategy: Become more and more attractive—physically, emotionally and in every other way
	The Lover archetype governs all sorts of love, from parental love to friendship and spiritual love, but most important is romantic love. The Lover is always active in intense and personal friendships. Lovers think of themselves as being wonderfully appreciative of others. They also typically dislike competition. This can lead to jealousy and mean-spirited behaviour. The Lover’s motto is ‘I only have eyes for you’.


	Lover brands include Coco Chanel, Christian Dior, The Body Shop, Revlon, Godiva,  Hallmark and Häagen Dazs.
Movies that Lovers relate to include Titanic, Pretty Woman and Casablanca.
Famous Lovers include Zac Efron, Robert Pattinson, Angelina Jolie, Heath Ledger, Clark Gable, Sophia Loren, Elizabeth Taylor and Cary Grant.
	The Lover wants a deeper kind of connection—one that is intimate, genuine and personal (sometimes also sensual). Lovers often identify products with certain relationships. Lovers develop deep relationships with products and companies, especially those that help them to feel special and loved. They also like being singled out for attention; for example: ‘Mailing to special customers only ...’



	JESTER

Core desire: To live in the moment with full enjoyment

Goal: To have a great time and lighten up the world

Fear: Boredom and being boring

Strategy: Play, make jokes and be funny
	The Jester archetype includes the clown, the trickster and anyone at all who loves to play or act up. While it is possible to have fun on our own, the Jester calls us out to come and play with one another. Jester figures enjoy life and interaction for their own sake. They also love being the life of the party!
The Jester’s motto is ‘If I can’t dance, I don’t want to be a part of your revolution’.
	Jester brands include M&Ms, Snickers, Skittles, Pringles, Coke and Pepsi.
Famous Jesters include comedians such as Steve Carell, Josh Thomas and Judith Lucy and celebrities such as Ryan Reynolds and Hugh Jackman.
	The Jester in every one of us loves humour. Jesters like funny commercials because they entertain them and make them feel good, creating a halo effect around the product. Jester ads and packaging highlight bright colours and a lot of action—the more outrageous, the better. Overall, Jesters love the fun of marketing. They are not frightened by knowing we are in a new time.



	PROVIDING STRUCTURE TO THE WORLD
	CAREGIVER

Core desire: Protect people from harm

Goal: To help others

Fear: Selfishness and ingratitude

Strategy: Do things for others
	The Caregiver is an altruist, moved by compassion, generosity and a desire to help others. The Caregiver fears instability and difficulty not so much for themselves but for others. Their worst fear might be something happening to their mother. Generally speaking the Caregiver’s motto is ‘Love your neighbour as yourself’.


	Caregiver brands include Campbell’s Soup, Uncle Toby’s, Lite n’ Easy and Weight Watchers.
Famous Caregivers include Princess Diana, Mother Teresa, Florence Nightingale and Bob Geldof.
Famous Caregiver TV shows and movies include Sesame Street, Mrs Doubtfire and Me Before You.
	One of the least effective ways to market to Caregivers is to tell them straight out that you care. Caregivers are often cynical about these statements. Caregivers instead react better to emotive statements. The Caregiver is also related to the Innocent.



	CREATOR

Core desire: Create something of enduring value

Goal: Give form to a vision

Fear: Having a mediocre vision or execution

Strategy: Develop artistic skill and control
	‘If it can be imagined, it can be created’ is the motto of the Creator. The Creator archetype is often seen in the artist, the writer, the innovator and the entrepreneur. The Creator’s passion is self-expression in material form. They are often compelled to create or innovate—anything else and they feel stifled. They can express creativity in their clothing, homes and offices.


	Creative brands are non-conformist. They include Crayola, Martha Stewart and MAC Cosmetics.
Famous Creators include Elon Musk from Tesla and Richard Branson from Virgin.
	Creators love brands that help them to create and release the Creator within. Any kind of artistic product will satisfy the Creator. It is important for businesses communicating with Creators to see advertising and marketing communications as an art form.



	RULER

Core desire: Control

Goal: Create a prosperous, successful family, company or community

Fear: Chaos and being overthrown

Strategy: Exert leadership
	When you imagine the Ruler archetype, think of kings and queens, CEOs, presidents, prime ministers or rulers of a country. The Ruler lives and breathes the motto ‘Power isn’t everything. It’s the only thing’. The Ruler knows the best thing to do to avoid chaos is to take control.
	Ruler brands include Microsoft, Citibank, Cadillac, Telstra and QANTAS.
Famous Rulers include Angela Merkel, Queen Elizabeth II and Warren Buffett.
	Rulers like control. But they do not like being told what to do. Ideally the brand strategy, promise, essence, character and personality should be well thought out and articulated in writing before being communicated with Rulers (as with all the archetypes).






Source: Based on M Mark & CS Pearson, The hero and the outlaw: Building extraordinary brands through the powers of archetypes, Sydney: McGraw-Hill, 2001.

 

Archetypes and brand personality

Summarise how archetypes can be used to build brand personality.

  

       

Marketing opportunity

Drinking with the Creator, the Jester and the Outlaw

A social marketing campaign aimed at reducing alcohol consumption in young men was developed on the basis of research to identify the archetypes that men relate to when drinking alcohol.

Drawing on the 12 male archetypes proposed in Mark and Pearson’s book The Hero and the Outlaw, male consumers were presented with 12 descriptions of men. They were asked ‘Who would you like to hang out with?’ and ‘Who wouldn’t you like to hang out with?’ The aim was to identify and profile male drinking types that are popular (or unpopular) with young men in order to inform the development of the social marketing campaign. Popular archetypes identified were the Creator (real and authentic) and the Jester (having a good time and bending the rules), while the Outlaw (rebellious, risk-taker) was the least popular. The research helped marketers to understand that Australian males drink to fit in with their mates, that drinking is likely to be motivated by the need to have a good time and that men in the study liked the idea of bending the rules a little, but not being too outrageous. 

The Mark and Pearson archetypes have also been used to understand the motivations behind Australian men aged 18–30 not donating blood. Interviews with 35 men showed that males perceive donating blood as something done by only two of the 12 archetypes, the Hero and the Caregiver, while the two archetypes least likely to donate blood were the Outlaw and the Ruler. This information can be used to either develop marketing communication campaigns that appeal to Hero and Caregiver archetypes or to reposition blood donation as relevant to the other archetypes. In addition, the Mark and Pearson archetypes have been used to develop a campaign to encourage older men to use a self-test bowel-cancer screening kit. Consumer research identified that the archetype that would inspire men to use the kit was the Regular Guy. So Queensland Health selected Australian actor Shane Jacobson to represent the Regular Guy when advising men to use the kit. The ads accompanying the campaign show Jacobson working on cars in a shed, just like the average Aussie male. Early evaluation of the campaign indicated that use of this male archetype was resonating with the audience of men aged 501 and increasing rates of kit usage. 

  

      Personification of inanimate objects

Consumers appear to have little trouble assigning personal qualities to all sorts of inanimate products, from personal care products to more mundane, functional ones—even kitchen appliances. Whitegoods manufacturer Whirlpool’s research showed that people saw its products as more feminine than those of competing brands. When respondents were asked to imagine the appliance as a person, many pictured a modern, family-oriented woman living in the suburbs: attractive but not flashy. In contrast, they envisioned the company’s KitchenAid brand as a modern professional woman who was glamorous, wealthy and enjoyed classical music and the theatre.*

 [image: A set of ten photographs of wine bottles illustrate how consumers perceive a wine’s “personality” based on the bottle’s label design.]
Consumers perceive differences in a wine’s ‘personality’ based on the bottle’s label design.Source: Reprinted with permission from Journal of Marketing, published by the American Marketing Association. Ulrich R Orth & K Malkewitz, ‘Holistic package design and consumer brand impressions’, May 2008, 72(3): 73.

The creation and communication of a distinctive brand personality is one of the primary ways marketers can make a product stand out from the competition and inspire years of loyalty. This process can be understood in terms of animism—the practice found in many cultures whereby inanimate objects are given qualities that make them seem alive. Animism is sometimes an aspect of a religion: sacred objects, animals or places are believed to have magical qualities or to contain the spirits of ancestors. In our society, objects may be ‘worshipped’ in the sense that they are believed to impart desirable qualities to the owner or they may in a sense become so important to a person that they are viewed as a ‘friend’.

Anthropomorphism refers to the tendency to attribute human characteristics to objects or animals. We may think about a cartoon character or mythical creation as if it were a person and even assume that it has human feelings. Think about familiar spokescharacters such as Louie the Fly (Mortein), the M&M characters (M&Ms) or Coco the Monkey (Coco Pops), or consider the frustration some people feel when they come to believe their computer is smarter than they are or even that it’s ‘conspiring’ to make them crazy! In research for its client Sprint Business Services, Grey Advertising found that when customers imagined phone carriers as animals, they envisioned AT&T as a lion, MCI as a snake and Sprint as a puma. Grey used these results to position Sprint as a company that could ‘help you do more business’ rather than taking the more aggressive approach of its competitors.* With the advent of technology such as augmented reality and virtual reality, the ability to bring anthropomorphised characters to real life has arrived. An example is when the red and yellow M&M characters were brought to life in Melbourne’s federation square for people to take photos and interact with the characters.*

 [image: A photo shows an image of Louie the Fly, the iconic spokesperson for Mortein.]
Louie the Fly is an iconic spokesperson for Mortein.Source: Reckitt Benckiser

Zoomorphism refers to the tendency to attribute animal characteristics to objects or humans. Examples of zoomorphism in popular culture are seen in movies such as X-Men with the Wolverine character (a man with wolf-like characteristics), or Spiderman. Brands such as Ferrari and Jaguar are objects that draw on animal characteristics.* In studies about zoomorphism, consumers attributed animal-like characteristics to products such as cars.* More recently, research on companion robots indicates that robots that look like animals are acceptable to people. The development of such companion robots offers opportunities to reduce loneliness.*

 [image: A robot with a balloon.]
 Source: Chris Willson/Alamy Stock Photo

Avatars are a form of anthropomorphised character and are being used in a variety of ways in marketing, including as the human face of online transactions. Customer relationships are difficult to build in an online environment, particularly if there is no direct interaction between consumers and staff (e.g. via email), and avatars are being used as online assistants.* For example, ‘Anna’ is a virtual helpdesk assistant on IKEA’s US website. One of the reasons that people accept avatars in this environment is that the computer is often perceived as a ‘social actor’, so any computer-based animation that we interact with is imbued with similar qualities.* While consumers accept avatars, they are less tolerant of chatbots, which are harder to spot as non-human.*

      Brand positioning through personality

A brand’s positioning strategy is a statement about what that brand wants to be in the eyes of its customers—especially relative to the competition. Marketers are used to thinking in these terms (even if they haven’t read this book!) and they routinely describe their brands and the competition as if they were people.

In a sense, then, a brand personality is a statement about how the brand is positioned. Understanding this is crucial to marketing strategy, especially if consumers don’t see the brand the way its makers intend them to. An attempt must then be made to reposition the product (i.e. give it a personality makeover). That was the problem faced by Volvo, whose cars are renowned for safety but are not seen as exciting or sexy. In 2004 Volvo used the tagline ‘Bloody Volvo Driver’ on ads that parodied the Aussie catch-phrase, with some success.* However, you can only go so far in convincing others that your personality has changed. Volvo has been trying to jazz up its image for years, but for the most part consumers aren’t buying it. In an earlier attempt in the UK, the company paired action images such as a Volvo pulling a helicopter off a cliff with the headline ‘Safe Sex’—but market research showed that people didn’t believe the new image. As one brand consultant observed: ‘You have the sort of feeling you get when you see your grandparents trying to dance the latest dance—slightly amused and embarrassed.’* The challenge facing Volvo is that safety has never been a benefit that appeals to the masses, so a broader appeal needs to be found.

       

CB as I see it: The personality traits of panic buyers: Disagreeability, neuroticism and stress

 Professor Peter O’Connor, Queensland University of Technology 

In the early stages of COVID-19, many Australians were affected by what colloquially became known as ‘panic buying’ or ‘stockpiling’. Consumers were temporarily unable to access a range of household products due to a number of consumers over-purchasing, seemingly out of ‘panic’. Popular products such as toilet paper, flour and canned goods were quickly disappearing from shelves and frustrated consumers were filmed battling over limited products. As a result, stores were forced to implement purchase limits on a range of goods, but even this did not stop the more determined consumers from using multiple stores to stockpile.

 [image: A board in an empty aisle reads one per customer please.]
A view of empty shelves at a department store during the Coronavirus pandemic of 2020. Source: Orlowski Designs LLC/Shutterstock

Ironically, most consumers and politicians were aware of the solution: if consumers simply purchased only what they needed there would be enough for everyone. However, despite this, popular products were hard to come by for months, and panic buying seemed to re-emerge throughout the pandemic every time an outbreak occurred and/or a lockdown seemed imminent. Why? Were a few bad apples or selfish individuals responsible for the panic-buying phenomenon? Or was fear driving even normally thoughtful individuals to act out of character?

To get a better understanding of panic buying—and the personality traits of panic buyers—my colleagues and I surveyed 600 Australian consumers in April and June 2020 when the motives of panic buyers were not well understood. We set out to explore the factors driving panic buying in Australian consumers. Specifically, we investigated whether those who anonymously admitted to panic buying or stockpiling had a distinct set of personality characteristics compared with those who purchased only what they needed.

 To measure the personality of consumers, we used the Big Five model of personality, which measures the five traits of Openness to Experience, Conscientiousness, Extraversion, Agreeableness and Neuroticism. We used a comprehensive personality measure that also provided information about a range of more specific personality traits in consumers, such as anxiety and depression. We also measured consumers’ age, gender, income and number and age of dependants.

Our results were partially surprising and partially unsurprising. First, we found that only a minority of consumers (17%) we surveyed engaged in panic buying. Those who engaged in panic buying in April were likely to do so again in June. However, those panic buying in June also included a subset of new panic buyers who were affected by missing out early on. We also found that panic buyers were over-represented in a range of demographic categories. Panic buyers were more likely to be young, under financial stress and experiencing personal stress.

But were panic buyers more likely to score high or low on a range of personality factors compared with non-panic buyers? As expected, the answer to this question was ‘yes’; panic buyers were statistically more likely to score low on agreeableness, high on neuroticism and reported being less tolerant of ambiguity and uncertainty.

Agreeableness is a personality trait characterised by high compassion, empathy and kindness. Low scorers on agreeableness tend to be hostile, competitive and antagonistic. Our finding that panic buyers tended to be low on agreeableness, therefore, was not surprising. Panic buying was widely described by the media and politicians as a selfish act, and our results confirmed that those who are characteristically hostile and self-focused were more likely to panic buy than their more compassionate and caring counterparts. We found that 23% of low scorers in agreeableness admitted to panic buying, compared with only 14% of high scorers.

However, our findings that neuroticism and anxiety were associated with panic buying indicates that panic buying cannot solely be attributed to ‘being selfish’. Those engaging in panic buying were also those most affected by the pandemic, both emotionally and financially. Indeed, we found that 22% of high scorers on neuroticism admitted to panic buying compared with only 12% of low scorers. Additionally, in our second wave of data collection in June 2020, we found that nearly half of the panic buyers/stockpilers were those who reported stress from being unable to obtain basic household products in the earlier stages of panic buying.

 But why did these consumers panic buy? While my colleagues and I could not be sure, we speculated that panic buying temporarily provided consumers with a sense of control regarding one important aspect of their lives (i.e. the need to obtain essential food and household products) at a time when other aspects (e.g. job security, financial stability, health, and normal freedoms) were largely out of control.

Overall, our results indicate that panic buying cannot be linked to a single demographic or personality factor. Consumers who panic bought did so for a variety of reasons, and while it is true that some panic buyers were low in agreeableness, a large portion of panic buyers were those emotionally and financially affected by the various societal changes. We therefore believe that such individuals benefit more from messages of reassurance than from condemnation. Fortunately, as the pandemic progressed, consumers received growing reassurance from community leaders that panic buying was unnecessary and we have seen a partial reduction in this behaviour over time. 

For full details of our study, please see the article 'Disagreeability, neuroticism and stress' at https://theconversation.com/disagreeability-neuroticism-and-stress-what-drives-panic-buying-during-the-covid-19-pandemic-141612

  

      Learning snapshot

  	The concept of personality refers to a person’s unique psychological make-up and how personality influences the way consumers respond to their environment.
	Consumers develop personalities over time based on their genetic predisposition and the influence of their environment. Personality traits emerge over time and can be changed based on context. 
	Situation-specific traits are better able to predict consumer preferences for a brand, product or behaviour than general personality traits.
	In the past, much research has been done around personality ‘archetypes’ and motives for consuming. More recently the focus is on ‘traits’. A number of models exist that attempt to clearly express the various research findings.
	Consumers seek products and brands that are consistent with their personality due to a desire for congruence.
	Developing brand personality allows organisations to imbue brands with personal qualities that position them as meaningful to particular groups of consumers.


Consumer behaviour challenge

  	Talk to a friend who you think is an extrovert and to a friend you consider to be an introvert. Ask them which brand of car, clothing, hotel, airline and wine/beer/soft drink they prefer. Do you think any of the differences in their answers are because they have different personality types? Explain.
	Construct a list of three different brands within a product category. Ask a small number of consumers to rate each brand on 10 different personality dimensions. What differences are there? Do these brand ‘personalities’ relate to the advertising and packaging strategies used to differentiate these products?
	Compile a set of recent ads that attempt to link consumption of a product with a specific personality. What creative tactics are being used in each ad to link the personalities of the brand and the consumer?
	Construct separate ads for a cosmetics product targeted to the allocentric and idiocentric personality types. How would the basic appeal differ for each group?
	Using the Brand Asset Valuator archetypes, develop a brand of clothing (logo and style) that is feminine and in the emotions domain, as well as one that is masculine and in the thoughts domain. What differences in brand design are influenced by the archetypes?


      Case study

Archetypes for male preventative health behaviour

 Jacquie McGraw, Queensland University of Technology

Problem

In Australia, and most parts of the world, compared with women, men have higher rates of illness and death from preventable or treatable causes, and men use preventative health services much less.* The World Health Organization has identified a ‘men’s health gap’ that is mostly brought about by adherence to masculinity norms.* Gender norms and masculine ideals are often cited by men as barriers to accessing preventative health services such as bowel cancer screening.*

Bowel cancer screening is a free preventative health service in Australia offered periodically to men and women aged 50 to 74 years.* Nationally, between January 2017 and December 2018, 40% of invited males participated in screening compared with 45% of females invited.* Despite a curability rate of more than 90% if detected early, next to lung cancer and prostate cancer, bowel (colorectal) cancer was the third highest cancer killer for males of all ages, in the period 2016–2018, and the second highest cancer killer for men aged 45 to 74 years.* Bowel cancer screening involves self-completing a test kit at home by taking two small faecal samples and posting them to a service for analysis.* The participant and their nominated primary health care practitioner are notified by the service of the test results and of any applicable course of recommended action, if needed.* 

Research method

To understand why older men are reluctant to use preventative health services such as bowel cancer screening, qualitative research was conducted in Queensland with 39 men aged 50 to 74 years to identify key male archetypes for older men’s help-seeking.* Five focus groups were conducted across the State as part of Queensland Health’s market research for an upcoming social marketing campaign to promote the National Bowel Cancer Screening Program (NBCSP). Queensland Health enabled data collection for research to identify different masculine identities for men’s help-seeking.

Jungian male archetypes adapted from Mark and Pearson’s 12 brand archetypes were used in a series of projection and self-reflection exercises that included a handout with character descriptions of each archetype and imagery of popular sport and entertainment celebrities known by the participants.* The projective use of Mark and Pearson’s brand archetypes enabled a systematic identification of the different masculinities for men’s health behaviours and a deeper understanding of the male consumers’ salience, expectations, attitudes and resonance with the preventative health service, particularly the NBCSP brand.*

After reading each male archetype profile, participants were asked to indicate whether or not each archetype would likely use a bowel cancer screening kit if they received it in the mail. Participants were also asked to identify the top three archetypes they thought would use the kit and the top three archetypes they thought would not use the kit. Participants then discussed their selections in semi-structured, moderated focus groups. Participants were also later asked to indicate which archetype they most identified with and to discuss their selection.

Findings and insights

Thematic content analysis found seven key male archetypes, or masculine identities, for older men’s positive or negative help-seeking in preventative health contexts (see Table 1). These included the Thinker, the Caregiver and the Innocent for positive help-seeking behaviours; the Outlaw, the Ruler and the Explorer for negative help-seeking behaviours; and the Regular Guy as likely to have either positive or negative help-seeking behaviours, depending on peer behaviours. Each masculine identity ignites different masculine ideals leading to either positive or negative health beliefs and behaviours for older men’s help-seeking for preventative health (see Figure 1). These masculine ideals include role in family, normative influences, or stoicism, and self-reliance.

 Table 1  Key archetypes for older men’s help-seeking in preventative health
	Masculine identity	Most likely to have positive help-seeking in preventative health	Most likely to have negative help-seeking in preventative health
	The Thinker	✓	

	The Caregiver	✓	

	The Innocent	✓	

	The Regular Guy	✓	✓
	The Outlaw	
	✓
	The Ruler	
	✓
	The Explorer	
	✓



 Source: Jacquie McGraw, Queensland University of Technology 

  Figure 1 Key masculine identities and their masculine ideals for help-seeking in preventative health*
[image: A diagram depicts the masculine identities and ideals.]
 Image descriptionThe masculine identities and their masculine ideals are as follows: the thinker and the caregiver, responsible role in family; the innocent and the regular guy, normative influences; the explorer, the ruler, and the outlaw, stoicism and self-reliance. The help-seeking behaviours are as follows: responsible role in family and normative influences leads to positive health beliefs and behaviours; normative influences and stoicism and self-reliance leads to negative health beliefs and behaviours. This leads to the older men’s engagement with preventive and health services.
 Source: J McGraw, Men’s help-seeking behaviours in preventative health: The role of masculine identities. QUT ePrints: Queensland University of Technology, 2018.

The Thinker and the Caregiver were thought to be more likely to have positive health help-seeking behaviours because they would be concerned about the implications on their family if their health failed. The responsibility to maintain good health and to set an example for their families resonated for these male archetypes, who would value traditional masculine ideals where the male is head of the family or ‘breadwinner’ and, for the Thinker—also known as the Wise Old Man)—provides guidance; or, for the Caregiver, support.*

Participants predicted the Outlaw, the Ruler and the Explorer were the archetypes likely to have negative health help-seeking behaviours, driven mostly by masculine ideals of stoicism and self-reliance. The Outlaw and the Ruler are archetypes associated with power and control.* The Ruler seeks to be powerful over others, and therefore not display weakness, while the Outlaw seeks to maintain control of himself, bucking the ‘system’. Similarly, the Explorer values freedom to do as he wishes and is unwilling to be tied down by procedures such as health checks.

The Innocent and the Regular Guy were thought to be influenced by perceived normative health behaviours. The Innocent was more likely to be influenced by positive health behaviours of friends and family, whereas the Regular Guy was thought to be influenced either way, depending on the opinions and behaviours of peers. Additionally, several participants self-identified as the Regular Guy, stating that while they had not yet completed bowel cancer screening, they would be more likely to screen if they heard of other men they knew doing so. The Regular Guy archetype does not want to stand out, wishing to be like everybody else, or ‘ordinary’.*

Strategic approach

The celebrity identified as most believable in the campaign market research for the Queensland Health bowel cancer screening campaign, and epitomised as the Regular Guy, was Shane Jacobson. Australian actor, writer, director and comedian, Jacobson encapsulates the Regular Guy’s characteristics of the ‘average working-class bloke’. He fronted the award-winning social-marketing campaign titled ‘Make No.2 your No.1 priority’.* It resonated with its target audience, mainly due to Jacobson being the spokesperson.*

Before the campaign was launched, male participation in the NBCSP in Queensland in the 2014–2015 year was 36% for all ages and at 25.6% for Queensland males aged 50 to 54 years.* The campaign was launched in Queensland in September 2016 and had several waves featuring Jacobson up until late 2017.* For the 2018–2019 year, participation for all Queenslanders in the NBCSP was 41.8%, Queensland male participation in the NBCSP had increased to 39.9% for all ages and 29.6% for males aged 50 to 54 years.*

 

Archetypes for male preventative health behaviour

  	Who is the original theorist to introduce archetypes into modern-day literature, many of which Mark and Pearson have drawn from?
	What were the main barriers preventing older men from using preventative health services such as bowel cancer screening? 
	How did the research participants identify the seven different masculine identities, or archetypes, for older men’s help-seeking for preventative health?
	Why was the Regular Guy likely to have either positive or negative help-seeking behaviours?
	 Why do you think Queensland Health’s choice of spokesperson for its bowel cancer screening campaign resonated with the target audience?


  

      Chapter 6 Motivation and values

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

6.1 Define the key components of motivation (process, strength, direction and conflict).
6.2 Differentiate the meanings of consumer needs and wants. 
6.3 Explain the role of involvement in consumer behaviour. 
6.4 Apply different motivational and values theories to explain why consumers seek particular brands, products and experiences.
  
 Introduction

The motivational forces that drive people to buy and use products are generally straightforward, such as when we choose what to have for lunch. As hard-core vegans demonstrate, however, even the consumption of basic food products may be related to wide-ranging beliefs about what is appropriate or desirable. In some cases, these values create emotional responses that lead to a deep commitment to the product. Sometimes, we are not fully aware of the forces that drive us towards some products and away from others. Often our values—our priorities and beliefs about the world—influence these choices.

To understand motivation is to understand why consumers do what they do. Why do some people choose to put their love life on display on reality TV shows such as The Bachelor while others spend their leisure time playing video games or abseiling down cliffs? Whether it is to quench a thirst, to kill boredom or to attain some deep spiritual experience, we do everything for a reason, even if we are not always able to articulate that reason. Marketing students are taught from day one that the goal of marketing is to satisfy consumers’ needs. However, this goal is unattainable unless we can discover what those needs are and why they exist. An American beer ad for Bud Dry once asked, ‘Why ask why?’ In this chapter, we find out the answer to that question.

      The motivation process

 6.1 Define the key components of motivation (process, strength, direction and conflict) and differentiate the meanings of needs and wants.

Motivation is the process that leads people to behave as they do and it occurs when a need is aroused that the consumer wishes to satisfy. Activating a need creates a state of tension that drives the consumer to attempt to reduce or eliminate the need. This need may be utilitarian (i.e. a desire to achieve some functional or practical benefit, as when a person loads up on green vegetables for nutritional reasons) or it may be hedonic (i.e. an experiential need involving emotional responses or fantasies, as when a consumer thinks longingly about a juicy steak). Marketers try to create products and services that will provide the desired benefits and permit the consumer to reduce this tension to achieve competitive differentiation. Some companies place an emphasis on either the utilitarian or the hedonic need in order to negate any negative aspects of the opposing need. For instance, the ‘Bridge to Brisbane’ not-for-profit organisation emphasises the fun aspect of running by offering specialist products and fun packaging of its support products (water bottles, t-shirts, spandex pants). In contrast, government agencies seeking to ‘sell’ responsible exercise health practices emphasise the utilitarian aspects of exercise by teaching people about standard outdoor activities and presenting the ‘facts’ about cardiovascular activities. 

 [image: A logo of Sunday Mail, Bridge to Brisbane; Transurban.]
Our motivation for the types of activities we do is driven by our values and beliefs.Source: The Sunday Mail Bridge to Brisbane

Think about a time when you did something difficult only because someone else wanted you to. Did you find yourself having to really make an effort? Did you feel resentful towards the person ‘making’ you act? If so, then your motivation was low because you were not very interested in the goal behind the behaviour. The desired end state of motivation is the consumer’s goal. Therefore, motivation can be described as goal oriented. When the goal is not important or is unclear, the result is less intense motivation.

What motivates you?

Provide an example of a time when you did something difficult only because someone else wanted you to. What was the outcome and how did you feel about achieving that goal?

Whether the need is utilitarian or hedonic, there is a discrepancy between the consumer’s present state and some ideal state. This gulf creates a state of tension. The magnitude of this tension determines the urgency the consumer feels to reduce the tension. This degree of arousal is called a drive. A basic need can be satisfied in any number of ways, and the specific path we choose is influenced by both our unique set of experiences and the values instilled by the culture in which we were raised.

 [image: A close-up of two people holding their Boba drinks.]
Cultural factors determine the product sought to satisfy the need of thirst.Source: Hympi/Alamy Stock Photo

 [image: Two women drinking coffee.]
Source: Sergiy Tryapitsyn/Alamy Stock Photo

These personal and cultural factors combine to create a want, which is one manifestation of a need. For example, hunger is a basic need that must be satisfied by all: a lack of food creates a tension state that can be reduced by the intake of products as diverse as pizza, Tim Tam biscuits, raw fish or bean sprouts. The specific route to drive reduction is culturally and individually determined. Once the goal has been attained, tension is reduced and the motivation recedes (for the time being). Motivation can be described in terms of its strength, or the pull it exerts on the consumer, and its direction, or the particular way the consumer attempts to reduce motivational conflict. 

      Motivational strength

The degree to which a person is willing to expend energy to reach one goal as opposed to another reflects their underlying motivation to attain that goal. Many theories have been advanced to explain why people behave the way they do. Most share the basic idea that people have a finite amount of energy that must be directed towards certain goals.

Biological versus learned needs

Early work on motivation ascribed behaviour to instinct—the innate patterns of behaviour that are universal in a species. This view is now largely discredited. For one thing, the existence of an instinct is difficult to prove or disprove. The instinct is inferred from the behaviour it is supposed to explain (this type of circular explanation is called a tautology).* It is like saying that consumers buy products that are status symbols because they are motivated to attain status, which is hardly a satisfying explanation.* 

Drive theory

Drive theory focuses on biological needs that produce unpleasant states of arousal (e.g. your stomach grumbles during a morning class).* We are motivated to reduce the tension caused by this arousal. Tension reduction has been proposed as a basic mechanism governing human behaviour.

In a marketing context, tension refers to the unpleasant state that exists if a person’s consumption needs are not fulfilled. A person may be grumpy if they haven’t eaten, or they may be dejected or angry if they can’t afford the new car they want. This state activates goal-oriented behaviour, which attempts to reduce or eliminate this unpleasant state and return the person to a balanced state called homeostasis.

Restoring homeostasis

Those behaviours that are successful in reducing the drive by satisfying the underlying need are strengthened and tend to be repeated (this aspect of the learning process is discussed in the chapter, 'Learning and memory’). Your motivation to leave class early to grab a snack would be greater if you hadn’t eaten for 24 hours than if you had eaten only two hours earlier. If you did sneak out and got indigestion afterwards from, say, wolfing down a packet of Twisties, you would be less likely to repeat this behaviour the next time you wanted a snack. Our degree of motivation, then, depends on the distance between our present state and the goal. When a consumer moves up from a Toyota to a Lexus, they are not acting out a decision to maintain themselves but to improve their status in life. Self-improvement leads us to acts that normally involve an emotional pay-off.

     [image: A photo shows a compact car parked on the driveway in the background. A hand holding a set of car keys is shown in the foreground.]
Source: SeanPavonePhoto/Fotolia; zergkind/Fotolia
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Drive theory encounters difficulties when used to explain some facets of human behaviour that run counter to its predictions. People often do things that increase a drive state rather than decrease it; for example, by delaying gratification. If you know you’re going out for a lavish dinner, you might decide to forgo a snack earlier in the day even though you are hungry at that time.

Expectancy theory

Most current explanations of motivation focus on cognitive factors, rather than biological ones, to understand what drives behaviour. Expectancy theory suggests that behaviour is largely ‘pulled’ by expectations of achieving desirable outcomes—positive incentives—rather than ‘pushed’ from within.

We choose one product over another because we expect this choice to have more positive consequences for us. Thus the term ‘drive’ is used here more loosely to refer to both physical  and cognitive processes. The desire for brands is based on cognitive rather than biological drivers, and recent research shows that as a generational group, Gen Z (born between between mid to late 1990s to 2010s) are motivated by the search for truth.* Members of Gen Z are moving away from labels and brands and are focused on social and environmental causes.  They believe they can be involved with dialogue to solve world problems and they are highly practical in the way they deal with organisations. People in Gen Z are less idealistic than millennials and are looking for uniqueness in brands. 

      Motivational direction

Motives have direction as well as strength. They are goal oriented in that they drive us to satisfy a specific need. Most goals can be reached by a number of routes, and the objective of a company is to convince consumers that the alternative it offers provides the best chance to attain the goal. For example, a young woman who decides that she needs a pair of jeans to help her reach her goal of being accepted by others can choose from Levis, Wranglers, Nudie, Zara and many other brands, each of which promises to deliver certain benefits.

Needs versus wants

The specific way a need is satisfied depends on the individual’s unique history, learning experiences and cultural environment. A want is the particular form of consumption used to satisfy a need. For example, two classmates may feel their stomachs rumbling during a lunchtime lecture. If neither person has eaten since the night before, the strength of their respective needs (hunger) would be about the same. However, the way each person goes about satisfying this need might be quite different. One person may be a vegan who fantasises about a large organic Acai bowl, whereas the other may be a meat fiend who is aroused by the prospect of a big, juicy steak.

Types of needs

People are born with a need for certain elements necessary to maintain life, such as food, water, air and shelter. These are called biogenic needs. People have many other needs, however, that are not innate. We acquire psychogenic needs as we become members of a specific culture. These include the needs for status, power, affiliation and so on. Psychogenic needs reflect the priorities of a culture, and their effect on behaviour will vary from environment to environment. For example, an Australian consumer may be driven to devote a good chunk of their income to products that permit them to display their individuality, whereas their Chinese counterpart may work equally hard to ensure that they do not stand out from their group.

Consumers can also be motivated to satisfy either utilitarian or hedonic needs. The satisfaction of utilitarian needs implies that consumers will emphasise the objective, tangible attributes of products, such as kilometres per litre of petrol in a car; the amount of fat, kilojoules and protein in a hamburger; or the durability of a pair of blue jeans. Hedonic needs are subjective and experiential; consumers might rely on a product to meet their need for social acceptance, pleasure or fantasy. Of course, consumers can be motivated to purchase a product because it provides both types of benefits. For example, Zippo Manufacturing Company is the maker of the world-famous windproof lighter with the lifetime guarantee. This product fills both utilitarian and hedonic needs. You can use a Zippo anywhere: it’s windproof (utilitarian need) and will always work (lifetime guarantee), and it has also become iconic and part of popular culture (hedonic need). This example illustrates an interesting positioning of the product (a complementary product for cigarettes) in times when smoking is becoming socially unacceptable. It is likely that the association with outdoor and lifestyle values shown on the company’s website and in its promotions has enabled Zippo to transition from a smoking accessory to an outdoor accessory and thus maintain market leadership.

 [image: A series of images are shown here, advertising the ways one could personalise their Zippo lighters, either by adding a design of their choice or by engraving it.]
The Zippo lighter is not only used as a fire-lighter; it can also hold your memories or communicate your personality.Source: © Zippo Manufacturing Company 2017

      Motivational conflicts

A goal has valence, which means that it can be positive or negative. A positively valenced goal is one that consumers direct their behaviour towards; they are motivated to approach the goal and will seek out products that will help them to reach it. However, not all behaviour is motivated by the desire to approach a goal. As you saw in the discussion on negative reinforcement in the chapter ‘Learning and memory’, consumers may instead be motivated to avoid a negative outcome. They will structure their purchases or consumption activities to reduce the chances of attaining a negative end result. For example, many consumers work hard to avoid rejection, a negative goal. They will stay away from products that they associate with social disapproval. Products such as deodorants and mouthwash frequently rely on consumers’ negative motivation by depicting the onerous social consequences of underarm odour or bad breath.

A purchase decision can involve more than one source of motivation, so consumers often find themselves in situations in which different motives, both positive and negative, conflict with one another. Because marketers are attempting to satisfy consumers’ needs, they can also be helpful by providing possible solutions to these dilemmas. When these tensions arise between two incompatible motivations, consumers experience motivational conflict.* The conflict between the desire to ‘approach’ a goal or ‘avoid’ a goal has been a topic of interest since the ancient Greek philosophers began discussing ethical hedonism.* As shown in Table 6.1, three types of motivational conflict can occur.

 Table 6.1 Three types of motivational conflict
	
	APPROACH-APPROACH	APPROACH-AVOID	AVOID-AVOID
	Definition


	Conflict between two desirable alternatives


	Conflict between a desirable and an undesirable alternative linked to the same object


	Conflict between two undesirable alternatives



	Consumer example


	Wanting to go on holidays with friends vs wanting to holiday with family


	Wanting to eat chocolate vs wanting to avoid the fat/sugar


	Spending money to repair a TV vs spending money to buy a new TV



	Marketing responses


	Offer holiday package that combines both alternatives


	Repackage chocolate into smaller portions or offer low-fat options


	Offer interest-free loans or trade-in to reduce pain of outlaying money







The theory of cognitive dissonance is based on the premise that people have a need for order and consistency in their lives, and that a state of tension is created when beliefs or behaviours conflict with one another.* The conflict that arises when choosing between two alternatives may be resolved through a process of cognitive dissonance reduction, where people are motivated to reduce this inconsistency (or dissonance) and thus eliminate unpleasant tension.*

A state of dissonance occurs when there is a psychological inconsistency between two or more beliefs or behaviours. It often occurs when a consumer must make a choice between two products, both of which possess good and bad qualities. By choosing one product and not the other, the person gets the bad qualities of the chosen product and loses out on the good qualities of the unchosen one. So, for instance, when you watch Netflix you miss out on popular free-to-air TV shows. This loss creates an unpleasant, dissonant state that the person is motivated to reduce. People tend to convince themselves, after the fact, that the choice they made was the smart one by finding additional reasons to support the alternative they chose, or perhaps by ‘discovering’ flaws in the option they did not choose. So, in the Netflix example, you might note that Netflix gives you better programming control and no ads to justify watching its shows rather than free-to-air TV.

 [image: Cosmetic products including shades, brushes, creams, nail products, etcetera.]
There is a multitude of ways a make-up-wearing individual can ‘paint’ their face. Source: FabrikaSimf/Shutterstock

Approach-approach conflict

In an approach-approach conflict, a person must choose between two desirable alternatives. A student might be torn between going home for the holidays and a skiing trip with friends. Or they might have to choose between two movies on Netflix. Marketers can resolve an approach-approach conflict by bundling several benefits together. Manufacturers of technology have addressed the approach-approach conflict by bundling previously separate items into a single product; for instance, consumers can buy a single eye shadow that can also be used as a blush or contouring powder.

Approach-avoidance conflict

Many of the products and services we desire have negative consequences attached to them as well. We may feel guilty or ostentatious when buying a status-laden product such as a fur coat, or we may feel like a glutton when contemplating a tempting packet of M&Ms. An approach-avoidance conflict occurs when we desire a goal but at the same time wish to avoid it. Some solutions to these conflicts include the proliferation of fake furs, which eliminate guilt about harming animals to make a fashion statement, and the success of diet foods such as those produced by WW (formerly Weight Watchers), which promise good food without the kilojoules. Many marketers try to overcome guilt by convincing consumers that they are deserving of luxuries (e.g. when the model for L’Oréal cosmetics exclaims, ‘Because I’m worth it!’). Another response by marketers is to reduce the negative consequences by modifying the product; for example, Carlton & United Breweries’ claim that Pure Blonde Beer has ‘superior taste’ and ‘low carbohydrates’, allowing the drinker to have a low-kilojoule beer without sacrificing taste or image.

Research that examined managing the approach-avoidance conflict created by retail atmospherics (smell, sounds, layout of the store) found that if the consumer was stimulated positively by other people in the store and the music/lighting, they were better able to resolve the conflict in favour of approach (purchasing from the store).* The same research also found that when buying online, the design of the website needs to be relaxing and simple rather than threatening and complex to encourage approach behaviour.

 [image: A photo shows an image of the wrapper of a Cadbury Dairy Milk Freddo faces.]
Cadbury Freddo Faces are bite-sized treats designed to overcome the approach-avoidance conflict of wanting chocolate but not wanting the kilojoules.Source: Mondelez International

Avoidance-avoidance conflict

Sometimes consumers find themselves ‘caught between a rock and a hard place’. They may face a choice between two undesirable alternatives, for instance the option of either throwing more money at an old car or buying a new one. Marketers frequently address an avoidance-avoidance conflict with messages that stress the unforeseen benefits of choosing one option (e.g. emphasising special credit plans to ease the pain of car payments). Different payment options are another way that marketers can reduce avoidance-avoidance conflict and some service providers are taking old concepts such as layby into the online space. For instance, Afterpay allows you to pay in interest-free instalments and you can choose this option at the point of purchase, at the same time as you choose whether to pay by credit card or PayPal.

      Internal and external motivation

Consumers are motivated by people and rewards as well as by internal values. When we are motivated by the enjoyment of an activity without a further end-goal, this is called intrinsic motivation; and when we are motivated by external influences or motivated by a goal that is separate from ourselves, this is called extrinsic motivation.* Consumers can be said to be intrinsically motivated when they go to the cinema to watch a movie for the enjoyment they derive; however, if they are attending the cinema because their partner will disapprove if they don’t go with them, they are being extrinsically motivated.

The use of loyalty programs by marketers is an example of extrinsic motivation. For example, consumers may choose to fly with a particular airline because they are rewarded by frequent flyer miles. One of the problems with a loyalty program is that because it is an external source of motivation, if the rewards program is removed the consumer may no longer be motivated to fly with the airline. So loyalty programs often create loyalty to the program rather than to the product being sold.* The effectiveness of loyalty programs has been questioned in both the airline and hospitality industries, with research showing that the loyalty effect is retained only while the rewards program is retained and that long-term rewards are only effective for customers who are satisfied with the hotel experience.* Airlines and hotels would prefer consumers to be intrinsically motivated, as it would save them a lot of money in running reward schemes. However, intrinsic motivation requires consumers to select a hotel or an airline for the experience or its alignment with their values (e.g. flying their national airline for patriotic reasons) rather than for attaining rewards, and this type of motivation is not always attainable.

There are four categories of extrinsic motivation, according to Ryan and Deci, and they range from those that are completely externally driven to those that are close to internally driven:*

  	External regulation: reactant to external influence and reliant on rewards or punishments. A marketing activity in this category would be a frequent flyer program.
	Introjection regulation: somewhat external, ego-oriented and reliant on approval from others. A marketing activity would be promoting a toothpaste on the basis that others will like you more if you use this brand.
	Identification: somewhat internal and relates to endorsement of goals. A marketing activity would be promoting recycling to people who not only see it as relevant in a modern world but who also value the environment.
	Integrated regulation: internal and self-congruent. This occurs when a person takes an externally motivated goal and assimilates it within their own value system. A marketing activity would be buying ethical clothes to wear on a camping trip to express to others their sense of environmental consciousness.


Motivation and customer value

The different types of motivation have also been linked to experiential customer value. Extrinsic motivation has been linked to social and functional value, while intrinsic motivation has been linked to altruistic and emotional value.* This means that if we are motivated by gaining a reward, by avoiding a punishment, or by other people, we are more likely to experience value related to product performance or social approval. If we are motivated by the experience itself rather than an end-goal, we are more likely to experience altruistic or emotional value. Research that investigated internet shopping found that consumers were more likely to conduct internet shopping if they were extrinsically motivated by efficiency and economic return on investment,* while research on video gamers found intrinsic motivation to be a greater driver of intention to replay.*

       



CB as I live it: The motivating power of social media for Gen Z

Charlotte Bennett, Queensland University of Technology

 [image: ]

I am a member of Gen Z (people born between 1995 and 2010) and we are the generation that grew up with the internet. Some people call us digital natives because we are super comfortable with the internet and mobile devices.  I spend a lot of time on social media to stay in contact with friends and it would help if older generations would stop criticising us for using social media and just understand that we get bored without social media—it’s our pastime, just like my Gen X parents played board games for entertainment.   

The social media channels that motivate me to buy brands and products are TikTok and Instagram. TikTok shows you how products are used. For example, there was this showerhead that is good for water pressure and people are buying it because they saw it on TikTok. I have seen hair masks used on TikTok and this has influenced me to buy them. 

I also use social media (Instagram) to receive free items such as hair masks and clothes. I have a lot of followers, so I guess I am a micro-influencer and both small and big brands contact me via DM (direct messages) to wear or use their product. They will send me a voucher to obtain the product from their store and in return I wear it/use it and post pictures or videos. Some companies want you to wear specific things when using or wearing their brand; for example, to wear white clothing when using the face mask so that the feature in the photo is the face mask, not my clothes. You can give discount codes to followers and if they redeem the code then you can get commission. On Instagram, if it is a paid partnership you have to type #ad, but if it is a free product there is no need for the hashtag.

My motivation to use social media satisfies all three motivational needs (affiliation, power and uniqueness). Social media helps me fit in with other people my age. I want my own style but I also want to belong to my social generation (affiliation). I don’t want to be like generations who are younger (they are too activist) or generations that are older because they are outdated (uniqueness).  Finally, social media and the free products I receive give me social power to influence others and be a leader in my area (power). I think it’s important as a woman to have some power—power over my own life and power over my destiny. Being on social media makes me feel like a powerful woman. 

  

      Classifying consumer needs

 6.2 Differentiate and discuss the meanings of consumer needs and wants.

Human beings are motivated to satisfy needs. Some theorists, such as Maslow (1970),* Ryan and Deci (2000), and Hull (1943),* position needs as innate (both psychological and physiological) while others, such as McLelland (1965) and Murray (1938),* see needs as learned. Much research has been done on classifying human needs. Some psychologists have tried to define a universal inventory of needs that could be traced systematically to explain virtually all behaviour. One such effort, developed by Henry Murray, delineates a set of 20 psychogenic needs that (sometimes in combination) result in specific behaviours. These needs include such dimensions as autonomy (being independent), defendance (defending the self against criticism) and even play (engaging in pleasurable activities).*

Murray’s needs structure serves as the basis for a number of widely used personality tests such as the Thematic Apperception Technique (TAT). In the TAT, test participants are shown four to six ambiguous pictures and asked to write answers to four direct questions about the pictures. These questions are:

  	What is happening?
	What has led to this situation?
	What is being thought?
	What will happen?


Each answer is then analysed for references to certain needs and scored whenever that need is mentioned. The theory behind the test is that people will freely project their own subconscious needs onto the stimulus. Their responses to the pictures reveal their true need for achievement or affiliation or whatever other need may be dominant. Murray believed that everyone has the same basic set of needs, but that individuals differ in their priority ranking of these needs.*

Marketing researchers use the projective technique principles of the TAT to identify underlying motives for consumer products. For example, a chocolate manufacturer could show an image of a person eating white chocolate and ask consumers questions about the picture.

 [image: A man on his skating board with the baby stroller connected to the skateboard in the front.]
Images such as this are used in the TAT.Source: Rolf Vennenbernd/picture alliance/Getty Images

      Specific needs and buying behaviour

Other motivational approaches have focused on specific needs and their ramifications for behaviour. For example, individuals with a high need for achievement strongly value personal accomplishment.* They place a premium on products and services that signify success because these consumption items provide feedback about the realisation of their goals. These consumers are good prospects for products that provide evidence of their achievement. One study of working women found that those who were high in achievement motivation were more likely to choose clothing they considered businesslike and less likely to be interested in apparel that accentuated their femininity.* Other important needs that are relevant to consumer behaviour include the following:

  	Need for affiliation (to be in the company of other people).* This need is relevant to products and services that are ‘consumed’ in groups and alleviate loneliness, such as team sports, bars and social networking sites such as Facebook.
	Need for power (to control one’s environment).* Many products and services allow consumers to feel that they have mastery over their surroundings. These range from ‘pimped-up’ cars and sound systems that impose the owner’s musical tastes on others, to luxury resorts that promise to respond to every whim of their pampered guests.
	Need for uniqueness (to assert one’s individual identity).* Products can satisfy this need by pledging to accentuate a consumer’s distinctive qualities. For example, ‘MyFace Socks’ sell socks where you can put any image you like on the socks. This allows the wearer to have personalised individual socks, with uniqueness and personalisation. 


       



CB as I see it: Intrinsic motivation and wellbeing: seniors in the community

Associate Professor Cynthia M Webster, Macquarie University
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Today, we consume many products, services and experiences for pure pleasure. We meet friends for coffee, party with them at clubs and keep up on Facebook. The air-conditioner is on when it’s hot, and the heater is on when it’s cold. Mobile phones allow us to toss around a few angry birds, build tiny towers and slice fruit. Instead of exercising and eating right, sometimes at the end of a busy day we simply chill out in front of the TV with a drink and a packet of chips. No doubt such hedonistic activities are easy, intrinsically enjoyable and give us immediate gratification. We also know from a recent study by Sheth and colleagues, however, that if we are not mindful of our consumption, some of these self-indulgent pleasures are actually detrimental to ourselves, our communities and our environment.

While many hedonistic acts, like eating a piece of chocolate cake, require relatively little physical or mental effort, other types of intrinsically pleasurable pursuits actually involve a substantial amount of personal challenge and investment. As the saying goes, ‘no pain, no gain’. So, many of us enjoy spending hours at the gym, in the pool and at the sports ground. We gladly put in time, effort and money perfecting our artistic and musical talents, travelling to exotic places, continuing our studies and volunteering to assist those in need. Rather than the hedonic pursuit of comfort and pleasure, these eudemonic interests (doing and living well, resulting from virtuous acts and seeking to reach one’s full potential) challenge and push us to use our virtues and to strive to reach our full potential.

Research by Huta and Ryan shows that engaging in both hedonic and eudemonic activities enhances personal wellbeing and life satisfaction. Hedonia relates to more immediate outcomes and feelings of being happy and carefree. Eudemonia has to do with more long-term outcomes and feelings that life has meaning and purpose. Recent research by Woolley and Fishbach finds that consumers are more likely to persist in activities that bring delayed rewards, such as exercising to improve health, if the activities are bundled with immediate rewards, regardless of whether the immediate rewards are intrinsic or extrinsic. For example, study participants exercised longer when they enjoyed the chosen exercise, and high-school students continued to work on a class assignment when listening to music and eating snacks.

In a consumer research project with senior citizens, I applied self-determination theory to examine eudemonic happiness. Self-determination theory identifies three basic psychological needs: autonomy, relatedness and competence. Autonomy, the sense that we have some choice and control over our activities, is critical to our independence and sense of self. Without autonomy, even once-enjoyable activities, such as watching over grandchildren, can become a burden. Relatedness, the feeling that we have valued personal relationships, gives us the support and confidence to try new experiences and to persist when things get tough. Competence, the belief that we have the talent to achieve desired results, is perhaps the key to eudemonia. No matter what the activity—say, cards, bowls or quilting—enjoyment increases for individuals and the group as a whole when skill levels improve.

Research on motivation and wellbeing suggests that not only can you have your cake, but you definitely should eat it too—especially with a friend.

Sources: V Huta & RM Ryan, ‘Pursuing pleasure or virtue: The differential and overlapping well-being benefits of hedonic and eudaimonic motives’, Journal of Happiness Studies, 2010, 1(1): 735–62; RM Ryan & EL Deci, ‘Self-determination theory and the facilitation of intrinsic motivation, social development, and well-being’, American Psychologist, 2000, 55(1): 68–78; JN Sheth, NK Sethia & S Srinivas, ‘Mindful consumption: A customer-centric approach to sustainability’, Journal of the Academy of Marketing Science, 2011, 39: 21–39; CM Webster, ‘Intrinsic motivation and well-being: Seniors in community associations’, Journal of Non-Profit and Public Sector Marketing, 2008, 20(2): 229–44; K Woolley & A Fishbach, ‘For the fun of it: Harnessing immediate rewards to increase persistence in long-term goals’, Journal of Consumer Research, 2016, 42(6): 952–66.

  

      Self-determination theory

Another approach that people use to define the needs they seek is called self-determination theory (SDT). This theory contrasts with Murray’s classifications of needs as concepts and desires learned over a period of time. It is different from drive theory, which is based on fulfilling perceived deficiencies. SDT focuses on essential needs for psychological (mental) health and therefore these needs are satisfied when personal growth is achieved.* Rather than the act of acquiring something as common in other theories, SDT views needs as innate (we are born with them and require them for survival), with three key components: autonomy, competence, and relatedness: 

  	Autonomy is the need to be free and have control over choices. 
	Competence is the need to be effective and have mastery in understanding things. 
	Relatedness is the need to be connected to others.


SDT can be applied in a multitude of situations from everyday behaviours such as stopping smoking, health care, environmental concerns, human relationships and exercise, to Twitch video games). (For an additional example, check out the ‘CB as I see it’ box.)

For a consumer, SDT needs are intrinsically motivated; namely, the consumer needs to feel a sense of internal motivation (driven by a sense of autonomy, competence and relatedness) to perform or not perform an action. If feeling connected (relatedness), a consumer might feel their sense of autonomy and competence elevated. In other words, they might have a need for feeling mastery and independence. Each grouping of SDT has specialised names/focuses. Autonomy and competence together are referred to as cognitive evaluation theory (CET),* thinking about why we are doing what we are doing.* A study on motivation and adherence to exercise found that extrinsic rewards impacted students’ internal motivations. When students received a reward, their internal motivation was diminished, and they put less effort into their school studies or into exercise over time. However, when asked why students changed their behaviours, only 2% were able to identify the reward as the reason.*
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Many people are intrinsically motivated to be fit as this gives them a sense of competence.Source: NDAB Creativity/Shutterstock

      Maslow’s hierarchy of needs

Psychologist Abraham Maslow proposed one influential approach to motivation. His approach was originally developed to understand personal growth and the attainment of ‘peak experiences’.* Maslow formulated a hierarchy of biogenic and psychogenic needs that specified certain levels of motives. This hierarchical approach implies that the order of development is fixed—that is, a certain level must be attained before the next, higher one is activated. Marketers have embraced this perspective because it (indirectly) specifies certain types of product benefits people might be looking for, depending on their stage of development or their environmental conditions.*

Figure 6.1 summarises this model. At each level, different priorities exist in terms of the product benefits a consumer is looking for. Ideally, an individual progresses up the hierarchy until their dominant motivation is a focus on ‘ultimate’ goals, such as justice, personal challenge and beauty. Banks such as Suncorp in Australia, incorporate aspirational products and services as part of credit card reward schemes. These rewards are aimed at fulfilling customers’ self-actualisation goals and include massage packages, leisure activities such as trips to Dreamworld and Sydney Aquarium, high-performance driver training with Holden or donating points to charity.

  Figure 6.1 Maslow’s hierarchy of needs
[image: A figure in the shape of a pyramid describes the various levels of Maslow’s hierarchy.]
 Image descriptionThe details of the figure are as follows: The base of the pyramid represents the lower-level needs while the apex represents the upper-level needs. An upward-pointing arrow is drawn starting from the base and exiting from above the apex. The different levels, with their respective relevant products and examples, are as follows: Starting from the base, Physiological needs: Water, Sleep, Food. Relevant products: Medicines, staple items, generics. Example: Panadol, Panadol is Australia’s most trusted pain reliever. Safety needs: Security, Shelter, Protection. Relevant products: Insurance, alarm systems, retirement, investments. Example: AAMI, Lucky you’re with AAMI. Belongingness needs: Love, Friendship, Acceptance by Others Relevant products: Clothing, grooming products, clubs, and drinks. Example: Apple, Which iPod are you? Ego Needs: Prestige, Status, Accomplishment Relevant products: Cars, furniture, credit cards, stores, country clubs, liquors. Example: Chivas Regal, This is the Chivas life. Self actualization needs: Self Fulfillment, Enriching Experiences. Relevant products: Hobbies, travel, education Example: Loreal, Because you are worth it.

Unfortunately, this self-actualised state is difficult to achieve (at least on a regular basis); most of us have to be satisfied with occasional glimpses, or peak experiences. For example, a communication campaign to ‘Save the Crabs’ in Chesapeake Bay in the US succeeded when it reframed an environmental issue (upper-level need) by appealing to the target audience’s stomachs instead. The campaign message focused on ‘saving the seafood’, which reframed the problem of a polluted bay as a culinary problem, not an environmental one.*

The fundamental lesson of Maslow’s hierarchy is that we must first satisfy basic needs before progressing up the pyramid (i.e. a starving man is not interested in status symbols, friendship or self-fulfilment). This implies that consumers value different product attributes depending on what is currently available to them. For example, consumers in the former Eastern bloc were initially bombarded with images of luxury goods, while having trouble obtaining basic necessities. In one study, Romanian students named the products they hoped to acquire. Their wish lists included not only the expected items such as sports cars and the latest model TVs, but also staples like water, soap, furniture and food.*

Despite the popularity of Maslow’s hierarchy with marketers, critics say that its application has been somewhat simplistic, especially as the same product or activity can satisfy a number of different needs. For example, one study found that gardening could satisfy needs at every level of the hierarchy:

  	Physiological: ‘I like to work in the soil to provide food to eat.’
	Safety: ‘I feel safe in the garden.’
	Belongingness: ‘I can share my produce with others.’
	Ego: ‘I can create something of beauty.’
	Self-actualisation: ‘My garden gives me a sense of peace.’*


If we take a closer look at Maslow’s hierarchy, in which self-actualisation only becomes pre-eminent after the other four basic needs have been met, the above example highlights that many consumer decisions may be driven by the need for self-actualisation.* Maslow’s model suggests that individuals are always motivated by discrete, specific needs such as survival, safety and so on. In reality, this is not the case. In everyday life, people find themselves in situations where they have no clear need. For instance, a study of teenagers in the US revealed that, for 30% of their day, they were doing nothing and didn’t have anything else that they would rather be doing. This pattern is strongest in school, but it is also typical of teenage responses when at home.*

Another problem with taking Maslow’s hierarchy too literally is that it is culturally bound, which means that the assumptions of the hierarchy may be restricted to Western culture. People in other cultures may question the order of the levels as specified. A religious person who has taken a vow of celibacy in a non-Western country would not necessarily agree that physiological needs must be satisfied before self-fulfilment can occur. Similarly, many Asian cultures value the welfare of the group (belongingness needs) more highly than the needs of the individual (ego needs).

The point is that this hierarchy, despite attracting critics, is helpful to marketers because it reminds us that consumers may have different need priorities in different consumption situations and at different stages in their lives—not because it exactly specifies a consumer’s progression up the pyramid of needs.

      A renovated hierarchy of needs

Given the criticisms of Maslow’s hierarchy of needs, researchers in the field of psychology decided the framework was in need (no pun intended) of a renovation.  Kenrick and colleagues developed an updated framework that draws on developments in disciplines such as evolutionary biology, anthropology and psychology.* This updated approach retains the bottom four levels (with slightly altered labels, for instance belongingness is relabelled as affiliation)  and moves self-actualisation into the esteem level and adds three new levels that reflect reproductive goals: mate acquisition, mate retention, and parenting. In Figure 6.2 the amended framework also shows the needs as overlapping rather than stacked, which addresses many of the criticisms of the framework.  This depiction indicates that the needs can endure throughout life.

  Figure 6.2 Renovated hierarchy of needs
[image: Seven levels of Maslow’s pyramids show parenting, mate retention, mate acquisition, status or esteem, affiliation, self-protection, and immediate physiological needs.]
Source: D. Kenrick, V. Griskevicius, S. Neuberg, M. Schaller, “Renovating the Pyramid of Needs: Contemporary Extensions Built Upon Ancient Foundations.” Perspectives on Psychological Science, vol. 5, no. 3, May 2010, pp. 292–314, doi:10.1177/1745691610369469. © SAGE Publications. Reproduced with permission.

      When motivation meets opportunity and ability

While motivation is a critical factor in persuading consumers to buy a product or change a behaviour, there are two other factors that influence the power of motivation: opportunity and ability. The MOA (motivation, opportunity, ability) framework was first applied in marketing to explain how consumer mentally processed advertising* and identified that consumers only process brand information in advertising when they are motivated, and have the opportunity (no distractions) and ability to do so.

In the sub-discipline of social marketing, the MOA framework has been applied to explain when to use marketing, education or policy/law to change behaviours related to smoking, alcohol use, drug use, diet and exercise, use of public transport and many more.* 

Motivation in this framework refers to goal-directed arousal: when you have a goal then you are aroused to achieve that goal. For instance, if you have a goal to eat healthier meals and you are willing to exert energy to achieve that goal, then the motivational strength is high. However, simply seeking to eat more healthily won’t achieve this goal; you also need the opportunity to eat more healthily and the ability to know how to prepare a healthy meal.

Opportunity in this framework refers to access to environmental resources to enable the action.  For instance, if you are motivated to eat more healthily, then you need to be able to access ingredients at a price that is affordable, have access to a place to prepare the meal and have social support (friends and family who also want to eat healthily). However, even with motivation and opportunity to eat more healthily, without the ability to eat healthily the behaviour does not occur. (Refer to Figure 6.3).

  Figure 6.3 The MOA framework
[image: A table shows the motivation and opportunity table.]
 Image descriptionThe column headers representing motivation shows yes and no. The details of opportunity are as follows: Ability: yes, motivation: yes, opportunity: yes: 1, prone to behave; ability: yes, motivation: yes, opportunity: no: 2, unable to behave; ability: yes, motivation: no, opportunity: yes: 3, resistant to behave; ability: yes, motivation: no, opportunity: no: 4, resistant to behave; ability: no, motivation: yes, opportunity: yes: 5, unable to behave; ability: no, motivation: yes, opportunity: no: 6, unable to behave; ability: no, motivation: no, opportunity: yes: 7, resistant to behave; ability: no, motivation: no, opportunity: no: 8, resistant to behave.

Source: Michael L. Rothschild, 'Carrots, sticks and promises: A conceptual framework for the management of public health and social issue behaviours', Journal of Marketing, 1999, 63(4), pp. 24–37. Published by Sage Publications, Inc. https://doi.org/10.2307/1251972

      Do your motives have personality?

Consumers can be motivated by their personality. It makes sense that people who are outgoing and fun-loving would be motivated to choose brands that allow them to interact with people and have fun. In this section a useful theory is explained that shows how personality motivates us towards certain brands and products and away from others. This model was briefly mentioned when we discussed personality and is now explained in more detail.

The 3M model of motivation

Individual differences in personality can account for variance in consumers’ motivation. John C Mowen developed the 3M model of motivation in 2000 to bring together the conflicting research on motivation and personality in consumer behaviour into a model that can be used by both marketing researchers and practitioners.* The three Ms in the model’s name stand for meta-theoretic model of motivation and personality. The term ‘meta-theory’ means the combination of two or more theories into a broader theory. The theories that are brought together in the 3M model come from three approaches to motivation and personality:

  	We are motivated by genetic, unconscious drivers of behaviour.
	We are motivated by the situation or the context.
	We are motivated to achieve a particular task.


The model is organised as a hierarchy based on the level of abstraction of the traits, ranging from general to very specific. There are four levels to the 3M model: elemental, compound, situational and surface,* representing the influence of the individual (and the differences that make us individuals) and the context in which the individual is consuming (refer to Figure 6.4). 

  Figure 6.4 The 3M model of motivation
[image: A flow chart explains the 3M model of motivation.]
 Image descriptionThe flow chart moves upwards from a level indicative of low predictability of consumer behaviour (general and abstract) to a level indicative of high predictability of consumer behaviour (specific and concrete). The details are as follows: Elemental level: Emotional stability, extraversion, openness, agreeableness, conscientiousness, need for body resources, need for material resources, and need for arousal. This leads to, Compound level: Combination of elemental traits with a person’s learning history and culture. Examples: task orientation, need for learning, competitiveness, need for activity, need for play, self-efficacy. This leads to, Situational level: Combination of compound and elemental traits. Examples: value consciousness, sports participation, impulse buying, frugality, sports interest, health motivation. This leads to, Surface level: Examples: coupon proneness, healthy diet lifestyle, compulsive consumption, sports participation, modest living. Another arrow leads directly upward from the elemental level to the situational level. The elemental and compound levels are marked as “individual differences”. The situational and surface levels are marked as “situation and context”.

 

The 3M model of motivation

Using the 3M model of motivation, develop ideas for how a casino could adapt the gambling situation to reduce the likelihood of the situational trait of impulsiveness becoming compulsive gambling. When thinking of the situation, consider only the physical environment of the casino (the floor layout, access to food and beverages, access to cash machines, decor, etc.).

  

Elemental level of motivation

The elemental level consists of the inherited dispositions or tendencies that we develop at an early age and that motivate us through life. Examples might be a tendency to be conscientious or open to new ideas. Figure 6.4 shows the aspects of the elemental level where you should be able to recognise three of Maslow’s hierarchy of needs levels: the need for body resources links to Maslow’s physiological level, while the need for arousal (stimulation) links to the esteem and self-actualisation levels. These traits also relate to the Big Five personality traits, discussed in detail in the chapter, ‘Personality’. Research on consumer gambling behaviour has found that the elemental traits of agreeableness, materialism, arousal needs and body needs predict general gambling behaviour.* Online gambling was predicted by emotional instability and introversion, while sports gambling was predicted by agreeableness, openness and conscientiousness.

Compound level of motivation

The compound level combines aspects of the elemental level with the learning history and culture of a consumer. This means that traits such as emotional instability combine with cultural values such as individualism to create a new type of trait, such as competitiveness. Another example is task orientation, which combines conscientiousness with openness to new ideas, agreeableness and materialism. These traits then motivate consumers to choose products or participate in experiences that fulfil their needs. A consumer who is motivated by competition will be interested in products such as online games where they can compete with friends and have scores recorded on a leaderboard.

       

Marketing opportunity

The motivation to buy local

The trend of 'Proudly Local, Going Global' features in the 2020 list of top ten global trends by Euromonitor. Little did we know that this trend was about to take off, accelerated by the lockdown imposed by the COVID-19 pandemic.

This trend draws on a sense of individuality and identity that comes from local inspiration. The Euromonitor report cites a 2019 survey in which more than 50% of consumers believed that products and brands are more authentic when they are local. 

This trend converges with the levelling of globalisation whereby people move away from buying from large multinationals back to grassroots producers. In 2019 The Economist published a review of a book by Michael O’Sullivan called The Levelling. In this review, globalisation as we know it is said to have died and been replaced by three to four regions that reflect distinct cultural, economic and security behaviours. However, it is unlikely that we will see the end of global connections and networks.

With the pandemic of 2020, supply chains were interrupted as international borders closed and working habits were altered, with many moving into the spare bedroom or the living room to run their business or earn their income. There was an acute realisation about how fragile our global network is and about the need to shore up local supply chains and make a change in the products and services needed for our daily work life. These changes motivated a range of new products and services. We saw rum distilleries adapting their product offerings and start selling hand sanitiser, dine-in restaurants suddenly offering drive-through meals and theatre staging items being made into DIY home office furniture.

The bushfires in Australia at the end of 2019 and start of 2020 sparked interest in buying products from locals in regional areas to help them recover. Websites such as www.itsmyshout.com.au encouraged people to buy coffees from a café for firefighters in a fire-affected town or to buy from local businesses. This initiative gained momentum during the COVID-19 pandemic when consumers faced difficulties purchasing gift and home items due to supply chain limitations. Buy From The Bush began as an Instagram account in 2019 with the intention of showcasing products from drought-affected communities. The account gave people living in rural Australia a place to advertise items such as jewellery, toys and bags and accumulated 450,000+ followers. This number grew during lockdown, with many consumers motivated to have access to items they could receive without waiting for a long time and also to help locals. In October 2020, PayPal sponsored the marketplace just in time for Christmas to connect buyers and sellers across Australia and to provide an e-commerce platform.

 The benefits of sourcing local products range from helping the environment (reducing carbon miles) to enabling society (employment for locals and use of local supply chains) to increasing wellbeing (pride and achievement, identity, income).

  

      Situational level of motivation

Consumer behaviour varies depending on the person and the situation they are in (more on this in the chapter, 'Buying, using and regenerating'). For example, consider the behaviour of Christmas shoppers. In Australia, it was reported that 22% of Gen Z would spend money on themselves at Christmas. This was the largest amount by any generation!*  This indicates that spending behaviour is determined by both the situation—Christmas time—and the traits within the individual (possibly materialism, impulsiveness and task orientation).* 

According to Mowen,* the way we respond in a buying situation is determined partly by the situational traits in the 3M model. For example, when the compound trait of task orientation is combined with the need for activity and perceived control (two more compound traits), as well as elemental traits, this creates the situational trait of healthy lifestyle motivation.* This situational trait of healthy lifestyle motivation then acts as a motivator to purchase appropriate food, join a gym or buy exercise equipment and related clothing. As this trait is situational, it is not necessarily constant within a person over time. Sometimes, we are just more motivated to be healthy than at other times. The interesting point is that, for a person to be motivated to join a gym, there needs to be a situational trigger, such as a special price offer to join or dissatisfaction with one’s body at the start of the new year. This example highlights the fact that consumer behaviour is a combination of situational, compound and elemental traits (such as health motivation, need for body resources and task orientation). Any change in the situation will influence the motivation strength of the compound and elemental traits, which can lead to either an increase or a decrease in the gym behaviour. This explains why people enthusiastically join a gym only to cease attendance a few months (or weeks!) later. Marketers need to be aware of the situation influence on motivation and develop strategies to maintain motivational strength. Many gyms know that if members work with a personal trainer they are more likely to be motivated to continue, so the membership joining fee will often include sessions with a personal trainer.

 [image: A photo shows a promotional flyer advertising schemes by which one can avoid the Christmas debt hangover.]
Christmas shopping often incurs situational debt. Image descriptionThe details given in the flyer are as follows: AVOID THE CHRISTMAS DEBT HANGOVER Join the Christmas budgeters: 57 percent set a budget 4 in 5 stuck to it How people pay for Christmas presents 60 percent: savings 20 percent: credit card 10 percent: borrowed money from family and friends, used their bonus or tax refund 10 percent: lay-by Most people pay off Christmas credit card debt: 80 percent pay it off in 3 months 11 percent pay it off in 3 to 6 months 7 percent pay it off in more than 6 months
Source: MoneySmart/ASIC

Surface level of motivation

The fourth and final level of the 3M model is the surface level. While the previous level was a combination of the individual with a particular situation (person + situation), the fourth level adds product-specific information (person + situation + product category). An example of a trait at this level is coupon-proneness, which describes a consumer’s tendency to use vouchers or coupons.* Research indicates that individual differences (the person), a shopping context (situation) and the use of coupons (product category) interact within category-specific contexts. Australians traditionally have not been heavy coupon redeemers, but they are increasingly adopting e-coupons. Consumers can obtain e-coupons from websites such as Ozbargain.com.au and redeem them online. The ability to redeem online overcomes the embarrassment factor that many Australians often experience when redeeming vouchers or coupons in person.

Models of motivation have often been criticised for not being able to predict specific behaviour adequately, thus making them unhelpful for marketing managers seeking to influence consumers’ behaviour. The inclusion of situational traits in the 3M model helps overcome this problem. When elemental-level traits are combined with compound-level traits or situational-level traits, the ability to predict behaviour becomes more accurate. The specific influence of these traits has been discussed in terms of their link to personality in the chapter, 'Personality'.

 [image: A photo shows a screenshot of the website of Pandora, jewellery store. This particular page has images of their selection of charms along with their respective prices.]
PANDORA charms evoke high involvement.Source: Casimiro PT/Shutterstock

      Consumer involvement

6.3 Explain the role of involvement in consumer behaviour.

Do consumers form strong relationships with products and services? If you don’t believe so, consider these events:

  	A consumer in Brighton, England, loves a local restaurant called ‘All In One’ so much that he had its name and phone number tattooed on his forehead. The owner remarked, ‘Whenever he comes in, he’ll go straight to the front of the queue’.*
	When Netflix debuted the newest Crown television series, there were numerous news articles, press statements from the royal family and even regulation bodies giving prime news space about how the show was made up (fiction) and not a historically accurate depiction of what happens in the royal family.
	After being jilted by his girlfriend, a Tennessee man tried to marry his car. His plan was thwarted, however, when he listed his fiancée’s birthplace as Detroit, her father as Henry Ford and her blood type as 10W40. Under Tennessee law, only a man and a woman can legally wed.* So much for that exciting honeymoon at the carwash!


These examples illustrate that people can get pretty attached to products (restaurants, TV shows and cars). As we have seen, consumers’ motivation to attain a goal increases their desire to acquire the products or services they believe will satisfy that goal. However, not everyone is motivated to the same extent: one young woman might be convinced that she can’t live without the latest fashion style or modern convenience, whereas another will not be interested at all.

Involvement is defined as ‘a person’s perceived relevance of the object based on their inherent needs, values and interests’.* The word 'object' is used in the generic sense and refers to a good, a service, an advertisement or a purchase situation. Consumers can find involvement in all these objects. Figure 6.5 shows that, because involvement is a motivational construct, different antecedents can trigger it. These factors can be something about the person, something about the object or something about the situation. Involvement was first introduced as a concept by Krugman in 1965* when analysing consumer responses to TV advertisements. Krugman identified that consumers had low involvement with the ads; however, learning still took place.

  Figure 6.5 Conceptualising involvement
[image: A diagram explains the factors influencing involvement and the possible results that may follow.]
 Image descriptionThe diagram is divided into three parts: antecedents of involvement, involvement and possible results of involvement. The details of the figure are as follows: Antecedents of involvement: Person factors (needs; importance; interest; values) are involved with advertisements and with products Object or stimulus factors (differentiation of alternatives; source of communication; content of communication) are involved with advertisements and with products Situational factors (purchase/use; occasion) are involved with advertisements and with purchase decisions. Any involvement with advertisements results in: Elicitation of counter arguments to ads Effectiveness of ad to induce purchase Any involvement with products results in: Relative importance of the product class Perceived differences in product attributes Preference for a particular brand Any involvement with purchase decisions results in: Influence of price on brand choice Amount of information search Time spent deliberating alternatives Type of decision rule used in choice INVOLVEMENT equals f, which is person, situation, object The level of involvement may be influenced by one or more of these three factors. Interactions among persons, situation and object factors are likely to occur.

So as a marketer, be aware that if your consumers are highly involved with your brand, as is the case with Apple, Harley-Davidson and PANDORA charms, they will spend time on the decision and purchase process. We can view involvement as the motivation to process information.* To the degree that there is a perceived linkage between a consumer’s needs, goals or values and product knowledge, the consumer will be motivated to pay attention to product information. When relevant knowledge is activated in memory, a motivational state is created that drives behaviour (e.g. shopping). As involvement with a product increases, the consumer devotes more attention to ads related to the product, exerts more cognitive effort to understand these ads and focuses more attention on the product-related information in them.*

      Levels of involvement: from inertia to flow states

The type of information processing that will occur depends on the consumer’s level of involvement. It can range from simple processing, in which only the basic features of a message are considered, all the way to elaboration, in which the incoming information is linked to one’s pre-existing knowledge system.*

Inertia

We can think of a person’s degree of involvement as a continuum, ranging from complete lack of interest in a marketing stimulus at one end to obsession at the other. Consumption at the low end of involvement is characterised by inertia, where decisions are made out of habit because the consumer lacks the motivation to consider alternatives. At the high end of involvement, we can expect to find the type of passionate intensity reserved for people and objects that carry great meaning for the individual. For example, the passion of some consumers for famous people (whether they are alive or dead) demonstrates the high end of the involvement continuum. The banking sector is an industry  characterised by high levels of consumer inertia; numerous studies show that despite low levels of dissatisfaction, there is a low level of switching.*

When consumers are truly involved with a product, an ad or a website, they enter what has been called a flow state. This state is the Holy Grail for website designers who want to create sites that are so entrancing the surfer loses all track of time as they become engrossed in the content (and hopefully buy stuff in the process!). Flow is an optimal experience characterised by:

  	a sense of playfulness
	a feeling of being in control
	concentration and highly focused attention
	mental enjoyment of the activity for its own sake
	a distorted sense of time
	a match between the challenge at hand and a person's skills.*


Cult products

Cult products command fierce consumer loyalty and devotion, and may even be worshipped by consumers who are very highly involved with a brand. These items take many forms, from Apple computers and Harley-Davidson motorcycles to Vegemite and Chanel No. 5 perfume. What else explains the willingness of many women to shell out up to US$3,500 for a Louis Vuitton bag? Anyone who can create a cult brand goes straight to marketing heaven, but this is very difficult to do from scratch. One company that did this is Waze, one of the most successful crowd-funded projects. The company produced a map app that shows traffic jams, police cameras and other road obstacles. The app uses user-generated content provided by highly involved consumers who dedicate their time to provide alerts of traffic hazards. The app was purchased by Google in 2013 for $1.1 billion.*

      The many faces of involvement

Involvement can take many forms. It can be cognitive, such as when consumers are motivated to learn all they can about the latest specs of a new smartphone, or emotional, such as exerting effort for the launch of a new pair of Nike Air Jordan sneakers when launched. We can also be involved with the message: ads such as those produced by Gieco and Metlife Insurance may themselves be involving because they make us laugh, cry or inspire us to work harder. Furthermore, the very act of buying new Air Jordan sneakers may be totally involving for people who are passionately devoted to the brand. (Sneakerheads are rumored to spend up to 3 days camping outside a store for the new launch.) It seems that involvement is a fuzzy concept, because it overlaps with other things and means different things to different people. Indeed, the consensus is that there are several broad types of involvement related to the product, the message and the purchase situation.*

Product involvement

Product involvement is related to a consumer’s level of interest in a particular product. Many sales promotions are designed to increase this type of involvement. When Lifesavers announced that it was going to eliminate the pineapple flavour unless consumers went to its website and voted to keep it, more than 400,000 consumers heard the call and saved the flavour.* Likewise, Smith’s ran a competition to develop a new chip flavour, with the winner being tomato sauce.* The level of product involvement influences brand perceptions and choice, purchase channel use, word of mouth and loyalty.

 [image: A person wearing a Burberry jacket and standing amongst a few people.]
If trench coats are high involvement, Burberry.com allows people to design their own trench coat to signify they are part of an elite group.Source: A. Astes/Alamy Stock Photo

Message-response involvement

Message-response involvement (also known as advertising involvement) refers to the consumer’s interest in processing marketing communications.* Media platforms possess different qualities that influence how motivated we are to pay attention to what they tell us. 

Video, particularly on mobile platforms, is a low-involvement medium because it requires a passive viewer who exerts relatively little control over content. In contrast, print is a high-involvement medium: the reader actively processes the information and is able to pause and reflect on what they have read before moving on.

What are some options to increase message involvement? One tactic is to use guerrilla marketing,* offbeat placements and unconventional interactions. A popular form of guerrilla marketing is creating spectacles or performances where the message is itself a form of entertainment. In the early days of radio and television, ads literally were performances—show hosts integrated marketing messages into the episodes. Today live advertising is making a comeback as marketers try harder and harder to captivate jaded consumers.        

 [image: A giant multi-coloured Progress Flag outside the Town Hall on Hargreaves Street, Bendigo V I C.]
Guerrilla marketing, such as the Giant Pride Flag displayed in the City of Greater Bendigo in 2022, is a popular way of engaging people through the physical placement of eye-catching installations and the viral photographs that follow the actual event.Source: Photo courtesy of the City of Greater Bendigo

The quest to heighten message involvement also fuels the rapid growth of interactive mobile marketing, in which consumers participate in real-time promotional campaigns via their trusty mobile phones, sometimes by text-messaging entries to live contests, QR Code/URL voting polls, or via Twitter during a show. Fans of TV shows who interact with the show live using Twitter are more likely to buy what they see advertised during the show.*            

The latest version of mobile marketing that tries to involve consumers at a higher level are geotagging meetups, such as Ace Attorney or Deathless Shallow. Alternative-reality games, which blend online and offline clues and encourage players to collaborate to solve puzzles by visiting pre-set locations they must visit to gain clues. Similarly, L’Oréal developed the ‘Makeup Genius’ app to allow consumers to try on make-up using augmented reality of their face so they can see what they would look like.* Consumers who like to purchase their food ethically enjoyed the CluckAR app produced by Choice magazine in 2016: by placing their mobile phone over the brand of an egg carton, they could see the free-range status (or not) of the brand by the number of animated chickens that appeared on the screen.*

 [image: An image shows the screenshot of the CluckAR application that promotes the consumption of free range eggs under the heading: Barely room to swing a chook. A picture shows many hens crowded together on top of a box.]
The CluckAR app: for consumers who have high involvement with ethical purchasingSource: Reproduced with permission from choice.com.au

Purchase-situation involvement

Purchase-situation involvement refers to differences that may occur when buying the same object in different contexts. Here, the person may perceive a great deal of social risk or none at all. For example, when you want to impress someone you may try to buy a brand or a product with a certain image that you think reflects good taste. When you must buy a gift for someone in an obligatory situation, like a wedding gift for a cousin you do not really like, you may not care what image the gift portrays. Or you may actually pick something cheap that reflects your desire to distance yourself from that cousin.

      Measuring involvement

The measurement of involvement is important for many marketing applications. For example, research evidence indicates that a viewer who is more involved with a TV show will also respond more positively to commercials contained in that show, and that these spots will have a greater chance of influencing their purchase intentions.* One of the most widely used measures of the state of involvement is the scale shown in Table 6.2.

 Table 6.2 A scale to measure involvement
	To me, my mobile phone is:
	Unimportant	1 2 3 4 5 6 7	Important
	Boring	1 2 3 4 5 6 7	Interesting
	Irrelevant	1 2 3 4 5 6 7	Relevant
	Unexciting	1 2 3 4 5 6 7	Exciting
	Meaningless	1 2 3 4 5 6 7	Meaningful
	Unappealing	1 2 3 4 5 6 7	Appealing
	Mundane	1 2 3 4 5 6 7	Fascinating
	Worthless	1 2 3 4 5 6 7	Valuable
	Uninvolving	1 2 3 4 5 6 7	Involving



The Zaichowsky (1994) short-version scale is one of the most widely used measures for the state of involvement. The scale has ten questions, and each question has a positive and a negative state; for example, boring vs interesting. The scores for all ten questions are averaged. If the score is 2–3, consumer involvement is considered to be low, whereas a higher score of 5–6 would suggest high consumer involvement. Source:  Based on JL Zaichkowsky, ‘The personal involvement inventory: Reduction, revision and application to advertising’, Journal of Advertising, 1994, 23(4): 59–70. *Reverse scored question

Strategies to increase consumer involvement

Although consumers differ in their levels of involvement with respect to a product message, marketers do not have to just sit back and hope for the best. By being aware of some basic factors that increase or decrease attention, they can take steps to increase the likelihood that product information will get through. 

      Values

 6.4 Apply different motivational and values theories to explain why consumers seek particular brands, products and experiences.

A value is a belief that some condition is preferable to its opposite. For example, it’s safe to assume that most people place a priority on freedom, preferring it to slavery. Others avidly pursue products and services that will make them look young, believing that this is preferable to appearing old. A person’s set of values plays a very important role in consumption activities. Consumers purchase many products and services because they believe these products will help to attain a value-related goal.

Two people can believe in the same behaviours (e.g. vegetarianism), but their underlying belief systems may be quite different (e.g. animal activism versus health concerns). The extent to which people share a belief system is a function of individual, social and cultural forces. Advocates of a belief system often seek out others with similar beliefs so that social networks overlap and, as a result, believers tend to be exposed to information that supports their beliefs (e.g. ‘tree-huggers’ rarely hang out with loggers).*

      Generational values

Values vary across generational cohorts based on age. An age cohort consists of people of  a similar age who have undergone similar experiences. They share many common memories about cultural heroes (e.g. John Wayne for the baby boomers versus Kim Kardashian or Zendaya for Gen Z, or Frank Sinatra versus Billie Eilish), important historical events (e.g. World War  II versus the 2001 terrorist attacks for millennials, and COVID-19 for Gen Z) and so on. Although there is no universally accepted way to divide up people into age cohorts, each of us seems to have a pretty good idea of what we mean when we refer to ‘my generation’.

There are a variety of interchangeable terms used to describe the age cohorts but the most common for consumers under the age of 75 are: baby boomers (born 1946–1964), Generation X (born 1965–1985), Gen Y (millennials) (born 1986–2002) and Gen Z (iGeneration) (born 2003–2010). (Note that the date ranges are rough approximations.) The consumer behaviour of these generations is outlined in more detail in the chapter, 'Ethnicity, religion and age'. McKinsey conducted research into the values of the generations with Generation Z and identified that the search for truth is at the heart of consumer behaviour for this generation (refer to Table 6.3).*

 Table 6.3 The values of Gen Z consumers
	Gen Z behaviour
	Gen Z belief

	Individual truths
	Gen Z choose to experiment with different versions of themselves, to build an identity over time. They do not want to be defined by a single stereotype. 

	Connecting via different truths
	Gen Z seek to be inclusive. Technology facilitates dialogue and communication with people of varying economic backgrounds and education levels. Through technology, Gen Z communicates with those interested in similar issues, and as a result moves across different groups of people. 

	Understanding different truths
	Gen Z are able to retain their values and beliefs and continue to interact with institutions or people who do not share their values. Rather than reject an idea, Gen Z will connect with it on a level where they can make sense of it.

	Unveiling truth
	Generation Z are realistic. They value knowledge of the world they are in and engage in self-learning through non-traditional channels. This allows them to be pragmatic and make analytical decisions about their income and life choices.




Source: Based on T Francis & F Hoefel, 'True Gen: Generation Z and its implications for companies', McKinsey & Company, 12 November 2018.

      Cultural values

Cultural values affect motivation in a variety of ways. For example, a cross-cultural study of consumers in the United States and China about food sharing beliefs revealed differences in the types of food ordered in restaurants.* In this series of experiments, Chinese consumers were more likely to order fruit when they were going to share and American consumers were more likely to order appetisers to share. Cultural values within a cultural cluster such as Anglo cultures or Nordic cultures can also differ. These are called ‘intracultural differences’. A study into the motivations of complaint behaviour among Australian and British consumers revealed that British consumers preferred an apologetic approach to complaining while Australian consumers preferred an activist assertive approach.* A surprising finding noted by the study authors was the role of parents as socialisation agents on consumer complaint behaviour. In the study, British consumers role-modelled their mothers’ complaint style while Australians role-modelled their father.

 [image: A photo shows an advertisement for lamb on Australia Day. Under the heading: Be like Sam. Serve Lamb, a picture shows a family of six, and a dog, seated around a garden table and eating lamb. Their faces are replaced with an image of Sam Kekovich.]
Sam Kekovich portrays ‘real Aussie values’ when advertising lamb for Australia Day.Source: Reproduced with permission from Meat & Livestock Australia Limited

Every culture has a set of values that it imparts to its members.* Meat & Livestock Australia (MLA) taps into ‘real Aussie values’ via its domestic marketing campaign ‘We love our Lamb’. The campaign has run regularly since 1999 during January, just before Australia Day. The campaign creates impact, based on its tongue-in-cheek humour and use of Sam Kekovich, an ex-AFL footballer, who addresses the nation on the creeping tide of un-Australianism. In 2008 Sam argued that eating lamb on one day just wasn’t enough to stop un-Australianism—he campaigned to abolish Australia Day and replace it with Australia Week. Some Australians probably do not view Sam’s address to the nation as a positive portrayal of Australian values; however, many others like the larrikin approach. This type of criticism reveals that different beliefs influence and inform an individual’s moral values. Moral values are those that make you feel guilty if you behave counter to them. MLA’s campaign illustrates ‘real Aussie values’ such as defiant non-conformity (i.e. Sam’s a lovable larrikin), a ‘healthy’ disrespect for formal institutions (i.e. Australia Day and politicians) and equal opportunity (i.e. ‘fair go’).* There is a growing number of people who find the date of Australia Day (26 January) morally offensive as it commemorates the day the British convict ships landed in Australia in 1788 and began the white settlement of the colony.* 

These differences in values often explain why marketing efforts that are a big hit in one country can flop in another. For example, a hugely successful advertisement in Japan promoted breast cancer awareness by showing an attractive woman in a sundress drawing stares from men on the street as a voice-over says, ‘If only women paid as much attention to their breasts as men do’. The same ad flopped in France because the use of humour to talk about a serious disease offended the French.* Similarly, the appeal to Australianism that works effectively in MLA’s domestic marketing of lamb created controversy when Tourism Australia used larrikin humour in its international marketing campaign where Lara Bingle asked travellers from the UK, ‘So where the bloody hell are you?’ The campaign billboards and TV ads were banned in the United Kingdom because they were considered offensive. Tourism Australia was warned not to use swear words in future advertising as it breached advertising rules related to responsibility and children.* In all cultures, business standards and practitioner guidelines are informed by the culture’s moral and social values. The failure of Tourism Australia’s campaign revealed some of the differences between British and Australian values.

 [image: A photo shows an ad brought out for the Australian Tourism campaign in which several people, on camel back, are shown  being led along the sea shore by a man. A caption reads: So where the bloody hell are you?]
The controversial Australian Tourism campaign, worth $180 million in 2006, was banned in the UK because it was considered offensive.Source: Tourism Australia PR Image/AAP Images

In many cases, of course, values are almost universal. Who doesn't desire health, wisdom or world peace? What sets cultures apart is the relative importance, or ranking, of these universal values. This set of rankings constitutes a culture’s value system.* For example, one study found that North Americans have more favourable attitudes towards advertising messages that focus on self-reliance, self-improvement and the achievement of personal goals as opposed to themes stressing family integrity, collective goals and the feeling of harmony with others. Korean consumers exhibited the reverse pattern.*

Every culture is characterised by its members’ endorsement of a value system. These values may not be equally endorsed by every individual and, in some cases, values may even seem to contradict one another (e.g. Australians appear to value both conformity and individuality, and seek to find some accommodation between the two). Nonetheless, it is usually possible to identify a general set of core values that uniquely defines a culture. Core values such as freedom, youthfulness, achievement, materialism and activity have been said to characterise Western culture.

How do we learn cultural values? The process of learning the beliefs and behaviours endorsed by our own culture is termed enculturation. In contrast, the process of learning the value system and behaviours of another culture (often a priority for those who wish to understand consumers and markets in foreign countries) is called acculturation. These beliefs are taught to us by socialisation agents, including parents, friends and teachers. Another important type of agent is the media; we learn a lot about a culture’s priorities by looking at the values its advertising communicates.

      Materialism: ‘He who dies with the most toys wins’

Objects play a central role in many people’s lives and influence their value systems. Materialism refers to the importance people attach to worldly possessions. We sometimes take the bounty of products and services for granted until we remember the recency of abundance. For example, in 2006 Australians didn’t have smartphones but in 2017 there were 15.3 million smartphones in Australia (65% penetration).*

Today, though, many Australians energetically seek ‘the good life’, which abounds in material comforts. Most young people can’t imagine a life without mobile phones, iPads and other creature comforts. In fact, one way to think about marketing is as a system that provides a certain standard of living to consumers. To some extent, our lifestyles are influenced by the standard of living we have come to expect and desire. However, the priorities of materialism tend to emphasise the wellbeing of the individual more than they emphasise the wellbeing of the group, which may conflict with family or religious values. This conflict may help explain why people with highly material values tend to be less happy.* Australians inhabit a materialistic society in which people often gauge the worth of themselves and others in terms of how much they own (refer to the chapter, 'Lifestyle, income and social class'). The popular bumper sticker, ‘He who dies with the most toys wins’, is a comment on this philosophy.

Materialists are more likely to value possessions for their status and appearance-related meanings, whereas those who do not emphasise this value tend to prize products that connect them to other people or provide them with pleasure in using them.* As a result, products valued by high materialists are more likely to be publicly consumed and to be more expensive. A study that compared specific items valued by both types of people found that products associated with high materialists included jewellery, china and a holiday home, whereas those linked to low materialists included a mother’s wedding gown, picture albums, a rocking chair from childhood and a garden.*

 [image: A silver Rolex watch and the Rolex logo.]
Today, as mobile phones with time functions are common, having a watch is a display of wealth and status that matches the values of materialists. A materialist can show they have a designer watch, such as a Rolex™, which only serves one purpose and that is already served by their digital devices.Source: Enjoy The Life/Shutterstock

Although there is still no shortage of materialistic consumers who relish the race to acquire as much as possible before they die, there are signs that a sizeable number of Australians are evolving a different value system. Research conducted by the Australia Institute in 2004 showed that 25% of Australians had downshifted—deliberately dropped their income to achieve quality-of-life goals. The trend was spread across age groups, family types and income levels. In 2016 this proportion of downshifters had increased to 28%.*  Those who downshift make the change in order to lead a more fulfilled life, spend more time with their family, for health reasons or to achieve balance in their lives. This contrasts with the values of the 1980s where ‘greed was good’ and most business undergraduates aspired to climb the corporate ladder  as quickly as humanly possible. 

Millennials in particular are rejecting traditional notions of home ownership, long-term jobs and the acquisition of ‘things’ for a focus instead on experiences. The criticism that Millennials will never own their own home because they spend too much money on ‘lattes and avocados’ represents the desire by Millennials to be less materialistic. Generation X are not being left out, with hotel accommodation that creates social experiences for professionals wanting to work anywhere in the world without the trappings of ‘things’. For example, global co-living provider Roam offers co-living spaces where consumers can ‘join interesting people in interesting places’.*

As we noted earlier, even core values change over time, so stay tuned to see how our always-evolving culture continues to put a fresh spin on materialism and other values.

The disenchantment of some people with a culture dominated by big corporations shows up in events that promote uniqueness and anti-corporate sentiments. Probably the most prominent movement is the annual Burning Man project. This is a one-week-long annual anti-market event, where thousands of people gather at Black Rock Desert in Nevada to express themselves and proclaim their emancipation from corporate America. The highlight of the festival involves the burning of a huge figure of a man made out of wood symbolising freedom from market domination. Ironically, some critics point out that even this high-profile, anti-market event is being commercialised as it becomes more popular each year!*

 [image: A photo shows three children with their parents walking in the sands along the seashore.]
Many Australians are downshifting—exchanging a high-pressure city life for a sea change.Source: Jeffrey Skopin/Dreamstime

      Applications of values to consumer behaviour

Despite their importance, values have not been as widely applied to direct examinations of consumer behaviour as might be expected. One reason is that broad-based concepts such as freedom, security and inner harmony are more likely to affect general purchasing patterns than they are to differentiate between brands within a product category. For this reason some researchers have found it convenient to make distinctions between broad-based cultural values such as security or happiness, consumption-specific values such as convenient shopping or prompt service, and product-specific values such as ease of use or durability, which affect the relative importance people in different cultures place on possessions.*

While some aspects of brand image, such as sophistication, tend to be common across cultures, others are more likely to be relevant in specific places. The characteristic of peacefulness is valued to a larger extent in Japan, while the same holds true for passion in Spain and ruggedness in the United States.* Because values drive much of consumer behaviour (at least in a very general sense), we might say that virtually all consumer research is ultimately related to the identification and measurement of values. This section describes some specific attempts by researchers to measure cultural values and apply this knowledge to marketing strategy.

 [image: A photo shows a promotional message from Bankwest.]
Marketing the terminal value of happiness Image descriptionThe key words that catch ones attention are: happy banking; an initiative from Bankwest; a more positive experience in everything we do; we’ve got ourselves a mission; just some of the ways we’re making banking happier.
Source: Courtesy of Bankwest

The Rokeach Value Survey

The psychologist Milton Rokeach identified a set of terminal values, or desired end states, that apply to many different cultures. The Rokeach Value Survey, a scale used to measure these values, also includes a set of instrumental values, which are composed of actions needed to achieve these terminal values.* Refer to Table 6.4.

 Table 6.4 Rokeach’s value types
	INSTRUMENTAL VALUES	TERMINAL VALUES
	Ambitious


	Imaginative


	A comfortable life


	Inner harmony



	Ambitious	Independent	An exciting life	Mature love



	Capable


	Intellectual


	A sense of accomplishment


	National security



	Cheerful


	Logical


	A world of peace


	Pleasure



	Clean
	Loving
	A world of beauty


	Salvation



	Courageous


	Obedient


	Equality


	Self-respect



	Forgiving


	Polite


	Family security


	Social recognition



	Helpful


	Responsible


	Freedom


	True friendship



	Honest


	Self-controlled


	Happiness


	Wisdom






Source: Based on RW Pollay, ‘Measuring the cultural values manifest in advertising’, Current Issues and Research in Advertising, 1983, 6(1): 71–92.

Some evidence indicates that differences on these global values do translate into product-specific preferences and differences in media usage. Nonetheless, marketing researchers have not widely used the Rokeach Value Survey.* One reason is that our society is evolving into smaller and smaller sets of consumption microcultures within a larger culture, each with its own set of core values.* For example, in Australia a sizeable number of people are strong believers in natural health practices and alternative medicines. This focus on wellness instead of mainstream medical approaches to sickness influences many of their behaviours, from food choices to use of alternative medical practitioners, as well as their opinions on political and social issues.

 

Single-use plastics

Outline your own consumer behaviour in relation to single-use plastics prior to and during the COVID-19 pandemic.

  

The List of Values (LOV) scale

The List of Values (LOV) scale was developed to isolate values with more direct marketing applications. In essence, the LOV measures those values that are central to people in living their lives, particularly the values of life’s major roles (i.e. marriage, parenting, work, leisure and daily consumption). This instrument identifies nine consumer segments based on the values they endorse, and relates each value to differences in consumption behaviours. These segments include consumers who place a priority on such values as a sense of belonging, excitement, warm relationships with others and security. In 2008, an Australian bank decided to use the terminal value of happiness as a positioning strategy. Bankwest came up with ‘Happy Banking’ based on the positive banking experience it wanted to provide to consumers. This experience included providing real coffee for customers, no pens on chains, and even ice-creams when it was hot.* The result of the campaign was a return on investment of 2.2: 1, so for every $1 spent on the campaign, $2.20 was generated.*   

The LOV has been used to identify the motivations behind the purchase of organic foods. The internal values of self-respect and enjoyment were the main drivers rather than external values such as belonging to an organic movement.* This information can be used by marketers in developing appropriate packaging, products and communications for marketing organic foods.

The means-end chain model

A more journey-based research approach that incorporates values is termed the means-end chain model. This approach is based on the premise that very specific product attributes are linked together inside the brain and so one value triggers that entire section and adjoining values. Therefore, people try to reach certain valued end states or modes of feeling by activating different routes or pathways. Pathways can be the excitement of purchasing something new, or the comfort of a familiar coffee purchase. Products are thus valued as the means to an end.

A related technique to means-ends analysis is called laddering.* This is where consumers’ associations between specific attributes and general consequences are uncovered. Consumers are helped to climb up the ‘ladder’ of abstraction that connects functional product attributes with desired end states.* As consumers progress up the ladder, different hierarchical value maps are created mentally inside of a person.

An example of laddering is demonstrated in Figure 6.6 with a coffee purchase. A consumer might be aware of all values present in the graph, but different levels of consideration are given depending on the consumer’s involvement and understanding at the point of reflection. In this example, consumers are asked why they purchase coffee in a non-disposable cup, or a ‘Keep cup’. On asking consumers the same question over a period of time—‘Why purchase a coffee in a reusable cup?’—these different traits and depths of understanding emerge and become linked together. The ladder emerges as consumers climb deeper or further along a progress of thought (similar to climbing up or down a ladder). So as they link more ideas, they produce ladders or thoughts, with extensions and branches connected. The example shown outlines terminal traits of less time and concern for the environment. The consumer, when reaching these traits, can choose to act upon them (stop drinking coffee in a paper cup and help save the environment) or with such knowledge choose the same consumption pattern by accepting it as part of their choice and lifestyle. Laddering is an extension of repertory grid analysis.* 

  Figure 6.6 Partial hierarchical value map for buying a cup of coffee inside a paper cup
[image: A block diagram shows terminal values and consequences.]
 Image descriptionThe terminal values are less time for other activities, affects health, prestige, and more time for other activities. The prolonged consequences are unnecessary expense, manual labour as a creator, and social status; the functional consequences are maintaining high quality grinder, low cost benefit to grid, connected to high cost, which is further connected to financial unsustainable, and risk or incidence of hot beverage spilling which is connected to carrying cup; the abstract attributes are poor flavour, unique flavour, and lack of equipment; the concrete attributes are coffee pod, grind coffee beans at home, and purchase at retailer. Less time for other activities and affects health is connected to manual labour as a creator; prestige leads to social status, which leads to carrying cup which further leads to purchase at retailer; high cost is connected to social status and purchase at retailer; the unique flavour is connected to high cost and maintaining high-quality grinder leads to financially high sustainable and lack of equipment; the unnecessary expense also leads to high cost; the poor flavour and the unique flavour are connected to coffee pod; and the lack of equipment points to grind coffee beans at home.

Source: Based on YJD Sales, FJB Corrêa, ER Tavares‐Filho, PTS Soares, BB Durço, MM Pagani, ... & EA Esmerino, ‘Insights of Brazilian consumers’ behavior for different coffee presentations: An exploratory study comparing hard laddering and completion task’, Journal of Sensory Studies, 2020, e12611.

       



Marketing pitfall

Motivation to avoid buying

So what motivates people to avoid buying goods and services? Customer value research indicates it is a lack of functional value (it doesn’t work), social value (it disconnects me from friends and family), emotional value (it makes me feel bad) or altruistic value (it is bad for other people or the planet).

A lack of functional value is illustrated by the winners of the Australian consumer watchdog CHOICE annual Shonky award series. In Australian lingo, shonky means dishonest, misleading or unreliable and has been applied to products that have let consumers down. Past winners of the award are an air-purifier that didn’t actually purify the air (2020), Kogan’s poor returns process (2019)  and the Medical Weightloss Institute’s pill that doesn’t really help you lose weight.

If consumers perceive that their social value will be lowered by a purchase, this can be a deterrent to purchasing. The cool factor is an important consideration for many younger consumers and buying a product that makes them look uncool to their friends would put them off buying. Sales in the early 2000s were declining for Levi's because they were no longer cool for younger consumers; it took some pretty savvy social media marketing to address the fall. 

Emotional value is the way a product makes us feel about ourselves. Take for example retirement villages: if people feel they will lose their identity by moving into a retirement village they are more resistant. Fashion brands walk a tightrope between their loyal customers and attracting newer younger customers: who wants to wear those Levi jeans that your parents wear?

In recent years, altruistic value has motivated people to avoid a whole range of products. In particular, single-use plastics such as take-away containers and straws have been rejected by an increasing number of consumers. However, COVID-19 presented a dilemma for consumers, with plastic packaging being a way to increase sanitation.*

  

      Learning snapshot

  	Marketers try to satisfy consumer needs, but the reasons for the purchase of any product can vary widely. The identification of consumer motives is an important step in ensuring that a product will satisfy appropriate needs.
	Traditional approaches to consumer behaviour have focused on the abilities of products to satisfy rational needs (utilitarian motives), but hedonic motives (e.g. the need for exploration or fun) also play a key role in many purchase decisions.
	Motivational conflict arises when consumers have competing motives and this conflict needs to be resolved.
	There are two types of motivation: intrinsic and extrinsic; these relate to different types of consumption experiences and require different types of marketing strategies.
	As demonstrated by Maslow’s hierarchy of needs, the same product can satisfy different needs, depending on the consumer’s state at the time. In addition to their objective situation (e.g. have basic physiological needs already been satisfied?), the consumer’s degree of involvement with the product must be considered.
	Motivation also requires opportunity and ability for a behaviour to occur. 
	Our motivation can be influenced by our personality traits, which can be broad general traits or situation specific. The traits that are specific are better able to predict consumer behaviour than those that are more general.
	Product involvement can range from very low, in which purchase decisions are made via inertia, to very high, where consumers form strong bonds with what they buy. In addition to considering the degree to which consumers are involved with a product, marketing strategists also need to assess their extent of involvement with marketing messages and with the purchase situation.
	Underlying values often drive consumer motivation. Products thus take on meaning because they are seen as being instrumental in helping the person to achieve some goal that is linked to a value, such as individuality or freedom. Each culture is characterised by a set of core values to which many of its members adhere.
	Materialism refers to the importance people attach to worldly possessions and is a common motivation for consumer behaviour in cultures that value possessions as indicators of success.


Consumer behaviour challenge

  	Describe three types of motivational conflicts, citing an example of each from current marketing campaigns.
	Devise separate promotional strategies for an article of clothing, with each strategy focused on one of the levels of the Renovated Hierarchy of Needs. 
	Imagine you are the owner of a gym and you want to develop marketing strategies for each of the eight segments of the MOA framework. Outline what these strategies might be to leverage or address the different combinations of motivation, ability and opportunity. 
	Collect a sample of ads that appeal to Rokeach’s instrumental values. Discuss what value you think is being communicated in each ad, and explain how this has been achieved. How effective do you think it is to apply values in designing a marketing communication campaign?
	Describe how a man’s level of involvement with his car would affect how he is influenced by different marketing stimuli. How might you design a strategy for a line of car batteries for a segment of low-involvement consumers, and how would this strategy differ from your attempts to reach a segment of men who are very involved in working on their cars?
	Interview members of an online community such as LinkedIn. Describe their level of involvement with the ‘product’ and devise some marketing opportunities to reach this group. 


      Case study

Applying the Motivation, Opportunity and Ability (MOA) framework in the real world

Rob Hudson, Spoutlogic

While many processes and methods exist to ensure the successful completion of projects that require changes in consumer behaviour, in practice, both motivation and behaviour are often overlooked or seen as a last-mile necessity. Commercial pressures for immediate returns favour the use of existing, tactical approaches, many of which ignore the real needs of consumers to understand and complete any number of desired actions.

The Harmonised Progression Framework

Drawing on the Motivation-Opportunity-Ability (MOA) framework popularised by Rothschild (1999*) in his seminal social marketing article, Spoutlogic (a digital and marketing agency) offers an augmented MOA framework: the Harmonised Progression Framework for real-world implementation of consumer behaviour change projects including development, and internal, external rollout.

By re-categorising the core elements of the MOA framework and overlaying commonly observed behavioural biases, we have augmented the framework to be managerial in application. The framework has also given rise to the concept of a ‘balanced MOA progression’, which has been used by practitioners to define, manage and evaluate project roadmaps, milestones and key performance indicators (KPIs). 

  Figure 1 The Harmonised Progression Framework
[image: An info-graphic displays the harmonised progression framework.]
 Image description  Motivation:
      	Feelings / automatic: Emotions, reinforcement  such as rewards, incentives, punishment.
    	Thinking / Reflective: Believes about  capabilities and consequences, roles, identity, intentions, goals, optimism.
  
  Opportunity:
      	Social / Psychological: Social influences such  as social pressure, norms, conformity, social comparisons.
    	Availability / Physical: Environmental context  and access to resources and materials.
  
  Ability:
      	Psychological / Learning: Knowledge, memory,  attention, decision processes, behavioural regulation.
    	Physical / Experience: Skill, abilities or proficiency acquired through practice.
  

Source: Rob Hudson, Spoutlogic

This new practice-based framework has allowed real-world teams to include motivation and behaviour into technical architecture, blueprints and human-centred design with greater focus across all three sectors of government, commerce and not for profit.

The framework is flexible in its application and as such has been used by brands at different stages of innovation or marketing execution. With these diverse use cases in mind, this case study documents a retail process that shifts the balance of MOA dramatically and one which studies both the consumer and the sales team. The organisation has been anonymised; this is due to the relatively short period of time the framework has been in use, meaning this case still has active projects or processes, all with elements of commercial sensitivity.

Car dealership chain: automotive sales process

The problem

For most consumers, purchasing a brand-new car will be one of life’s most significant single purchases after a home. It should follow, then, that the car retail industry focuses on delivering a high level of user experience and satisfaction. Nearly all brands now survey customers post-sales to gauge the experience and enable work on improving the experience to increase repeat trade and the likelihood of referral. While post-sales satisfaction survey data delivers a reasonable level of understanding of the consumers’ final state of mind, it does little to structure understanding of how this came to be. To do that, the MOA framework was applied to the five keys sales moments. As the sales process is still very much an interaction between the consumer and the sales team, MOA was applied to both in order to identify any potential gaps.

Objective

The objectives were classified into two categories:

  	 Sales. It is a reality that retail industry’s number one KPI is still units sold, and while the car industry now recognises the need for less high-pressure sales techniques, dealerships and their sales teams still have targets to meet.
	Satisfaction. Effective car retailers have always understood the concept of customer satisfaction, and the likelihood of it resulting in repeat trade and customer advocacy. Digital communications and sales records now serve to allow greater analytical processes to be applied and attribution to be better understood.


The decision to apply the MOA framework was to find a method that can combine these two objectives into a single model. The ultimate goal was to improve the overall experience, resulting in a lift in the conversation rate on sales (visits to dealership/sales closed) and the post-sales survey outcomes (Net Promotor Score).

The consumer insight

The internet has taken over some elements of the salesforce role. Many customers are now entering the car sales floor with equal knowledge of, or (in some cases) greater knowledge than that of the sales team. This is especially true of new lines or more niche vehicles. 

Around 34% of customers see the salesforce as a ‘necessity’ to purchase rather than an aid, while 22% would rather not deal with a salesperson during the process. This results in a process in which the consumer clearly lacks motivation to engage. 

The sales team insight

The overall process of selling a vehicle (and earning commission) can be lengthy and often results in a discussion or a test drive but no sale. This can be frustrating, and the time spent with a non-converting customer was seen as wasted time that could have been used on more active opportunities. 

The solution

A blend of customer and team ethnographical and survey data was used to build out an understanding of motivation, opportunity and ability for both the consumer and the relevant sales team members (direct interaction with the consumer).

The stages and the relevant levels of each measure are shown in Table 1. For the purposes of this case study, we have converted the numerical result to high, medium or low.

 Table 1 An MOA card

	
	
	MOTIVATION	ABILITY	OPPORTUNITY
	
	
	Consumer	Sales	Consumer	Sales	Consumer	Sales
	First entrance to the sales environment	Score	High	Medium	Medium	High	High	Low
	Notes	Customers often arrive at a dealership highly motivated to achieve a task. The issue for the sales team is identifying the task in the consumer’s mind.	Despite the consumers’ knowledge gathered from the internet, the sales team has an ability advantage because of stock management.	No customer understanding at this point lowers the sales opportunity score.
	Test Drive	Score	High	Medium	Medium	Low	Medium	High
	Notes	Customers are often motivated to instigate a test drive. Sales teams can be more restrained if they believe the consumer is not motivated to purchase.	The monitoring of test drives and sales showed that consumers remembered the test drive and it was often the zero moment of truth. However, sales teams showed low levels of recall when correlating previous test drive routes and experiences with similar cohorts to that of sales outcome.	Sales often had set routes to best demonstrate the generic features of any given vehicle (motorway, small roads, uncovered roads etc.). Consumers were often in unfamiliar environments, which impacted their enjoyment/experience.
	Price Discussion	Score	High	High	Low	High	High	High
	Notes	Both customers and sales people are motivated to reach a mutually agreeable price. There is, of course, a level of conflict in this stage due to opposing interests.
	The process is structured to allow the consumer to believe they have gained some form of deal (discount, benefit, upgrade). The reality is that 94% of sales are within dealer pre-established parameters.	The price discussion is a well-established and expected step in the process. Both the consumer and sales come prepared in some form.

	Upsell /Cross sell	Score	Medium	High	Low 	Medium	Medium	Medium
	Notes	For the consumer, getting the best vehicle for a comfortable expenditure is key. Upselling often stretches consumer comfort but benefits sales.	Experience in the sales team clearly showed an understanding that upselling can lose a sale. By showing vehicle features that the consumers desire but cannot afford, retracting to the lesser model vehicle is now seen as a loss.	One issue identified was the availability of all vehicles in a range. Often, the highest specification vehicle is used on the sales floor. This reduces the opportunity to manage the process.
	Deal Closing	Score	High	High	High	High	Low	High
	Notes	At this stage, both the consumer and sales person are eager to close the deal. The consumer has the thought of a new vehicle and the ability to end the sales process.	At this stage, both parties commonly have the ability to close the deal. The final payment method is sometimes a challenge to consumers (bankers’ cheques etc.).	This last element is somewhat tipped in favour of sales. There are actually many moments of commitment, such as signing the sales agreement or agreeing on trade-ins. Customers struggle with the post-commitment pre-closing sales such as paint and fabric protection.



Source: Rob Hudson, Spoutlogic
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The outcome

Once the research had been completed, two factors influenced the areas of focus for design blueprinting and service improvement.

1. The areas in which either the consumer or the sales team has misaligned levels of motivation, ability or opportunity, referred to as ‘discordant’.

An example from above would be the price discussion when all aspects are high with the consumer’s ability, which is low. A single factor out of alignment such as this makes for perfect focus to approve the user journey with minimal effort.

Due to reach, process and ability to apply influence, it was easier for the brand to apply changes internally (sales team) than externally (consumer).

2. The ideal focus was one that could lift consumers’ scores by altering the sales process or giving the sales team insights or training.

The core innovations that resulted from the application of the balanced MOA progression framework were:

1. Test-drive vehicles were fitted with GPS tracking systems and emotional tracking systems. This meant the sales database could be augmented with the vehicle model, route taken, sales/customer interaction and consumer cohort. This then led to custom routes being devised based on all of these factors with the addition of traffic and weather conditions.

A recognition system was installed on the concierge desk to identify repeat customers and previous interaction data such as salesperson, date, time, test drive, etc. This allowed consumers either to be connected with the same salesperson or to smoothly transition to another. This system significantly improved the overall experience by removing the ability of sales team members to push consumers back to the beginning of the process in order to claim all the commission. An unforeseen advantage was also an ability to correlate sales outcome with sales team members and consumer cohorts.

2. A more comprehensive range of vehicle styles was made available on the sales floor, and sales teams were trained to ask more questions before inviting consumers to interact with a vehicle. The result was a reduced number of upsells but an increase in the number of overall sales and in turn an increase in dealer profit.

3. Four months of NPS (Net Promoter Score) post-purchase results showed an increase in sales of 14%.

Questions

  	 Looking at the MOA scoring across the five sales stages, which other areas would you focus efforts on? Why?
	Using the biases map of the MOA, which two biases do you think would have the most significant impact on the sales team’s low score for test drives?
	Face recognition to retrieve past interaction data from the sales database was implemented using a closed system and it stored no actual customer images. How do you think consumers would feel about this in terms of safeguarding their privacy?
	The MOA framework can work across any behaviour. Think of a simple interaction between a consumer and a brand employee. Consider the MOA for both at that moment. Is there MOA balance for each individual and is there MOA balance between them?
	 Which of the areas from this case study could be used to inform marketing efforts for the dealership? What might the messaging be focused on?


      Chapter 7 The self: mind, gender and body

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

7.1 Explain the main perspective of the self, focusing on psychological and socially oriented perspectives.
7.2 Understand that the products and services consumers use influence their social identity and representations of an extended-self.
7.3 Examine how gender identity and roles can influence consumption behaviours.
7.4 Discuss embodied experiences of consumers in the market.
  
 Introduction

 Many of the products that consumers buy, from cars to cologne, are purchased because the person wants to highlight or hide some aspect of the self. Just think about the number of marketing messages and the amount of advertising imagery surrounding consumers today that promote products promising to make them more attractive, healthy or desirable. Marketing and advertising activities also have a strong role in promulgating gender roles and idealised representations of gender identity and consumer body ideals. In this chapter, we explore how consumer identities influence purchasing decisions, and why we form strong identity connections with products and brands. We also examine how consumers’ thoughts and feelings about their gender influence what it means for them to be ‘a woman’ or ‘a man’ and ‘a boy’ or ‘a girl’, and the ways consumer identity and gender influence market interactions with firms and with other consumers.

      Perspectives on the self

7.1 Explain the main perspective of the self, focusing on psychological and socially oriented perspectives.

Does the self exist?

 Most of us can’t boast coming close to footballer Cristiano Ronaldo’s popularity on Instagram as the most-followed person on the photosharing app with nearly 315.1 followers.* Our regularly positing and sharing on social networking platforms enables everyone to focus on themselves and share mundane or scintillating details about life with anyone who’s interested (why they are interested is another story!). Today, if you are an avid social media participant or YouTuber, it might seem only natural to think of yourself as a potential celebrity waiting for your 15 minutes of fame (as the pop icon Andy Warhol once predicted).

It’s natural to think about each consumer as having a self. Questions and conceptions of the self in Western culture can be traced back from ancients (e.g. Plato and Aristotle) to medievals (e.g. Augustine), modern rationalists (e.g. Descartes) and empiricists (e.g. Adam Smith) through to contemporaries (e.g. Kant, Marx and Foucault).* Questions of the self have fascinated researchers for millennia as they’ve explored aspects of the individual and their relationship with society. Today, selfhood and the experience of individuality are regarded as a matter of personal choice, or as a defining aspect of inner desires and dreams. The basis of this selfhood can be conceived along three dimensions. They are, first, the bodily or material self, which is influenced to varying degrees by our bodily needs and urges (as we’ve discussed in the chapter 'Motivation and values'). Second, our relational self emerges through our social and cultural interactions, which shape our collective identities, shared values and cultural orientations (to be discussed in the chapter 'The culture of consumption'). Third, the reflective self, as we discuss later in this chapter through the lens of symbolic interactionism, is the view of the self as an active agent that has the capacity to objectively examine, judge and sometimes regulate or revise our selves and the world around us.*

Marketers and advertisers manipulate the ‘self’. Think about the marketing of Apple products that are targeted at the ‘self’ by positioning micro, made-to-measure ranges of ‘i’ products (e.g. iPads) and services (e.g. iTunes) for consumers. Apple is targeting the uniqueness of the self, which is defined by how a person organises their thoughts, feelings, identities and motives in an interactive system influenced by self-reflection, and their personal view of their attributes and characteristics.*  This definition aligns with contemporary psychology’s conceptualisation of the self as a set of cognitive representations of personality trait attributes and personal experiences, and may also include aspects of social role and identities. More broadly, social researchers today focus on the way in which the self, specifically aspects of the self such as self-concept and self-esteem, function as social forces that influence consumers’ behaviours, which we discuss in the following sections.

Self-concept

Self and self-concept are complementary terms. They are, however, distinct concepts that can be applied to explain consumer behaviour. The term self-concept summarises the beliefs a person holds about their own attributes and how they evaluate the self on these qualities. Although your overall self-concept may be positive, there are certainly parts of it you will evaluate more positively than others. The self-concept is a complex structure. We describe attributes of self-concept along such dimensions as content (e.g. facial attractiveness versus mental aptitude), positivity (i.e. self-esteem), intensity and stability over time and accuracy (i.e. the degree to which one’s self-assessment corresponds to reality).* As you’ll see later in this chapter, consumers’ self-assessments can be quite distorted, especially with regard to their physical appearance. A person’s self-concept is a work in progress. Some parts are fairly stable, but each of us modifies some elements of it as we make our way through life—and particularly as we discover new ideas, social groups we admire and, yes, images we receive from the culture around us that endorse certain types of people over others.

A consumer’s self-concept is shaped over time through psychological and social forces: it is not present at birth and it develops out of interactions, and countless social factors contribute to its formation. The self-concept is intricately tied to the self’s ‘I-me’ dualism, which has implications for how an individual’s cognitions and emotions influence their perceptions and how they might align their buying behaviours with patronage of particular services and brands. The self-concept has important consequences for actions on both the individual and the group. It has a two-fold influence on an individual’s cognitions, emotions and behaviour, and also influences the groups to which people belong, as well as impacting wider society: the self-concept is a social force.*

      Self-esteem

Self-esteem refers to the positivity of a person’s individual-level self-concept. People with low self-esteem expect that they will not perform very well, and they will try to avoid embarrassment, failure or rejection. When Sara Lee first introduced its line of snack cakes, for example, researchers found that consumers low in self-esteem preferred portion-controlled snack items because they felt they lacked self-control.* In contrast, a more recent study found that individuals who are made to feel powerful spend more money on themselves (‘because I’m worth it!’), whereas those who experience a feeling of powerlessness spend more on others than on themselves.*

 [image: ]
The rise of online beauty influencers creates new style connections and trends, sharing skills among large audiences of men and women. Source: Elnur/Shutterstock

How do marketers influence self-esteem? Exposure to attractive models in ads can trigger a process of social comparison, in which the person tries to evaluate their appearance by comparing it to the people depicted in these artificial images.* According to social comparison theory, people have a fundamental desire to evaluate aspects of themselves, such as their achievements, abilities and body.* Comparisons with others who are superior or inferior on the judgement dimension can strongly influence how people think and feel about themselves, and the emotions they experience.* This is a basic human tendency, and many marketers tap into our need for benchmarks when they supply idealised images of happy, attractive people who just happen to use their products. In past research, the process of social comparison was used to identify the negative effects of exposure to idealised imagery of beauty and physical attractiveness in print advertising, which causes dissatisfaction with the self.* Social media studies also consistently show that the more teens and college students use Instagram on a given day, the worse their overall wellbeing, self-esteem and body image.* The risks associated with social media is that young women make unhealthy comparisons when following celebrities and peers who are presented through filtered and manipulated pictures of unrealistic bodies, along with a highly curated posting of a perfect life.* This process even operates when we decide how much to eat: a study found that people who were served food by a server who was either fat or thin chose different portion sizes.*

 

Social comparison

Are you a regular social media user? How much do you think using Instagram or TikTok to follow your favourite celebrity, sports star or lifestyle guru influences your life satisfaction? Using the concepts of social comparison, outline the upward and/or downward comparison processes to explain how following social media personalities impacts your self-esteem and overall well-being. In your response, discuss a selected individual you follow and use a recent posting to illustrate the effects.

  

      Identity

7.2 Understand that the products and services consumers use influence their social identity and representations of an extended-self.

The concept of self subsumes self-concept and also identity. One way to define identity is  to use ‘any category label with which a consumer self-associates, which is also amenable to a clear picture of what a person in that category looks like, thinks, feels and does’.* Some of these identities are pretty stable (e.g. mother, Australian), whereas others are more temporary and likely to change (e.g. university student, Prius driver).*

The study of identity has assumed centre stage in discussions about consumption, politics (e.g. identity politics) and culture (e.g. racial identity) as researchers in the human and social sciences have sought ways to explore the relationships between an individual’s personal inner and social outer worlds.* Contemporary scholars theorise identity as always changing, challenging the notion that there is one fixed, unitary subject, or single self. The study of identity particularly resonates with consumption and cultural studies researchers as they use identity as a lens to understanding the interrelationship between consumer aspirations and desires, and marketspace processes. Consumption brings together the two major dimensions of identity: personal and social. Personal identity is how we create ourselves as separate and unique from others (internally and ego driven), whereas social identity is where we seek to affiliate with others and belong to a group. Identity thus bridges a gap between ‘the personal’ and ‘the social’, and helps explain some of the material practices consumers employ to define difference, which are not simply matters of rational choice, nor are they entirely determined.* Frequently, identity is sold as a means to personal happiness and freedom. From the Nike culture of ‘Just do it’ to personalised service advertising that creates impressions of exclusivity and distinctiveness, personal identity is marketed as the way to join in and enjoy ‘you’, as well as giving the self a feeling of uniqueness—particularly in relation to others.

 [image: A photo shows many women Bollywood actresses and sports stars dressed up in Nike costumes and shoes, standing in a row, and posing for a photograph for Nike India’s Da Da Ding advertisement. Below the photo is the Nike logo with the text: “Just do it.”]
Nike India’s Da Da Ding is a girl power ad that received two million views in 12 hours. The ad used popular Bollywood actresses and sports stars and was aimed at altering women’s and girls’ self-concept by promoting feelings of control, competency and strength.Source: Nike, Inc.

Actual and ideal selves

When a consumer compares some aspect of themselves to an ideal, this judgement influences self-esteem. The person might ask, ‘Am I as good-looking as I would like to be?’ or ‘Do I make as much money as I should?’ The ideal self is a person’s conception of how they would like to be, whereas the actual self refers to our more realistic appraisal of the qualities we do and don’t have. We choose some products because we think they are consistent with our actual self, whereas we buy others to help us reach an ideal standard. We also often engage in a process of impression management, in which we work hard to ‘manage’ what others think of us; we strategically choose clothing and other products that will show us off to others in a good light.* Impression management applies to all sorts of behaviours, from professional contexts and dating to group image sharing on social media. How many Snapchat filters have you used? Which is your favourite: the puppy nose, rainbow mouth or flower crown? While we might be critical of the photoshopped ads of Victoria’s Secret models, are we similarly using Snapchat filters and other ‘beautifying apps’ to manage the images we share of ourselves on social media? We might purposefully edit out a blemish we think is undesirable in an image, but what about other characteristics? Some commentators have raised concerns about the photoshop-like edits used by Snapchat filters to lighten skin colour, minimise ethnic features and drops ‘kilos’ from the face. Is this a new style of ‘digital plastic surgery’?* Or are these manipulations something more harmful in that they create the impression that these images shared on Snapchat are the norm?

Review:

  	Self-esteem: The positivity of a person’s self-concept.
	Social comparison: The perspective that people compare their outcomes with others’ as a way to increase the stability of their own self-evaluation.
	Identity: Any category label with which a consumer self-associates that is amenable to a clear picture of what a person in that category looks like, thinks, feels and does.
	Actual self: A person’s realistic appraisal of their own qualities.
	Impression management: Our efforts to ‘manage’ what others think of us by strategically choosing cues that will put us in a good light.


Fantasy: bridging the gap between the selves

Most people experience a discrepancy between their actual and ideal selves, but for some consumers this gap is especially large. These people are particularly good targets for marketing communications that employ fantasy appeals.* A fantasy, or daydream, is a self-induced shift in consciousness, which is sometimes a way to compensate for a lack of external stimulation or to escape from problems in the real world.* Many products and services succeed because they appeal to our fantasies. An ad may transport us to an unfamiliar, exciting situation; things we purchase may permit us to ‘try on’ interesting or provocative roles. Technology such as virtual makeovers offer consumers the chance to experiment with different looks before they actually take the plunge in the real world. Vogue’s ‘Makeup Simulation’ application allows women to see how a favourite beauty brand would look on their (simulated) faces, and Johnson & Johnson’s Neutrogena Skin360™ app uses technology to analyse a customer’s face and assess their beauty regimen.*

During the COVID-19 pandemic, beauty brands and businesses trialled new digital solution to keep beauty experts and brands connected with their customers. Beauty brand Olive & June extended its Instagram page to host at-home masterclasses and regular tutorials to extend its luxury nail salon experience to an ‘in-home’ experience. When product testers were removed from beauty counters, brands turned to AR technology to virtually apply cosmetic foundation shades and lipsticks, which meant customers could still try before they buy. Chanel launched the ‘Lipscanner’ app, enabling customers to virtually try on the brand’s lipstick, or to colour-match a lipstick with a favourite fashion item. MAC created a virtual tool that made more than 200 of its products more accessible and shoppable, giving buyers options to wear the product live, upload a picture or swatch it on a model. There has also been a boom in ‘virtual skin consultations’, with known brands such as Clinique creating a virtual skin school and also offering make-up master classes. While these options during COVID-19 changed how beauty shopping behaviour, they are also perhaps paving the way for new ways for consumers to consume beauty services beyond the pandemic.

      Multiple selves

In a way, each of us is really a number of different people—for example, your mother probably wouldn’t recognise the ‘you’ that emerges from a party at 2 am! We have as many selves as we do different social roles. Depending on the situation, we act differently, use different products and services and even vary in terms of how much we like the aspect of ourselves we put on display. A woman may require a different set of products to play each of her roles: she may choose a sedate, understated perfume when she plays her professional self, but splash on something more bold on Saturday night as she transitions to her party self.

The dramaturgical perspective on consumer behaviour views people as actors who play different roles. We each play many roles, and each has its own script, props and costumes.* The self has different components, or role identities, and only some of these are active at any given time. Some identities (e.g. husband, boss, student) are more central to the self than others, but other identities (e.g. dancer or advocate for the homeless) may dominate in specific situations.* Indeed, some roles may conflict with one another. For example, one study of young Iranian people who live in the UK described what the authors termed the torn self, where respondents struggled with retaining an authentic culture while still enjoying Western freedom (and dealing with the assumptions of others who believe they might be terrorists).*​﻿

Strategically, this means a marketer may want to ensure that the appropriate role identity is active before pitching products  suggesting that customers need to play a particular role. One obvious way to do this is to place advertising messages in contexts in which people are likely to be well aware of that role identity—for example, when fortified drink and energy bar product companies hand out free product samples to runners at a marathon.

If each person potentially has many social selves, how does each develop? How do we decide which self to ‘activate’ at any point in time? The sociological tradition of symbolic interactionism stresses that relationships with other people play a large part towards forming the self.* According to this perspective, we exist in a symbolic environment. We assign meaning to any situation or object when we interpret the symbols in this environment. As members of society, individuals learn to agree on shared meanings. Thus, we ‘know’ that a red light means stop and the ‘golden arches’ mean fast food. That knowledge is important for understanding consumer behaviour because it implies that our possessions play a key role as we evaluate ourselves and decide ‘who we are’.*

The looking-glass self

Sociologists call the process of imagining others’ reactions ‘taking the role of the other’ or the looking-glass self.* According to this view, our desire to define ourselves operates as a sort of psychological sonar: we take readings of our own identity when we ‘bounce’ signals off others and try to project their impression of us. Like the distorted mirrors in a funhouse, our appraisal of who we are varies depending on whose perspective we consider and how accurately we predict their evaluations of us. In symbolic interactionist terms, we negotiate these meanings over time. Essentially we continually ask ourselves the question, ‘Who am I in this situation?’ Those around us greatly influence how we answer this because we also ask, ‘Who do other people think I am?’ Apply this theoretical lens to the YouTube phenomenon. YouTube is a site of self-expression that has become hugely successful because it is a ‘broadcast yourself’ medium.* YouTube was activated on 14 February 2005 and since that time has documented many forms of individual expression and artistic exploration. Researchers exploring ‘YouTube celebrities’ more recently have noted it is a novel space where longstanding cultural ideas around the self, individuality and self-expression are reworked.*

Review:

  	Fantasy: A self-induced shift in consciousness, often focusing on some unattainable or improbable goal.
	Dramaturgical perspective: A perspective of consumer behaviour that views people as actors who play different roles.
	Torn self: A condition where immigrants struggle to reconcile their native identities with their new cultures.
	Symbolic interactionism: A sociological approach stressing that relationships with other people play a large part in forming the self.
	Looking-glass self: The process of imagining the reaction of others towards oneself.


      Self-consciousness

Have you ever walked into a class in the middle of a lecture? If you were convinced that all eyes were on you as you awkwardly searched for a seat, you will understand the feeling of self-consciousness. In contrast, sometimes we behave with shockingly little self-consciousness. For example, we may do things in a stadium, at a riot or at a party that we would never do if we were highly conscious of our behaviour (and add insult to injury when we post these escapades on social media!).* Of course, certain cues in the environment, such as walking in front of a mirror, are likely to promote self-consciousness. That feeling in turn may influence behaviour. For example, one pair of researchers looked at whether grocery shoppers who pushed a trolley with an attached mirror would buy more healthy foods because their heightened self-consciousness made them more weight-conscious.*​﻿

Some people seem to be more sensitive in general to the image they communicate to others. However, we all know people who act as if they’re oblivious to the impression they make. A heightened concern about the nature of one’s public ‘image’ also results in more concern about the social appropriateness of products and consumption activities.

Consumers who score high on a scale of public self-consciousness express more interest in clothing and use more cosmetics than those who score lower.* In one study, highly self-conscious participants expressed greater willingness to buy personal products such as a douche or a flatulence-prevention remedy, which are somewhat embarrassing to buy but may avoid awkward public incidents later.*

Similarly, high self-monitors are more attuned to how they present themselves in their social environments, and their estimates of how others will perceive their product choices influence what they choose to buy.* A scale to measure self-monitoring asks consumers how much they agree with statements such as ‘I guess I put on a show to impress or entertain others’ or ‘I would probably make a good actor’. Perhaps not surprisingly, publicly visible types such as football players and fashion models tend to score higher on these dimensions.* Self-consciousness on steroids’: perhaps that’s what we’re experiencing in what historians looking back might call ‘The Era of the Selfie’. A selfie, or a picture smartphone users take of themselves on their smartphone (whether or not it’s attached to a ‘selfie stick’) is a common form of communication that has emerged as a huge cultural phenomenon. A report from Samsung stated that the average person will take 25,000 selfies during their lifetime.* What explains the infatuation many of us seem to have with photographing ourselves? One simple reason: because we can. Obviously the widespread adoption of smartphones makes it easy to do.

 [image: A photo shows two young women on a street corner, each having a drink while both looking at a phone, and smiling.]
Source: visualspace/Getty Images

       



Marketing opportunity

Femvertising

Femvertising uses an empowerment message—and it’s driving a new pro-female advertising movement. Why is this tactic working now? Because it appears that people have never been more aware of the gender gap and a wider range of women and men (see #HeForShe) are getting involved to make changes. Dove Campaign for Real Beauty was the first mainstream femvertising. This campaign started an important dialogue about celebrating women of all types. It has led the way for other campaigns: #LikeAGirl by personal care brand Always, Pantene’s ‘Labels Against Women’, Covergirl #girlscan campaign and more. The empowerment messages in these campaigns call women to overcome barriers and break boundaries in sport, work and everyday life.

The femvertising message resonates with women:

  	51% like pro-female ads because they believe they break down gender-equality barriers.
	81% said ads that portray women positively are important for younger generations to see.
	71% think brands should be responsible for using advertising to promote positive messages to women and girls.


There have been a few missteps along the way. While Dove has been a creative leader in femvertising, it made a mistake when advertising its body wash. By using a variety of bottle shapes to send a message about differences in body shape, it got the message wrong. The campaign created a negative groundswell on social media for being hilariously stupid (and condescending).

It might be easy to dismiss femvertising as shallow because it’s just using a novel message as a means to sell more products to women. Is this simply further evidence of manipulative advertising that is just as bad as beer and weight-loss advertising? Is femvertising paying lip service to feminism while profiting off the obstacles women face? Yes, femvertising is creating interest, making waves and dollars for industry. But at the same time, industry is being socially conscious and involved in continuing to develop a female-positive trend—that’s a good direction for more marketers and advertisers to follow.

Thinking about the relationship between feminism and brands, read about how events such as International Women’s Day offer brands all over the globe the opportunity to be creative and celebrate the contribution women make.

 Source: J Ottum & H Guerra, ‘SheKnows Media hosts Femvertising panel at Advertising Week XI’, SheKnows Media, 2 October 2014: www.prweb.com/releases/2014/10/prweb12218613.htm; S Gupta, ‘Femvertising: how corporates co-opt feminism to sell us things’, Feminism in India, 30 May 2017: https://feminisminindia.com/2017/05/30/femvertising-corporates-feminism.

  

      Are we what we buy?

Way back in 1890, the famous psychologist William James wrote, ‘A man’s self is the sum total of all that he can call his’. And that was before iPhones, Levi’s jeans and Smeg retro-style refrigerators! Self-image congruence models suggest that we choose products when their attributes match some aspect of the self (see Table 7.1).* And, when we choose a product that we think is aesthetically pleasing, this choice makes us feel better about ourselves.* Indeed, recent research that included brainwave measures such as functional magnetic resonance imaging (fMRI) showed that when a person has a close relationship with a brand it activates the insula, a brain area responsible for urging, addiction, loss aversion and interpersonal love.*

 Table 7.1 Items used to measure brand congruence with the actual and ideal self
	Research exploring consumers’ emotional brand attachment used the following items to measure self-congruence
	ACTUAL SELF-CONGRUENCE	IDEAL SELF-CONGRUENCE
	The personality of brand X is consistent with how I see myself (my actual self).


	The personality of brand X is consistent with how I would like to be (my ideal self).



	The personality of brand X is a mirror image of me (my actual self).


	The personality of brand X is a mirror image of the person I would like to be (my ideal self).






Source: L Malär, H Krohmer, WD Hoyer & B Nyffenegger, ‘Emotional brand attachment and brand personality: The relative importance of the actual and the ideal self’, Journal of Marketing, 2011, 75(July): 35–52. Reprinted with permission from Journal of Marketing, published by the American Marketing Association.

These emotional connections even make people defensive of their favourite brands if they see negative information about them. A comment by a respondent (a 32-year-old male) in one study nicely illustrates this bond: ‘My BMW is my wingman, my twin. I would never diss it for another car because that would be like dissing my twin brother or worse, dissing  myself’.* This guy’s fondness for his vehicle is hardly unique; many owners have nicknames for their cars. Congruence models assume a process of  ‘cognitive matching’ between product attributes and the consumer’s self-image.* Over time we tend to form relationships with products that resemble the bonds we create with other people: these include love, unrequited love (we yearn for it but can’t have it), respect and perhaps even fear or hate (‘Why is my computer out to get me?’).* Researchers even report that after a ‘break-up’ with a brand, people tend to develop strong negative feelings and will go to great lengths to discredit it, including spreading negative word-of-mouth  and even vandalism.*

Research largely supports the idea of congruence between product usage and self-image. One of the earliest studies to examine this process found that car owners’ ratings of themselves tended to match their perceptions of their cars: Pontiac drivers saw themselves as more active and flashy than did Volkswagen drivers.* Indeed, a German study found that observers were able to match photos of male and female drivers to pictures of the cars they drove almost 70% of the time.* Researchers also report congruity between consumers and their most preferred brands of beer, soap, toothpaste and cigarettes relative to their least preferred brands, as well as between consumers’ self-images and their favourite stores.*​﻿ Some specific attributes useful for describing matches between consumers and products include rugged/delicate, excitable/calm, rational/emotional and formal/informal.*

Although these findings make some intuitive sense, we cannot simple assume that consumers will always buy products whose characteristics match their own. It is not clear that consumers really see aspects of themselves in down-to-earth, functional products that don’t have complex or humanlike images. It is one thing to consider a brand personality for an expressive, image-oriented product, such as perfume, and quite another to impute human characteristics to a toaster.

Another problem is the old ‘chicken-and-egg’ question: do people buy products because they see these as similar to themselves, or do people assume that these products must be similar to themselves because they bought them? The similarity between a person’s self-image and the images of products purchased does tend to increase over the time the product is owned, so we can’t rule out this explanation.

We use an individual’s consumption behaviours to identify that person’s social identity. In addition to checking out a person’s clothes and grooming habits, we make inferences about personality based on their choice of leisure activities (e.g. gaming versus bowling), food preferences (e.g. tofu and beans versus steak and potatoes), cars and home decorating choices. When researchers showed people pictures of someone’s living room, for example, study participants made surprisingly accurate guesses about the occupant’s personality.* In the same way that a consumer’s use of products influences others’ perceptions, the same products can help determine their own self-concept and social identity.*

We are attached to an object to the extent we rely on it to maintain our self-concept.* Objects act as a security blanket when they reinforce our identities, especially in unfamiliar situations. For example, when a pair of researchers asked children of various ages to create ‘Who am I?’ collages, for which they chose pictures that represented their ‘selves’, older children between middle childhood and early adolescence inserted more photos of branded merchandise. Also, as they aged, their feelings about these objects evolved from concrete relationships (e.g. ‘I own it’) to more sophisticated, abstract relationships (e.g. ‘It is like me’).*

Our use of consumption information to define the self is especially important when we have yet to completely form a social identity, such as when we have to play a new role in life. Think, for example, of the insecurity you may have felt when you first started  university or re-entered the dating market after leaving a long-term relationship. symbolic self-completion theory  proposes that consumers purchase and consume products and brands as a way to cope with self-discrepancies, or as a means to restore a threatened self-view. For example, researchers found that first-year students reported owning more university-branded clothing articles than students at the end of their degree—who are presumably more secure.*

The contribution of possessions to self-identity is perhaps most apparent when we lose  a treasured object. One of the first acts of institutions that want to repress individuality and encourage group identity, such as prisons or the military, is to confiscate personal possessions.* A study of post-disaster conditions, where consumers may have lost literally everything but the clothes on their backs following a fire, hurricane, flood or earthquake, highlights the dramatic impact of product loss. Some people are reluctant to undergo the process of re-creating their identities by acquiring new possessions. Interviews with disaster victims reveal that some hesitate to invest the self in new possessions and so become more detached about what they buy. This comment from a woman in her fifties is representative of this attitude: ‘I had so much love tied up in my things. I can’t go through that kind of loss again. What I’m buying now won’t be as important to  me’.*

       



CB as I live it: Expanding boundaries between self-concept and sports

Daniel Rayne, Swinburne University of Technology, Victoria

 [image: A photo shows Daniel Rayne of Swinburne University of Technology, Victoria.]

Are you a blue or a red? Well, me, I’m a red. This means I identify as an Arsenal supporter. There are many ways this self-identification manifests itself. I own a team shirt and wear it with pride on the days my team wins. Even on those unfortunate days when Arsenal don’t win, I still wear the shirt to show my loyalty to the team. I have a scarf with the team logo and wear it around my neck in winter so people know what team I support. In my house, I have a clock with the logo on it so people who come to my home know what team I support. Come the weekend, I often watch the Arsenal game on TV—week after week, year after year. In fact, I almost never miss a game. That’s right—it’s obvious that I view myself as a proud Arsenal supporter.

Despite these many symbolic acts I display highlighting the level of support towards my team, I am considered only a mid-level supporter. While it may not necessarily sound like it, I do not refer to Arsenal as ‘we’. If Arsenal lose, which is more often than I would like, I do not let it affect my mood. If someone identifies as a supporter of another team, perhaps a main rival, I do not dislike them straight away without getting to know them first. However, while I don’t exhibit these behaviours, some people do. Commonly, fans say ‘we won’ when their favourite team wins or may say ‘you lost’ when their friend’s favourite team loses. In these instances, typically, sports fans view themselves as part of the team—sharing in their glory and wallowing in their losses.

To be a sports fan enables people to extend on themselves through their beliefs, morals or behaviours. For example, many people choose a sports team based on regional pride. In the AFL, those from Perth may support the West Coast Eagles, while those closely located in Fremantle support the Fremantle Dockers. When it comes to the NRL’s State of Origin, if you’re a Queenslander you are a Maroon and that tends not to dissipate, no matter where you live. In fact, the long-term impact of sports team/self-congruence sees an unwavering loyalty to the team. Even in cases where things go horribly wrong, sports fans regularly make excuses for their favourite team—psychologically, it seems like nothing more than self-preservation. Surely, our beloved team cannot do anything wrong.

Strongly driving the notion of sports team/self- congruence is the concept of social identity, where we look to affiliate ourselves with a particular group. When I think about my own situation and how this plays out in my life, it is quite evident how group affinity develops when it comes to our favourite sports team. For example, when I meet someone for the first time and the topic of sports teams comes up, if they too are an Arsenal supporter, then automatically there is an affiliation with this person. Perhaps we share very little in common in all other aspects of life, yet we do share this one element of common identity. This is further illustrated in particular actions when the group grows larger and supporters emulate each other’s behaviour, thus solidifying their identity and strengthening the bond within the group. From singing the theme song together to holding up signs, dressing up in fancy dress or donning the team colours from head to toe, an extension of the self within one’s group is exhibited.

In my opinion, nowhere does product/self-congruence expand more boundaries than when it comes to sports. That’s because people love their sports team. Even if people don’t love their team, it’s still very common for them to express the fact that they support a team. And sometimes, people who are not fans become fans in certain situations (think about the Soccer World Cup). No matter our age, location, income, gender or profession, when it comes to the sports team we support, our identity is shown.

  

      The extended self

Products often define a person’s self-concept, and as we noted previously, many of the props and settings consumers use to define their social roles become parts of their selves. Those external objects that we consider a part of us constitute the extended self. Some people cherish possessions as if the object is a part of them. One study found that people commonly view their shoes as magical emblems of self, Cinderella-like vehicles for self-transformation. Based on data collected from consumers, the researcher concluded that women tend to be more attuned to the symbolic implications of shoes than men. A common theme that emerged was that a pair of shoes obtained when younger—whether a first pair of leather shoes, a first pair of high heels or a first pair of cowboy boots—had a big impact even later in life. These experiences were similar to those that occur in such well-known fairy tales and stories as Dorothy’s red shoes in The Wizard of Oz, Karen’s magical red shoes in Hans Christian Andersen’s The Red Shoes and Cinderella’s glass slippers.*

In addition to shoes, of course, many material objects—ranging from personal possessions and pets to national monuments or landmarks—help to form a consumer’s identity. Just about everyone can name a valued possession that has a lot of the self wrapped up in it, whether it is a beloved photograph, a trophy, an old shirt, a car or a cat. Indeed, usually we can construct a pretty accurate ‘biography’ of someone when we simply catalogue the items they display in their bedroom or office. A study illustrates that the product/self doesn’t even have to be that strong to influence a consumer’s self-concept. In one experiment, researchers approached women in a shopping centre and gave them one of two shopping bags to walk around with for an hour. Women who received a bag from Victoria’s Secret later reported to the researchers that they felt more sensual and glamorous. In another experiment, MBA students were asked to take notes for 6 weeks using a pen embossed with the MIT logo; they reported feeling smarter at the end of the term.*

	
Source: Source: dean bertoncelj/Shutterstock; 


	Individual level: Consumers include many of their personal possessions in self-definition. These products can include jewellery, cars and clothing. The saying ‘You are what you wear’ reflects the belief that one’s things are a part of one’s identity.
	Family level: This part of the extended self includes a consumer’s residence and the furnishings in it. We can think of the house as a symbolic body for the family, and the place where we live is often a central aspect of who we are.	
Source: Image 2: dny3d/Shutterstock; 



	
Source: Olga Kashubin/Shutterstock



	Community level: It is common for consumers to describe themselves in terms of the neighbourhood or town from which they come. For farming families or other residents with close ties to a community, this sense of belonging is particularly important.
	Group level: We regard our attachments to certain social groups as a part of the self (we consider some of these consumer subcultures in later chapters). A consumer also may feel that landmarks, monuments or sports teams are a part of the extended self.	
Source: Neale Cousland/Shutterstock.




As Figure 7.1 shows, we describe four levels of the extended self, ranging from personal objects to places and things that allow people to feel as though they are rooted in their larger social environments:*

  Figure 7.1 Levels of the extended self
[image: A pyramid shows four levels of the extended self from top to bottom, namely, individual, family, community, and group. The arrow marks shown lead from one level to the other.]
 
      Gender identity

7.3 Examine how gender identity and roles can influence consumption behaviours.

Gender identity is an important component of a consumer’s self-concept. Many studies in marketing regularly use the terms sex and gender interchangeably, yet the terms have important differences.* Sex and gender differences are attributed to biological and/or physiological (‘nature’) and (‘nurture’) characteristics. Gender identity refers to an individual’s psychological sexual identity, as opposed to their biological sex, and is considered the most significant social identity held by an individual due to the constant reinforcement of gender that occurs through various social and media institutions.* People often conform to their culture’s expectations about how those of their gender should act, dress or speak; we refer to these sets of expectations as sex roles. Stereotypical attributes and roles linked to gender are considered to evolve more from sociological and cultural design than from biological endowment.* 

Researchers documenting gender identity explain the significant differences in consumer behaviours such as shopping, household decision making and reactions to advertising.* For example, market researchers observe gender differences when they compare the food preferences of men with those of women. Women eat more fruit; men are more likely to eat meat. As one food writer put it, ‘Boy food doesn’t grow. It is hunted or killed’.* Indeed, consumers do tend to view meat as a masculine product. In one case, a company that sells soy patties found that men viewed the food as feminine, so its solution was to add artificial grill marks on the patties to make them look like cuts of meat.*

Sex differences also show in the quantities of food men and women eat: when researchers at Hershey discovered that women eat smaller amounts of lollies, they created a white chocolate confection called Hugs, one of the most successful food introductions of all time. In contrast, a man in a Burger King Whopper ad ditches his date at a fancy restaurant, complaining that he is ‘too hungry to settle for chick food’. Pumped up on Whoppers, a swelling mob of men shake their fists, punch one another, toss a van off a bridge and sing, ‘I will eat this meat until my innie turns into an outie’ and ‘I am hungry. I am incorrigible. I am  man’.*  While these past ads portray biological sex differences simplistically, they also show how advertising portrays that cultural standards for men and women have changed in more recent times.

       

CB as I see it: mastery in women’s climbing

Dr Shelagh Ferguson, University of Otago, New Zealand

 [image: A photo shows Dr. Shelagh Ferguson of University of Otago, New Zealand, posing for a photograph while climbing a rock.]
Source: University of Otago

Rock climbing is upward movement over vertical rock, paying careful attention to the placement of hands and feet. You are at the sharp end of the rope, leading upwards placing protection in natural rock cracks as you go. This protection will save you from falling a long way but falling is a possibility and must be addressed mentally and physically all the while. Mental engagement means focusing on controlling your fear and investing in self-belief; you have the ability to succeed, but only through diligent attention. The connection between your body and the rock requires constant awareness of body tension to maintain maximum friction; your body must move continuously to maximise this sensation of attachment to a vertical cliff. Climbing is an experience involving all of the body and senses; to succeed means becoming proficient at controlling your body and mind. The physicality of this activity is evidenced by laboured breathing, well-developed musculature, and ripped and torn hands. The difference between success and falling is controlled by the minutest deviation from a point of equilibrium, heightening the natural intelligence of the body.

While climbing is experienced individually, it also, typically, requires a climbing partner, is rooted within the social context of a rock climbing subculture and relies on the outdoor equipment marketplace for resources. Climbing is intrinsically neither a feminine nor a masculine physical activity but it is situated within a default normalisation of masculinity. Climbers are presumed to be male, particularly when participating in more risky forms such as mountaineering. Previous research argues that the all-consuming lived experience of conquering fear and the vertical rock can overcome this normalised presumption when actually engaged in the physical ‘doing’ of the activity. However, as with many recreational activities, talking about the experience at the end of the day over a beer means it becomes socially situated. Our research found that even extremely competent female climbers were constantly reminded of the taken-for-granted status of climbing as ‘masculine’ at many levels and struggled to resist this presumption.

Mastery of climbing can be a means to gain freedom from or express resistance to the constraints of mainstream society, including gender prejudice. Our research found that expert female climbers want to cultivate their body’s motility and spatiality and thus engage and transcend the socially prescribed gendered limits of their body. In other words, they want to ‘own’ their experiences and not be dependent on male climbers (who can be presumed as a default to be ‘in charge’ even when this is not the case) and not conform to feminine gender stereotypes. For example, these expert women are comfortable being sweaty (the feeling and smell) and proud of their developed musculature. While expert female climbers comprise about 10% of climbers and have more than 200 years of presence in climbing history, our research found that they often have to compromise their expertise to pursue their chosen recreation.

At the marketplace level, our expert females often failed to find resources catering to their needs, not only material goods such as ice axes with smaller handles for smaller hands but also advice on how their needs could be catered to using existing provisions, such as how to adapt and adjust certain brands of axes. Similarly, at personal and community levels they struggled to find partners and groups who wanted to pursue equal responsibility for their climbing experiences, typified by overt comments such as ‘you climb really well for a girl’ to more covert implicit assumptions such as their romantic partners being jealous of the intimacy of partnered climbing with other males. Several of our research participants had to terminate romantic relationships as they were in direct conflict with their desire to climb or had to reduce their climbing to accommodate their romantic partner’s wishes. In short, physical expertise is not experienced in the same way for men and women in the context of climbing.

Source: C Austin, ‘Freedom in the hills’, Alpinist, 2015, 52 (Winter); B Birkett & B Peascod, Women climbing: 200 years of achievement. London: A&C Black, 1989. D Chisholm, ‘Climbing like a girl: an exemplary adventure in feminist phenomenology’, Hypatia, 2008, 23(1): 9-40; RE Dilley & S J Scraton, ‘Women, climbing and serious leisure’, Leisure Studies, 2010, 29(2): 125–41; S Ferguson, J Brace-Govan & D Martin, ‘Marketplace resources and gender: a standpoint analysis of status bias, cultural stereotypes and the production of positional inequalities’, paper presented at ACR conference, San Diego, October 2017; J Kiewa, ‘Traditional climbing: metaphor of resistance or metanarrative of oppression?’ Leisure Studies, 2002, 21(2): 145–61; M Loomis, ‘Going manless’, American Alpine Journal, 2005, 47(79): 98–115; JM Rickly-Boyd, ‘Lifestyle climbing: toward existential authenticity’, Journal of Sport & Tourism, 2012, 17(2): 85–104; M Ryan, ‘Climb like a girl’, UK Climbing, 5 April 2005.

  

      Gender identity versus sexual identity

Gender-role identity is a state of mind as well as body. A person’s biological sex (i.e. male or female) does not totally determine whether they will exhibit sex-typed traits: characteristics we stereotypically associate with one gender or the other. A consumer’s subjective feelings about their sexuality are crucial as well.*

 Masculinity and femininity are not biological characteristics. A behaviour that one culture considers to be masculine might get a different response in another. For example, the norm in the US is that male friends avoid touching each other (except in ‘safe’ situations such as on the football field). In some Latin and European cultures, however, it is common for men to hug and kiss one another as a form of greeting. Note that even this norm continues to evolve, as US teenagers of both sexes adopt the new fad of hugging as a standard form of greeting (sometimes accompanied by the high-five or the fist-bump) and male friends (encouraged by the MTV show of the same name) feel free to talk about having a bromance (affection between straight male friends).* 

Approaches to consumer behaviour have become more gender informed. While women and men continue to be depicted in traditional roles in advertising, this situation is changing as marketers and advertisers start to catch up with reality. This is critical as research shows that women and men alike react negatively to stereotyped portrayals of other genders.* New regulations are also challenging marketers to reconsider how they use gender to advertise their brands through associations with traditional gender roles. For some brands, the use of gender stereotyping in advertising has led to public outcries, consumer boycotts and immense costs due to lawsuit claims.*

Gender identity is not limited to humans. Think about the many digital assistances we encounter that sound like women. The names and voices suggest to users they are more ‘female’ (i.e. Amazon’s home assistant, Alexa) than ‘male’, which reinforces some of the most retrograde gender stereotypes in our society. Some technology companies do provide options: Apple’s Siri can talk to you in a male voice. However, the default settings on most chatbots and virtual assistants have female voices. These companies do have research to support their decisions to make bots female, which notes that people have a preference for female voices in automated systems. Clifford Nass, the author of Wired for Speech, also argued that male voices are perceived as being more autoreactive, whereas female voices are understood to be more helpful and supportive.* Should this matter? Yes ... virtual assistants are designed to be supportive—and subservient; therefore creators are sending a clear message when they make the ‘default’ female.*

Gender also imbues brand identity and in the past marketers capitalised on traditional gender beliefs to advertise their products. Iconic images from advertising such as the ‘Marlboro Man’ used by Philip Morris back in the 1950s, and even the 2010 Old Spice’s ‘Smell Like a Man’ represented a universal masculine appeal. However, the traditional notions of masculinity (and femininity) are giving way to inclusivity, which allows more individualised manifestations of gender beyond the binary model.* Other companies are also being more responsive to shifts in gender representations in the market. Major retailers such as Target have decided to remove sex-type labelling from their stores and aisles,* and GAP has undertaken to improve the selection of products and clothing for young girls in response to a complaint from a young online shopper who emailed the store with the question: ‘Why were the clothes in the girls section so girly?* In acknowledging the changing taste and interests of young girls, even Thomas the Tank Engine is being overhauled. Two new female characters will join Emily, the only existing female engine among the boys.*​﻿ The Wiggles band has also become more gender and culturally inclusive. In Australia, the incredibly popular children’s performers, The Wiggles, have also added members in order to become more gender and culturally inclusive.

  The Wiggles
[image: Screenshot of the Instagram page the wiggles.]
The Wiggles have moved on from being an all-male band to a more gender and culturally inclusive band.Source: Courtesy of The Wiggles © 2022 The Wiggles Pty Ltd

       



Marketing pitfall

Objectifying men in advertising

 [image: A photo shows the mirror reflection of a man shaving using an electric razor.]
Today’s advertising is socialising men into an image-conscious culture and it is having a negative impact on body image.Source: VGstockstudio/Shutterstock

Gender stereotyping saturates advertising, with the majority of it being harmful to both women and men. Advertisers liberally use the ‘sex sells’ concept. Women are more often portrayed as sexual figures, although men are increasingly being objectified in advertising as well. While a ‘bloke’ might laugh off the fact that they are being objectified in advertising, the trend of using hyper-athletic male models and endless images of male torsos with a ripped six-pack is actually having a negative impact on men’s body image. Recent research has reported that increasingly image-obsessed males are damaging themselves in the pursuit of physical perfection, and other reports note that some men are more likely to list being in good shape as a future priority rather than having a relationship. Today’s advertising is now also socialising men into an image-conscious culture, in the same way women have been targeted for generations.

Other pervading stereotypes of women in advertising that some consider less harmful are the portrayals of women as nurturing, caring, softer, maternal figures. Some people in society feel that women intrinsically fit these societal roles better than men. However, does that necessarily mean advertisers need to portray men as being incapable of looking after their children or, as a recent Huggies ad portrayed, ‘dummies’ who are challenged by putting on a mere nappy?

There are many stereotypes of men in advertising. Males are used to portray rugged or tough attributes—think of the many beer, razor, car and even shower gel ads that sell the attribute of ‘tough’ to men by signalling danger and excitement as a key message for being ‘manly’. This selling of the ‘man’s man’ to male consumers, however, is also encouraging men to aspire to unrealistic and potentially harmful beliefs about masculinity. 

Other negative portrayals of men in advertising include being loud, obnoxious, brash and increasingly downright stupid. Actually, there seem to be a growing number of ads that depict men as the buffoon, or being childish (and proud of it). A classic British ad that sells ‘Super Noodles’ to men shows two men licking plates clean then putting them back in the cupboard to use again later. This ad and others like it portray men as ‘sofa-oafs’ or the more demeaning suggestion that men are incapable of doing simple domestic tasks such as washing a plate or ironing a shirt.

Although a single ad might not make a man feel as though he has to behave or look a certain way, over time advertising does have a cumulative effect on both men and women. The media help shape how men and women think about their roles in society. Therefore, we shouldn’t just sit back and laugh at these ads—in fact, we need better, clearer, stronger advertising standards to make brands and companies more accountable.

Source: M Daubney, ‘Advertisers now portray men the way they portrayed women in the 1950s: As either dumb or pretty’, 7 January 2016, www.telegraph.co.uk/men/thinking-man/advertisers-now-portray-men-the-way-they-portrayed-women-in-the; A Tait, ‘Why new rules on gender stereotyping in ads benefit men, too’, 18 July 2017, www.newstatesman.com/politics/media/2017/07/why-new-rules-gender-stereotyping-ads-benefit-men-too 

  

      Sex-typed products

In the past, marketers have promoted many sex-typed products. These products reflect stereotypical masculine or feminine attributes, and consumers associate them with one gender or another.* For example, ePad Femme was the ‘world’s first tablet made exclusively for women’. It came preloaded with a pink background and a number of apps related to yoga, grocery shopping, weight loss and cooking.*​﻿ Following a similar retrograde strategy Spanish carmaker SEAT, in collaboration with Cosmopolitan magazine in Britain, aimed a car ‘just at women and their particular womanly needs’.* The campaign received significant backlash based on the notion that the car is ‘just for them’—implying perhaps that every other car is for men? The campaign missed the mark even further when some of the product attributes included being ‘easy to park’.

What is possibly more challenging is the increasing use of the pink tax applied by product designers and manufacturers of products ‘made for women’.* A US study conducted by the New York Department of Consumer Affairs demonstrated that from ‘cradle to cane’, the cost of being a female consumer was higher. The report notes that women’s products cost 7% more than similar products for men: specifically 7% more for toys and accessories, 4% more for children’s clothing, 8% more for adult clothing, 13% more for personal-care products and 8% more for senior/home healthcare products.*

      Gender-neutral products

The British department store chain Selfridges is known for unusual promotions; in the past the store went brand-free for two years to give customers a break. More recently, the store launched its Agender Project, which offers consumers a gender-free shopping experience. One possible motivation for the experiment: the store finds that more female shoppers are buying menswear for themselves and now it wants to encourage men to be adventurous about crossing to the other side of the aisle as well.* This issue has also crossed into the domain of children’s toys, as researchers have found that today toys are more gender-coded than they were 50 years ago.* For some parents this shift raises concerns because toys are important tools for early learning, and that also includes lessons about gender.* The ‘No Gender December’ campaign by Play Unlimited directly targets the peak Christmas buying period in Australia with a mission to eliminate the gendered marketing of toys to children.

 [image: An image shows the following text: “No gender stereotypes December; give gifts, not stereotypes.”]
The ‘No Gender December’ campaign aims to raise awareness about the increasing use of gender coding in the marketing of children’s toys. Image descriptionA photo shows two rows of cars in a parking lot. One side has only blue cars and the other side has only pink cars. The photo has the text: “If the world were a toy store, would this be enough choice for you?”
Source: No Gender December/Play Unlimited

Androgyny refers to the possession of both masculine and feminine traits.* Researchers make a distinction between sex-typed people, who are stereotypically masculine or feminine, and androgynous people, whose orientation does not ascribe to the gender binary. Some research indicates that sex-typed people are more sensitive to the sex role depictions of characters in advertising. In one study, participants read two versions of a beer advertisement couched in either masculine or feminine terms. The masculine version contained phrases such as ‘X beer has the strong aggressive flavour that really asserts itself with good food and good company’ and the feminine version made claims such as ‘Brewed with tender care, X beer is a full-bodied beer that goes down smooth and gentle’. People who rated themselves as highly masculine or highly feminine preferred the version that was described in (respectively) very masculine or very feminine terms.*

Androgyny presents as indeterminate gender, and today’s millennials and Gen Z consumers are increasingly challenging conventional gender stereotypes. Marketers can open new markets by reviewing and reassessing how they position gender as a means to reach market segments. Some companies that sell exclusively to one gender are simply deciding to test the waters in other segments when they promote gender-bending products,  which are traditionally sex-typed items adapted to a different sex, such as the recent profusion of merchants that sell pink guns for women. Here are some other gender benders:*

  	Rubbermaid introduced a line of grooming tools specifically for men, including tweezers and clippers. As a manager explained: ‘Most men don’t want to go to what we call the “pink aisle” of the store to get tweezers and clippers that are made for women. They want products that look masculine and are made for their specific grooming needs’.*
	Old Spice has long been known as the brand Dad keeps in his medicine cabinet, but young women who like the scent and the relatively low price are tuning into the deodorant as well. This resurgence is a bit ironic because the first product the company introduced in 1937 was a women’s fragrance.
	Febreze is an odour-neutralising line of products that Procter & Gamble (P&G) markets to women for housecleaning. However, P&G finds that a lot of men spray it on their clothes to delay doing laundry. And in Vietnam, where the product is called Ambi Pur, men who ride motor scooters use it as a deodorising spray for their helmets.*


 Lesbian, gay, bisexual and transgender consumers: LGBTQIA+ 

 [image: An advertisement poster of Axe’s Anarchy perfume brand shows a boy meeting a girl; he holds a blowtorch in his hand and the girl carries a bag of fireworks that the girl carries.]
Axe’s Anarchy brand is a gender-bender. Image descriptionBelow is the text: “New Axe Anarchy; for him plus for her; unleash the chaos.”
Source: Courtesy of Unilever

LGBTQIA+ identities are being more actively targeted by marketers, and companies are acknowledging this societal shift towards more acceptance. The percentage of the population that is gay and lesbian is difficult to determine, and efforts to measure this group have been controversial.* However, the respected research company Yankelovich Partners Inc., which has tracked consumer values and attitudes since 1971 in its annual Monitor survey, now includes a question about sexual identity in its survey. This study was virtually the first to use a sample that reflects the population as a whole, instead of polling only smaller or biased groups (such as readers of gay publications), whose responses may not be representative of all consumers. About 6 per cent of respondents identified themselves as gay/homosexual/lesbian. As of 2018, there has been tremendous growth in marketing and public relations firms that specialise in consulting with and for companies of all sizes regarding the LGBTQIA+ global market.

Gay relationships have become more mainstream, and in the late 20th century the rite of marriage for same-sex couples became more common as it was written globally into the laws of countries ranging from the Netherlands to Canada, Ireland and New Zealand; more recently, in Australia the same-sex marriage plebiscite returned a positive ‘Yes’ vote in support of gay marriage.* It’s not surprising, then, that we’re seeing more and more marketing communications that routinely include gay couples. A recent Banana Republic campaign featured pairs of models who are also couples in real life, with one couple comprising two men, both interior designers. The chief creative officer of the agency that created the campaign observed that the goal was ‘to reflect our world and how we live in a true, genuine way’.* Global furniture brand IKEA has featured an interracial gay couple in its advertising. Even the Oreo cookie brand took a public stand in support of Gay Pride Month when it posted a photo on its Facebook page of an Oreo with six different colours of cream: one for each colour of the rainbow, a symbol gay rights supporters use to show diversity. The post drew many thousands of comments. Some called for a product boycott, but most, such as this one, were more supportive: ‘Thank you Oreo and Nabisco for your Pride. Not only did you make an awesome statement about love and acceptance, but that cookie looked freaking delicious!!’*

The cultural spotlight has also turned onto transgender people, helped along by the media attention sparked by the then popular TV show Orange is the New Black and the debut on the cover of Vogue of former athlete and reality TV star Caitlin Jenner in her gender-affirmed identity. Hunter Schafer, the model/actress/activist who stars with Zendaya in the TV show Euphoria, and Elliot Page, who came out as transgender in 2020, have also raised the profile of the trans community. Our definitions of gender continue to evolve as a global movement for inclusiveness picks up steam. The Australian census in 2021 included ‘non-binary’ as an option, and the use of personal pronouns in email signatures or in Instagram bios is now commonplace. 

      The body

7.4 Discuss embodied experiences of consumers in the market.

To speak of the body sociologically is to consider more than a physiological manifestation of genetic programming—it includes concepts such as the social body, embodiment and corporealisation. It is interesting to note that many studies in marketing that consider issues of beauty, body image, fashion and clothing, for example, ignore the body in favour of an interpretive, mind-focused social psychology. This difference between body and mind—known as Cartesian dualism—is one that has shaped Western thinking for decades. It is built on the assumption that the internal self is distinct from and shaped by the external world.* The body is a mediator between the thinking, meaning-making and sensory experiences of our interactions with people and places. Our bodies bring sensory inputs (as discussed in the chapter 'Perception') and our minds make sense and interpret inputs.* Bodies are also shaped by the mind.*

Social scientists who study relationships between thoughts and behaviours increasingly talk about the theory of embodied cognition. A simple way to explain this perspective is that ‘states of the body modify states of the mind’.* In other words, our behaviours and observations of what we do and buy shape our thoughts rather than vice versa. One of the most powerful examples is the idea that our body language actually changes how we see ourselves; in the most widely viewed TED Talk ever, a social psychologist discusses how power posing (standing in a confident way even if you don’t feel confident) affects brain activity. Again, the self-fulfilling prophecy at work.*

The embodied cognition approach is consistent with consumer behaviour research that demonstrates how changes in self-concept can arise from usage of brands that convey different meanings. Indeed, one pair of researchers used the term enclothed cognition in their work, which showed how the symbolic meaning of clothing changes how people behave. In one study they asked respondents to wear a lab coat, which people associate with attentiveness and precise work. Indeed they found that participants who wore the lab coat displayed enhanced performance on tasks that required them to pay close attention. But they also introduced a twist: when respondents were told the garment was in fact a painter’s coat rather than a doctor’s lab coat, the effects went away. In other words, the respondents interpreted the symbolic meaning of the clothing and then altered their behaviour accordingly.*

The digital self

Today we have access to ‘post-production’ tools to engineer our identities. These free or inexpensive applications allow virtually anyone to dramatically modify their digital self at will as we strategically ‘modify’ the profile photos we post on Facebook or the descriptions we share on online dating sites. In addition, many of us create additional identities in the form of avatars and when playing massively multiplayer online games (MMOGs) such as World of Warcraft. Our physical bodies continue to merge with our digital environments: we’re moving from ‘you are what you wear’ to ‘you are what you post’. We also take pieces of these digital identities back with us to the physical world. Respondents in one study placed more value on digital items that reflected their physical identities, such as digital photos and written communications.*

Wearable computing

Get ready for the invasion of wearable computing. Whether devices we wear on our wrist, such as the Apple Watch, on our face, such as virtual reality headsets, or woven into our clothing, increasingly our digital interactions will become attached to our bodies—and perhaps even inserted into our bodies as companies offer ways to implant computer chips into our wrists. There are obvious privacy concerns as more of these products are adopted, but advocates argue they offer numerous benefits as well. These attachable computers will be cheaper, provide greater accuracy because sensors are closer to our bodies and be more convenient because we won’t have to carry around additional hardware.*Already numerous wearables with big health implications are available or under development:*

  	sensing for sleep disorders by tracking breath, heart rate and motion
	tracking ingestion of medication via sensors that are activated by stomach fluid
	measuring blood sugar via a contact lens with a chip that can track activity in a patient’s tears.


      Body image

A person’s physical appearance is a large part of their self-concept. Body image refers to a consumer’s subjective evaluation of their physical self. Our evaluations don’t necessarily correspond to what those around us see. A man may think of himself as being more muscular than he really is, or a woman may feel she appears fatter than is actually the case. Whether these perceptions are accurate is almost a moot point because our body insecurities weigh us down whether they’re justified or not.*

Some marketers exploit consumers’ tendencies to distort their body image when they prey on our insecurities about appearance. They try to create a gap between the real and the ideal physical selves and consequently motivate a person to purchase products and services they think will narrow that gap. Even social media apparently affects how we feel about our bodies. A recent study of Facebook users reported that half felt more self-conscious about their body image after they looked at photos of themselves and others on the site.*

Ideals of beauty

A person’s satisfaction with the physical image we present to others depends on how closely we think the image corresponds to the ideal of our cultural values. An ideal of beauty is a particular model, or exemplar, of appearance. Ideals of beauty for both men and women may include physical features (e.g. a well-rounded derrière for women or a well-defined six-pack for men) as well as clothing styles, cosmetics, hairstyles, skin tone (pale versus tan) and body type (petite, athletic, voluptuous, etc.). Our desires to match up to these ideals—for better or worse—drive a lot of our purchase decisions.

Is beauty universal?

What cues lead us to view some faces as beautiful or handsome as opposed to others? Specifically, people appear to favour features we associate with good health and youth because these signal reproductive ability and strength. These characteristics include large eyes, high cheekbones and a narrow jaw. Believe it or not, another cue that people across ethnic and racial groups use to signal sexual desirability is whether the person’s facial features are balanced (i.e. if the two sides of the face are in proportion to each other).*

Anthropologists have demonstrated that there are widely differing culturally instituted norms about what counts as ‘beautiful’. Therefore, the way we ‘package’ our bodies still varies enormously, and that’s where marketers come in: advertising and other forms of mass media play a significant role in determining which forms of beauty we consider desirable at any point in time. An ideal of beauty functions as a sort of cultural yardstick. Consumers compare themselves to a particular standard (often one that the fashion media advocate at that time), and they are dissatisfied with their appearance to the extent that they don’t match up to it. This may lower their own self-esteem or, in some cases, possibly diminish the effectiveness of an ad because of, for example, the negative feelings a highly attractive model arouses.*

Our language provides phrases to sum up these cultural ideals. We may talk about a ‘bimbo’, a ‘girl-next-door’ or an ‘ice queen’, or we may refer to specific women who have come to embody an ideal, such as J-Lo, Kim Kardashian, the late Princess Diana and before her the late Princess Grace.* Similar descriptions for men include ‘jock’, ‘pretty boy’, ‘bookworm’ and ‘Brad Pitt type’.

      Ideals of female beauty evolve over time

Although beauty may ‘only be skin deep’, throughout history women have worked hard to attain it. They’ve starved themselves; painfully bound their feet; inserted plates into their lips; spent countless hours under hair dryers, in front of mirrors and beneath tanning lamps; and opted for breast reduction or enlargement operations.

We characterise periods of history by a specific ‘look’ or ideal of beauty. Often these relate to broader cultural happenings, such as today’s emphasis on fitness and toned bodies. A look through Western history reveals a succession of dominant ideals. For example, in sharp contrast to today’s emphasis on health and vigour, in the early 1800s it was fashionable to appear delicate to the point of looking ill. Other past looks include the voluptuous, lusty woman that Lillian Russell made popular; the athletic Gibson Girl of the 1890s; and the small, boyish flapper of the 1920s exemplified by the silent movie actress Clara Bow.* Marilyn Monroe died in 1962, but she represents a cultural ideal of beauty that persists to this day. MAC introduced a line of cosmetics named after her and Macy’s launched a Marilyn clothing line.*

Our culture communicates beauty standards—subtly and not so subtly—virtually everywhere we turn: on magazine covers, in department store windows, on TV shows. Feminists argue that fashion dolls, such as the ubiquitous Barbie, reinforce an unnatural ideal of thinness. When we extrapolate the dimensions of these dolls to average female body sizes, indeed they are unnaturally long and thin.* If the traditional Barbie doll were a real woman, her dimensions would be 38–18–34! Mattel conducted ‘plastic surgery’ on Barbie to give her a less pronounced bust and slimmer hips, but she is still not exactly average.* The company now sells a more realistic Barbie featuring wider hips and a smaller bust.*

 [image: A close-up of a woman holding a doll which is very similar to her.]
Barbie marker Mattel has continued to embrace changes in women’s beauty and body ideals, including recognising women’s intelligence and career pursuits. The most recent evolution of the Barbie doll included a special edition series recognising the contribution of female scientists in overcoming the COVID-19 pandemic. This included Dr Jaqueline Goes de Jesus, who worked with a team to sequence the first genome of the SARS-CoV-2 virus. Source: Cover Images/AAP

What is today’s ideal of female beauty?

Of course the pendulum is always moving because cultural changes modify the ideals of beauty that are dominant at one point in time. In late 2014, Kim Kardashian supposedly ‘broke the internet’ when many thousands of people clicked on a link to see a revealing photo of her large (and allegedly Photoshop-enhanced) backside on the cover of Paper magazine.* A hit music video by Jennifer Lopez and Iggy Azalea called Booty helped to drive the trend (and acceptance) of different feminine silhouettes. While the Kardashians and Iggy Azalea have at times been accused of cultural appropriation, this greater acceptance of different body shapes as being desirable has also had a positive effect on many women. For more about this intersection between race and culture, see the chapter 'The culture of consumption'.

It’s not surprising that standards are changing because the typical woman’s body is no longer as ‘petite’ as it used to be. The most commonly purchased dress size today is a 14; it was an 8 in 1985. The size and shape of the ‘average’ Western consumer is dramatically different from what it was 60 years ago; essentially the fashion industry is selling clothing to super thin women who don’t exist (at least not many of them do). Yet apparel companies still develop clothing lines based on a 1941 military study that set sizing standards based on a small sample of mostly white, young (and presumably physically fit) female soldiers. Indeed, even the sizes we wear send messages about body ideals. Clothing manufacturers often offer vanity sizing, where they deliberately assign smaller sizes to garments. Women prefer to buy the smaller size, even if the label is inaccurate. Those who have low self-esteem related to appearance think of themselves more positively and believe they are thinner when they wear vanity sizes.*

The growing popularity of ‘full-figured’ women—as promoted in the Dove ‘Real Beauty’ campaign and by celebrities such as Nigella Lawson, Barbie Ferreira, Lizzo and plus-sized models such as Tess Holliday and Paloma Elsesser—positively influences the self-esteem of larger women. In reality, plus-size clothes have been available for almost a century, ever since a Lithuanian immigrant, Lena Bryant (her name was later misspelled as ‘Lane’ on a business form) transformed a maternity-wear business into a line for larger women in the 1920s. Today, mass-market stores such as Target and Cotton On, as well as online retailers such as ASOS and The Iconic, have all embraced the plus size market and offer clothing ranges in inclusive sizing.

Ideals of male beauty

It’s hard not to notice that many business leaders and celebrities have recently sprouted a lot of facial hair. Beards were a no-no for more than a century; in the early to mid-1800s people commonly associated them with socialists and others on the margins of society. Friedrich Engels (who co-authored The Communist Manifesto with Karl Marx) once sponsored a ‘moustache evening’ to taunt the clean-shaven members of the bourgeois class. Then, in the latter part of the century, the ‘beard movement’ came into fashion as the Gold Rush and the Civil War made shaving optional and some rebelled against a world of ‘woman-faced men’. As robber barons such as the full-bearded Jay Gould and Andrew Carnegie flouted their millions, beards became linked to capitalists. The pendulum swung yet again, however, as workers’ rebellions evoked images of bearded men committing violent acts against their bosses. King C Gillette invented the safety razor in 1901 and the clean-shaven look was back. Now, the pendulum has moved again with the subculture of hipsters reigniting the beard trends, and actors such as Charlie Hunnam and Jason Momoa making beards fashionable again.*

As this brief history of facial hair illustrates, a society’s ideals of beauty for men change as well. Male ideals involve length of hair, the presence and type of facial hair (or not), musculature and, of course, clothing styles and accessories. In fact, one national survey that asked both men and women to comment on male aspects of appearance found that the dominant standard of beauty for men is a strongly masculine, muscled body, though women tend to prefer men with less muscle mass than men themselves strive to attain.* 

 [image: An image shows pictures of five men displaying the gradual change in the ideal body types for men over history, starting from chubby to skinny in the middle and then to beefy and finally to muscular body type at last.]
Over the past 150 years the ‘perfect body’ for men has transformed from chubby, to skinny, to muscular—what will be next?Source: Nickolay Lamm/Lammily

Advertisers appear to have the males’ ideal in mind; a study of men who appear in advertisements found that most sport the strong and muscular physique of the male stereotype.* More than 40% of boys in middle school and high school say they exercise regularly to increase muscle mass. Perhaps more troubling, 38% say they use protein supplements and nearly 6% admit they have experimented with steroids.*

      Body decoration and mutilation

People in every culture adorn or alter their bodies in some way. Decorating the physical self serves a number of purposes:

	Purpose	Example
	To provide a sense of security	Consumers often wear lucky charms, amulets and rabbits’ feet to protect them from the ‘evil eye’.
	To indicate high status or rank	The Hidates, Native North Americans, wear feather ornaments that indicate how many people they have killed. In our society, some people wear glasses with clear lenses, even though they do not have eye problems, to enhance their perceived status.
	To enhance sex role identification	Wearing high heels—which podiatrists agree are a prime cause of knee and hip problems, backaches and fatigue—can be compared with the traditional Oriental practice of foot-binding to enhance femininity. 

	To separate group members from non-members	One Native American tribe, the Chinook, pressed the head of a newborn between two boards for a year, which permanently altered its shape. In our society, teens go out of their way to adopt distinctive hair and clothing styles that will separate them from adults.
	To place the person in a gender category	The Tchikrin, Native South Americans, insert a string of beads in a boy’s lip to enlarge it. Western women wear lipstick to enhance femininity.
	To indicate desired social conduct	The Suya of South America wear ear ornaments to emphasise the importance placed on listening and obedience in their culture.
	To place the individual in the social organisation
	Many cultures engage in puberty rites during which a boy symbolically becomes a man. Some young men in parts of Ghana paint their bodies with white stripes to resemble skeletons to symbolise the death of their child status. In Western cultures, this rite may involve some form of mild self-mutilation or engaging in dangerous activities.



Source: Based on RP Rubinstein, ‘Color, circumcision, tattoos, and scars’, in MR Solomon (ed.), The psychology of fashion. Lexington, MA: Lexington Books, 1985, pp. 243–54; PH Bloch & ML Richins, ‘You look “mahvelous”: the pursuit of beauty and marketing concept’, Psychology & Marketing, January 1992, 9: 3–16.

Body anxiety

Because many consumers experience a gap between their real and ideal physical selves, they often go to great lengths to change aspects of their appearance. From girdles to bras, cosmetics to plastic surgery, tanning salons to diet drinks, a multitude of products and services promise to alter aspects of the physical self. It is difficult to overstate the importance of the physical self-concept (and consumers’ desires to improve their appearance) to many marketing activities. To rub salt into the wound, there is evidence that exposure to these messages increases the desire to conform to a cultural ideal (such as thinness for women) but also decreases a person’s belief that they can attain this ideal. One past study found that when women in a weight-loss program were repeatedly exposed to images of a thin model, they saw their dieting goals as less attainable and actually consumed more unhealthy snacks.*

Cosmetic surgery

Consumers increasingly choose to have cosmetic surgery to change a poor body image or simply to enhance appearance.* While in the past cosmetic surgery was typically a service used by famous movie stars keen to preserve their youthful appearance for longer, today it has become a mass consumption phenomenon. For example, in Venezuela, billboards advertise bank loans to obtain breast augmentations: a political candidate even tried to finance his campaign by raffling off a breast lift.* South Korea, which boasts the highest rate of cosmetic surgery of any country, is attracting hordes of Chinese consumers who flock there for double eyelid surgery or more radical facial restructuring, which often involves painful procedures to alter their faces into a V-shape that results in delicate features their culture values. The Korean government even provides funding to promote the country’s medical tourism business. This term describes a rapidly growing sector of the global economy which encourages consumers to travel to other countries for surgical procedures that might be unavailable, more dangerous or more expensive where they live.* Another problematic aspect of the unholy alliance between the ideal of beauty and cosmetic surgery is the emergent phenomenon of Selfie dysmorphia.* Social media filters that smooth our skin, and give us fuller lips and bigger eyes are increasingly used as templates for cosmetic surgery. Our self-image is suffering from not being able to live up to the beautified versions of it in the pictures on social media.

Tattoos

Tattoos—both temporary and permanent—today are a popular form of body adornment.*​﻿ Mattel even released the Totally Stylin’ Tattoos Barbie, which comes with tiny tattoos her young owners can put on her body. The doll also comes with wash-off tatts that children can use to ink themselves.*

Although consumers young and old (OK, mostly young) sport body art to make statements about the self, these skin designs actually serve some of the same functions that other kinds of body painting traditionally did across various cultures. Tattoos (from the Tahitian ta-tu) have deep roots in folk art. Until recently, the images were crude and were primarily death symbols (e.g. a skull), animals (especially panthers, eagles and snakes), pin-up women or military designs. More current influences include science-fiction themes, Japanese symbolism and tribal designs. Historically, people associated tattoos with social outcasts. For example, authorities in 6th-century Japan tattooed the faces and arms of criminals to identify them, and these markings served the same purpose in 19th-century prisons and 20th-century concentration camps.

Marginal groups, such as bikers or Japanese yakuza (gang members) often use these emblems to express group identity and solidarity. However, today a tattoo is a fairly risk-free way to express an adventurous side of the self. In Australia, a 2020 study reported a record high of 25% of Australians having a tattoo, which is up from 19% in 2016. This means that one in five Australians has a tattoo.* The research states that getting a tattoo is not simply a form of ‘youthful rebellion’, with one-third of people getting their first tattoo when aged 26 or older. Many Australians (61%) have more than one tattoo. Interestingly, one in five Australians say they have ‘tattoo regret’, and one in four Australians have looked into tattoo removal.*

Tattoo removal centres with names such as Dr Tattoff, Tat2BeGone and Tattoo MD meet the need to deal with so-called tattoo regret. The global tattoo removal market is expected to reach USD4,794.9 million by 2023.* Unfortunately—at least for now—it’s a lot more complicated to remove a tattoo than to put one on. A design that cost several hundred dollars could require several thousand dollars and many laser sessions to remove.* The moral: before you get a significant other’s name etched onto your body, be pretty sure you plan to stay together.

 [image: A person wearing gloves tattooing a person’s hand.]
The city with the highest percentage of ‘tattoo tourism’ is Denpasar, Indonesia.Source: ViDI Studio/Shutterstock

 

Art, tattoos and culture 

As more people seek unique and creative body art, the question of who owns the copyright of a tattoo is raised. While copyright does not protect ideas, techniques, styles and/or concepts, it does protect original artwork.

Do some background research to find out if consumers who get tattoos need to pay a licence fee or copyright for the image tattooed on their body.

  

Body piercing

Like tattoos, body piercing evolved from a practice associated with fringe groups to a popular fashion statement. Historians credit the initial impetus for the mainstreaming of what had been an underground West Coast fad to Aerosmith’s 1993 video for the song ‘Cryin’', in which actress Alicia Silverstone gets both a navel ring and a tattoo.* Piercings can range from a hoop protruding from a navel to scalp implants, where metal posts are inserted in the skull (do not try this at home!). Publications such as Piercing Fans International Quarterly have seen their circulations soar, and websites attract numerous followers. 

      Learning snapshot

  	Consumers’ self-concepts are reflections of their attitudes towards themselves. Whether these attitudes are positive or negative, they will help guide many purchase decisions; we can use products to bolster self-esteem or to ‘reward’ the self.
	 We often choose products because we think they are similar to our personalities. The symbolic interactionist perspective of the self implies that each of us actually has many selves, and we require a different set of products as props to play each role. We view many things other than the body as part of who we are. People use valued objects, cars, homes and even attachments to sports teams or national monuments to define the self, when they incorporate these into the extended self. 
	Sex roles, or a society’s conceptions about masculinity and femininity, exert a powerful influence on our expectations about the brands we should consume. Advertising plays an important role because it portrays idealised expectations about gender identity.
	 A person’s conception of their body also provides feedback to self-image. A culture communicates specific ideals of beauty, and consumers go to great lengths to attain these. Many consumer activities involve manipulating the body, whether through dieting, cosmetic surgery, piercing or tattooing. Sometimes these activities are carried to an extreme because people try too hard to live up to cultural ideals. 
	 Body decoration or mutilation may serve such functions as separating group members from non-members, marking an individual’s status or rank within a social organisation or within a gender category (e.g. homosexual) or even providing a sense of security or good luck. 


Consumer behaviour challenge

  	Reflect on these aspects of ‘you’: At the end of the day, are you what you buy? Are you what you post online? Use theory from this chapter to guide your exploration of self.
	 One consequence of the continual evolution of sex roles is that men are concerned as never before with their appearance. Men spend $7.7 billion on grooming products globally each year. In Europe, 24% of men younger than age 30 use skincare products—and 80% of young Korean men do. How widespread is this phenomenon? Do you see men in your age group focusing on these interests? Should marketers change how they think of masculinity today?
	 If our possessions do indeed come to be a part of us, how do we bring ourselves to part with these precious items? Researchers found that people often take steps to distance themselves from a favoured object before they get rid of it. Strategies they identified include taking pictures and videos of the objects; moving them into an out-of-the-way location such as a garage or an attic; or washing, ironing and wrapping the item. Interview people you know who have disposed of a product that was important to them—for example, a well-used car or a favourite sweatshirt that finally had too many holes to keep. What steps did they take to ‘divest’ themselves of this attachment (such as removing personal items from the car before selling it)?*
	 Construct a ‘consumption biography’ of a friend or family member. Make a list of, or photograph, their favourite possessions, and see whether you or others can describe this person’s personality just from the information provided by this catalogue.
	Find examples of self-esteem advertising. Evaluate the probable effectiveness of these appeals. Is it true that ‘Flattery gets you everywhere?’
	How do people you know feel about their cars? Interview some of them about the ‘relationships’ they have. Do they decorate their cars? Do they have nicknames for them? And check out a video on YouTube called ‘I Love My Car’ to really see how deep these relationships can go.
	Many advertisers routinely purchase stock photography when they need an image of a certain kind of person to insert in an ad. Many photos of women reflect common stereotypes, ranging from the crisp businesswoman who wears a suit and glasses and holds a briefcase to the smiling mother who pours milk into cereal bowls for her kids at breakfast. Sheryl Sandberg, the Facebook executive who is an advocate for women in business, started an organisation called Lean In to promote leadership. Lean In has now partnered with Getty Images, one of the biggest stock photography companies, to offer an image collection that represents women differently. The new collection depicts women as surgeons, painters, bakers, soldiers and hunters. There are girls riding skateboards and women lifting weights.* Look through a sample of current advertising and collect images of women. To what extent do they represent a range of roles? Categorise these images according to the type of product advertised and the situation the photo depicts (e.g. multitasking woman holding a tablet and a baby, happy homemaker, etc.). Based on what you find, what messages do our media give us about gender roles today?


      Case study

Charging ahead: how desiring the ‘ideal self’ motivates electric vehicle purchases among aspirant and premium consumers

James Tarbit, The University of Queensland

 [image: A close-up of a car in a showroom.]
The 2021 Ford Mustang Mach-E GT (battery electric compact crossover SUV)Source: Roman Belogorodov/Shutterstock

During the 1960s, the Ford Motor Company employed a subversive sales strategy to influence consumers into self-rationalising their recent Ford purchase as a positive experience. This would occur regardless of whatever the consumers’ actual opinion was towards their new Ford. Rather than asking the customer directly if they liked their new Ford vehicle, the dealer instead asked what their friends and neighbours thought of their new Ford. Given these customers often informed their purchase on the social capital and esteem afforded by car ownership, the customer almost always felt compelled to inform the dealer that their friends and neighbours liked the new Ford and they were satisfied with the purchase. This occurred even if the vehicle itself was delivered with manufacturing faults, got less-than-advertised fuel economy or the consumer themselves were in the midst of experiencing buyer’s remorse.*

But why is this? What kind of psychological process would force consumers to potentially like a purchase they actually resented? And how has Ford used this effect to kick off a new wave of Mustang mania among aspirant and premium consumer segments?

Going inside the consumer’s mind: empowering the idealised self

To understand how this seemingly irrational consumption phenomenon occurs and how it can increase electric vehicle sales among the premium consumer segment, we need to get inside the consumer’s head while they’re thinking about their neighbours, their friends and their future car purchase. For high-involvement purchases such as a personal motor vehicle, non-financial considerations such as social status and self-esteem can be influential in driving personal perceptions during the purchase process. In self-rationalising a socially conscious purchase such as a car in this situation, the customer is engaging in a pattern of compensatory customer behaviour. Compensatory customer behaviour is a motivator for consumption of affluent, premium or otherwise conspicuous products and services, triggered by a perceived distance between a consumer’s current state (i.e. their actual state) and their ideal state (i.e. the type of individual they desire to be).* Say, for example, an undergraduate’s current state is a university student living with their parents, and their aspirational future ideal state is to be a high-earning marketing executive or PhD, owning their own home with a fancy electric car proudly on display in the driveway. This fancy electric car would address the perceived self-discrepancies between the current undesired state and desired future ideal state perceived by the undergraduate student, through signalling (to themselves and others) desirable self-concepts such as material success, career progression and positioning within a higher social echelon. This fancy electric car would also mean different things to different groups within the undergraduate’s peer network, such as social mobility to their friends (social self), career progression to their work colleagues (professional self), self-satisfaction and to satiate feelings of self-doubt or impostor syndrome (personal self). 

In recognising the different ‘selves’ that the target consumer currently possesses and aspires to become in future, brands can position themselves to aspirant consumers as a motivational means to address perceived self-discrepancies and engage in acts of symbolic self-completion through consumption of their branded products and/or services. You may often see acts of symbolic self-completion in your social networks, such as friends showing off their retail therapy purchases, pictures of food at nice restaurants or significant ‘milestone’ purchases such as a house to evoke desired responses from others.

Targeting electric vehicle sales towards aspirant and premium consumers

Although electric vehicles were initially marketed to a small segment of early adopters through environmentally conscious brand messaging,* Roy Morgan Research (2020)* identified aspirant and premium consumers as the key future market for electric vehicle brands to focus their marketing investments towards. Not only do these two segments reportedly intend to purchase new cars more frequently than the rest of the Australian population, these aspirant and premium consumers are more receptive to brand characteristics such as design and pedigree while considering purchase options. 

Recently, however, the motivators behind purchasing behaviours in these segments has changed. In previous decades, an aspirational new car purchase was typically motivated to enhance a consumer’s self-concept in signalling success and idealised personal traits among their peers in respect to their social self.* The research conducted by Roy Morgan identified that consumers in the aspirant and premium segments are no longer motivated by signalling an idealised identity or appearance towards others. Instead, these purchases are driven by a need to fulfil discrepancies with the personal self—to align personal traits with those of an aspirational and performance-driven brand. 

Rather than fulfilling personal needs related to social identity as known by the salespeople at Ford in the 1960s, these purchases now serve to fulfil needs motivated by perceived discrepancies in a consumer’s personal self-identity. These include self-conscious needs involving personal freedom, power and control, mortality, financial stability, physical and/or intellectual capability, and other types of personal insecurities.*

In addressing these self-discrepancies through an act of symbolic self-completion (i.e. purchasing a new electric vehicle), consumers are not looking to purchase from mass-market electric vehicle brands with functional benefits such as Kia, Hyundai and Nissan, but instead high-end symbolic brands such as Porsche* and Tesla.* In these segments, the functional brands would draw downward personal comparisons, whereas the symbolic brands drew upward comparisons from these consumers.

The electric stallion: aligning aspirational brand traits towards consumers’ perceived self-discrepancies

The Ford Motor Company recognised the importance of aligning desirable brand characteristics towards potential self-discrepancies held by consumers, as their highly successful Mustang model was originally positioned to capitalise on the growing market of young, self-idealising baby boomer consumers during the 1960s.* The Mustang name accrued significant brand equity and continued to resonate positively among aspirational buyers in later decades, with the model recognised as the world’s best-selling sports car in 2020.*

 [image: A poster of Shelby G.T.350 is “son of cobra” shows a sketch of a man standing near a car.]
Shelby GT 350 Advertisement Road & Track, November 1965 Image descriptionThe text in the poster reads “Shelby-American presents America’s fastest, race-bred stock car! You’ll thrive to its per-formance, you’ll hold your breath behind the wheel!! Every minute is something new never seen before!!! See 306 Ford horses packed into the wild and wooly 289 engine; four-barrel carburation, high rise aluminum manifold and a hand-built tuned exhaust system. See distinctive Mustang styling to which has beenadded such ‘everybodyy will notice’ feature as rear quarter panel windows, rear brake scoops and ‘there goes a G.T. 350’ striping scream from zero to sixty in 5.7 seconds. See he G.T. 350, the car that’s not for everybody. Just for you.”

Source: SenseiAlan/Flickr (CC-BY-2.0)

During the product development stage of its first dedicated mass-production electric vehicle, Ford’s product planning division took a significant gamble and decided to leverage the existing Mustang brand onto the new electric vehicle. From a positioning and behavioural perspective, this was a risky move. The new electric car was a four-door family-sized Sports Utility Vehicle (SUV), whereas the traditional Mustang known to consumers is a two-door two-seater sports coupe. The motoring press at the time also questioned if the Mustang name and its associated brand pedigree held enough equity in a different product segment competing with the likes of Tesla and BMW.* This positioning strategy could fail to resonate with the symbolic self-completion needs among aspirant and premium consumers; and alienate current and future consumers looking to the traditional Mustang model as a self-idealising purchase.

The Mustang Mach E turned out to be a significant cash cow for Ford, as the model quickly outsold the traditional combustion-powered Mustang that the brand was originally built on.* The Mach E proved so popular within the North American market that Ford did not possess enough production capacity to meet consumer demand for the AUD 85,000 top-trim high-performance ‘GT’ model of the Mach E.* As a high-performance, distinctively designed electric vehicle from a symbolic brand, the GT model was arguably too successful in aligning towards the aspirant and low-premium pricing segments. In consumer segments where consumption acts of symbolic self-completion are commonplace, the Mustang Mach E resonated positively among idealising consumers who were looking to align their own self-concept towards the symbolic characteristics of the Mustang brand.

Questions

  	Considering the changing self-identity needs recognised among premium and aspirant consumers in the Roy Morgan Research report, which brand and product design characteristics are specifically intended to align with these needs? Consider the brand name, and Google the characteristics of the product to inform your answer.
	Given that the Roy Morgan Research report identified that aspirant and premium consumers do not factor social signalling needs during the purchase process, what could the Ford dealers instead ask new customers after their recent Mach E purchase on the basis of fulfilling personal identity needs? Refer to the first paragraph in this case.
	Search keywords for the Mustang Mach E on Instagram and Google. Take note of the visual design cues utilised to convey aspirational and self-idealised aspects of the brand, and create a mock-up of a social media ad that can motivate aspirant and premium consumers to perceive an idealised self who owns a Mustang Mach E.


      Section 2 Data case

Evolving trends in fitness and French fries

Background and goal

Your close friend has finally saved up enough money to open up his dream business: a fitness gym! He hopes to one day turn his gym into a national chain, but for now he plans on opening just two locations in the large US city where he lives. He recently read a news article about how fitness trends in his city are consistent with overall trends in the US, so he asks you to do a little research about fitness membership trends in the nation. In addition, he asks you to look up membership trends for three likely competitors: Planet Fitness, LA Fitness and 24 Hour Fitness. In addition, your friend has noted that some recent trends for gyms have included some rather curious practices, such as giving away free pizzas and lollies to members! He is wondering whether you can provide some insight, even if indirect, about such trends and how they might apply to his new gym.

You use GfK MRI’s data to find information about US adult gym membership trends in 2015 and 2017. Your plan is to use the two different time points to make some inferences about where the future of fitness gym marketing may be heading. In addition, you also find historical trends about US adult spending at fast-food restaurants. Although not exactly the same as free pizza at gyms, you decide to look at the data to consider whether you can glean any insights. You also find some information about the types of cable channels, websites and apps different fitness consumers use; you plan on using this information to give your friend some advice about how to advertise his new gym.

The data

The data in the report are all reported in millions and interpreted in a similar way:

  	‘Bought Fast Food’ and ‘Spent More than $100 on FF’: Both questions deal with someone’s fast-food consumption in the past 6 months from either spring 2015 or spring 2017. The first question is a simple count of whether someone spent any money on fast food, whereas the second question estimates the number of people who spent more than $100 on fast food in the past 6 months.
	‘Member of Gym’: This question is an estimate of US adults who have had a membership with any sort of fitness gym in the past 12 months from either spring 2015 or spring 2017. This number includes any gym, not just 24 Hour Fitness, Planet Fitness and LA Fitness.
	‘LA Fitness’, ‘24 Hour Fitness’ and ‘Planet Fitness’: These questions are the estimated count of US adults who had a membership to the gym during the past 12 months from either spring 2015 or spring 2017.


	

	BOUGHT FAST
FOOD(FF)
	SPENT MORE THAN $ 100
ON FF
	MEMBER OF
GYM
	LA
FITNESS
	PLANET
FITNESS
	24 HOUR
FITNESS

	 
YEAR
	 
2015
	 
2017
	 
2015
	 
2017
	 
2015
	 
2017
	 
2015
	 
2017
	 
2015
	 
2017
	 
2015
	 
2017

	 
TOTAL
	 
217.7
	 
223.9
	 
43.0
	 
27.2
	 
53.8
	 
56.8
	 
4.3
	 
5.5
	 
5.9
	 
6.7
	 
4.7
	 
4.0

	 
HH<
 
$40,000
	 
66.9
	 
64.3
	 
8.4
	 
5.3
	 
10.0
	 
8.8
	 
0.7
	 
0.8
	 
1.5
	 
1.6
	 
0.8
	 
0.6

	 
HH $40,000–
$74,999
	 
59.7
	 
57.6
	 
12.2
	 
6.7
	 
14.00
	 
13.4
	 
1.1
	 
1.2
	 
1.9
	 
1.7
	 
1.3
	 
0.9

	 
HH $75,000+
	 
91.1
	 
102.0
	 
22.5
	 
15.1
	 
29.8
	 
34.6
	 
2.6
	 
3.6
	 
2.6
	 
3.4
	 
2.6
	 
2.5

	Men
	105.2
	107.0
	23.2
	15.2
	26.9
	27.8
	2.3
	3.3
	3.3
	2.9
	2.9
	2.0

	 
Women
	 
112.5
	 
116.9
	 
19.8
	 
11.9
	 
22.9
	 
29.0
	 
2.0
	 
2.2
	 
2.7
	 
3.7
	 
1.9
	 
2.0




 All numbers reported in millions (000,000s); HH: householdSource: Spring 2015 and Spring 2017 GfK MRI

Task: Understanding the data

  	Which of the three income groups had the largest increase in gym membership from 2015 to 2017? If this was expressed in terms of percentage increase, which income group experienced the largest increase from 2015 to 2017?
	Which of the three gyms had the largest market share in 2015? In 2017?
	From 2015 to 2017, does it appear that LA Fitness, 24 Hour Fitness and Planet Fitness comprise a greater or lesser share of the total gym membership market? Why?


Discussion and debate

  	Compare the membership trends between LA Fitness, 24 Hour Fitness and Planet Fitness. Are membership trends similar or different across gender and income groups? Consider the different marketing mixes of the three gyms. What do you think may account for the differences in membership trends? (Tip: You can use a tool such as Google News to search for news articles about each gym in 2015 or 2017.)
	Your friend told you that he envisions his gym being a place where people who are ‘intimidated’ about going to the gym will feel safe and empowered to work out. Assuming this aspect of your friend’s gym is going to be part of his positioning, which of the three competing gyms would you consider to be his most serious competitor? Why?
	Which income group experienced the greatest increase in fast-food spending from 2015 to 2017? Do you think this information is relevant for your friend when thinking about the marketing mix of his gym? Why, or why not?


 [image: GfK logo. GfK US LLC, Mediamark Research & Intelligence division.]
Source: GfK MRI

      Section 3 CONSUMERS' DECISIONS AND CHOICES

 [image: A circular flow chart shows the four aspects of consumer behaviour, with aspect number 3 – Consumers’ decisions and choices – being highlighted.]
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This section explores how we make consumption decisions and choices about buying and consuming. The chapter 'Attitudes and attitude change' contains several different attitude theories and explains how marketers can change attitudes as a precursor to buying and consuming. The chapter 'Individual decision making' outlines three different approaches to explain consumer decision making: behavioural, emotional and cognitive. The chapter 'Buying, using and regenerating' considers how the particular situation in which we find ourselves affects these decisions, and how we go about evaluating the results of our choices.

      Chapter 8 Attitudes and attitude change 

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

8.1 Identify the functions and components that comprise the concept of attitudes.
8.2 Apply attitude theories and frameworks.
8.3 Understand how attitudes are formed and changed.
  
 Introduction

The term ‘attitude’ is widely used in popular culture. You might be asked, ‘What is your attitude towards banning plastic bags?’ A parent might tell their child off by saying, ‘Young man, I don’t like your attitude’. Some bars even euphemistically refer to happy hour as ‘an attitude adjustment period’. For our purposes, an attitude is a general evaluation of people (including oneself), objects, advertisements or issues.* Anything towards which we have an attitude is called an attitude object (Ao).

Traditionally, attitudes were assumed to be lasting evaluations, enduring over time, and this posed substantial challenges to marketers seeking to change these attitudes. However, over the past decade, researchers have questioned this assumption and demonstrated that, while some attitudes may endure over time, many do not.* Attitude strength has been shown to be a key factor in determining whether an attitude is enduring or situational, with strong attitudes being resistant to change.*

Consumers have attitudes towards a wide range of attitude objects, from very product-specific behaviours (e.g. using Macleans toothpaste rather than Colgate) to more general consumption-related behaviours (e.g. how often we should brush our teeth). Attitudes help determine who we date, what music we listen to, whether we recycle or discard aluminium cans or whether we choose to become a consumer researcher for a living.

When attitudes were initially being theorised by social researchers, great emphasis was placed on the cognitive component and thus early attitude models emphasised conscious decision making as a driver of attitudes. More contemporary research now acknowledges the importance of emotions and unconscious processes in the development of attitudes, and current models of attitude include both cognitive and emotional factors to measure and predict attitude.

This chapter considers the contents of an attitude, the components of attitudes, how attitudes can be changed by marketers, how attitudes are formed and how they can be measured. We also review some of the surprisingly complex relationships between attitudes and behaviour.

 

What are some of your own attitudes?

 Think about your own attitudes and how these might impact the decisions you make. Note down three strong attitudes you have and how these attitudes will affect the places you go, things you buy and people you spend time with. These attitudes could be about the food you like (if you are a health-food nut or a junk-food fan), the things you like to do (if you love the outdoors or are a gamer) or the things that are important to you (the environment or local politics). 

  

      The functions of attitudes

8.1 Identify the functions and components that comprise the concept of attitudes.

Psychologist Daniel Katz developed the functional theory of attitudes to explain how attitudes facilitate social behaviour.* According to this pragmatic approach, attitudes exist because they serve some function for the person. That is, they are determined by a person’s motives. Consumers who expect that they will need to deal with similar situations at a future time will be more likely to start forming attitudes in anticipation of this event.* Two people can each have an attitude towards the same object for very different reasons. As a result it can be helpful for marketers to know why an attitude is held before attempting to change that attitude. The following are attitude functions as identified by Katz.

  	Utilitarian function: The utilitarian function is related to the basic principles of reward and punishment. We develop some attitudes towards products simply on the basis of whether these products provide pleasure or pain. If a person likes the taste of a hamburger, that person will develop a positive attitude towards hamburgers. Ads that stress straightforward product benefits (e.g. you should drink Diet Coke ‘just for the taste of it’) appeal to the utilitarian function.
	Value-expressive function: Attitudes that perform a value-expressive function express the consumer’s central values or self-concept. We form a product attitude not because of its objective benefits but because of what the product says about us as a person (e.g. ‘What sort of person binge-watches shows on Netflix?’). Value-expressive attitudes are highly relevant to lifestyle analyses, which look at how consumers cultivate a cluster of activities, interests and opinions to express a particular social identity.
	Ego-defensive function: Attitudes that are formed to protect the person, either from external threats or internal feelings, perform an ego-defensive function. An early marketing study indicated that housewives in the US in the 1950s resisted the introduction of instant coffee because the new product threatened their conception of themselves as capable homemakers. Products that promise to help a man project a ‘macho’ image (e.g. Breaka Milk) may be appealing to a particular idea of masculinity; however; as the concept of masculinity shifts over time this can be a double-edged sword and end up damaging a brand. Another example is deodorant campaigns that stress the dire, embarrassing consequences of being caught with underarm odour in public.
	Knowledge function: Some attitudes are formed as the result of a need for order, structure or meaning. They provide mental shortcuts to help a person in an ambiguous situation, such as considering a new product for the first time (e.g. ‘Bayer wants you to know about pain relievers’) or to save time.


An attitude can serve more than one function, but in many cases a particular function will be dominant. By identifying the dominant function that a product serves for consumers—what benefits it provides—marketers can emphasise these benefits in their communications and packaging. Ads relevant to the function prompt more favourable thoughts about what is being marketed and can result in a heightened preference for both the ad and the product.

One early study in 1991  investigated whether coffee serves more of a utilitarian function than a value-expressive function for most people.* Participants were given two fictitious examples of copy for a coffee promotion:

  	‘The delicious, hearty flavour and aroma of Sterling Blend coffee comes from a blend of the freshest coffee beans’ (utilitarian appeal).
	‘The coffee you drink says something about the type of person you are. It can reveal your rare, discriminating taste’ (value-expressive appeal).


The results showed that people responded more positively to the utilitarian copy than the value-expressive function. However, fast-forward 30 years to an era of ethical consumerism. Research on ethical consumerism by Choice in 2018* revealed that 73% of Australians thought it was important to buy environmentally friendly products when possible. However, in 2015*a study of purchasing fair trade coffee found that consumers with strong ethical attitudes were not any more likely to purchase fair trade products—their value-expressive attitude did not translate into behaviour. So it seems that despite the ethical trends, in general people still buy coffee for functional rather than value-expressive purposes. The functional theory of attitudes can also be used to explain attitudinal loyalty to products or brands. In a study of 268 consumers in two metropolitan cities on a variety of goods, services and durable products, functions of attitudes were found to predict different types of loyalty.* The utilitarian and knowledge functions of attitudinal loyalty were related to cognitive loyalty (psychological preference for a brand consisting of positive beliefs and thoughts about purchasing a brand on the next purchase occasion). If consumers are loyal because of a utilitarian function, marketers should focus on aspects such as brand features or ease of use. To meet the knowledge function, marketers need to emphasise convenience and help consumers reduce effort.

The ego-defensive function of loyalty was found to be  related to emotional loyalty (affective commitment to a brand consisting of positive feelings about and attachment to purchasing a brand on the next purchase occasion). This means that if marketing managers want to create emotional loyalty in their consumers, they need to be aware of how the brand meets the ego needs of consumers.

 

How do you define ‘attitude’?

Apply what you’ve read about attitudes and attitude objects by completing the following activities.

In your own words, define your understanding of ‘attitude’.

  

      The nature of attitudes

Most researchers agree that an attitude has two components: emotion and cognition.*Emotion refers to the way a consumer feels about an attitude object. You will sometimes see the term ‘affect’ used in books and articles to refer to feelings, moods and emotions. The main difference between moods and emotions is that emotions are linked to an object while moods are just general feelings about nothing in particular. As this chapter focuses on objects towards which consumers have an attitude, we are more interested in emotions (as they relate to the attitude object) rather than mood states. Moods are discussed further in the chapter 'Buying, using and regenerating' as one of the five situational factors that influence consumer behaviour. Cognition refers to the beliefs a consumer holds about an attitude object.

This two-component approach to attitudes emphasises the interrelationships between knowing and feeling. Consumer perceptions and attitudes towards a product cannot be determined by simply identifying consumers' beliefs and knowledge about the product. For example, a researcher may find that consumers ‘know’ that a particular phone has attributes of an LED display, dual-LED camera, scratch-resistant Gorilla glass front, high gigabyte capacity and high pixel resolution, but such findings do not indicate whether they feel these attributes are good, bad or irrelevant, or whether they would actually buy the phone. Both components of an attitude are important, but their relative importance will vary depending on a consumer’s level of motivation to attain the attitude object. The differences in interests and hobbies between you and your friends illustrate how these components can be combined in different ways to create an attitude. Cognitive and emotional factors can contribute equally or unequally to the final attitude. When a consumer is ambivalent about the object, feelings contribute more to the attitude than thoughts. However, when an issue or a product is important, cognition takes on either a dominant or an equal role in forming our attitude to that object.*

One of the reasons that marketers are interested in attitudes is because of the relationship attitudes have with behaviour. For issues or products that are high-involvement, complex or risky purchases, we tend to develop highly embedded attitudes, and these attitudes are likely to predict our behaviours.* However, there are many products that we don't think very much about, such as toilet paper or petrol (except when the price sky-rockets or when there is panic-buying). In these instances, there may be little or no relationship between what we think/feel (our attitude) and what we do (our behaviour).

Researchers have developed the concept of a hierarchy of effects to explain the relationship between consumer feelings, thoughts and behaviours in relation to marketing communications.* Each hierarchy specifies that a fixed sequence of steps occurs involving thoughts (attitudes), feelings (emotions) or actions (behaviours). Once a marketer knows which hierarchy of effects is relevant for a particular brand/product by a particular market segment, they then design strategies aimed at influencing consumers to move progressively through the stages in the hierarchy. It is important to know which hierarchy represents the consumer behaviour for your brand or product because if you assume the wrong one your marketing strategies will not work. For instance, if you design strategies around the standard learning hierarchy, this assumes that consumers’ cognitions (thoughts and attitudes) need to be formed before they will feel positive towards your brand and then buy your brand. However, if your customer has low involvement and doesn’t want to invest effort in knowledge or thinking about your brand, they won’t even start the process. In this situation, the appropriate hierarchy is the experiential learning hierarchy, where the customer only needs to do something to develop knowledge and feelings from this behaviour. We discuss the sequencing between attitudes and behaviours further in the chapter 'Individual decision making'. The five main hierarchies of effect are summarised in Figure 8.1.

  Figure 8.1 Five hierarchies of effect
[image: A diagram summarises the four hierarchies of effect.]
 Image descriptionThe first hierarchy of effect is standard learning hierarchy. Under this cognition is followed by affect, which is further followed by behaviour. Cognition is learn, affect is feel and behaviour is do. Behaviour is followed by attitude based on cognitive information processing. The second hierarchy of effect is Low involvement hierarchy. Under this cognition is followed by affect, which is further followed by behaviour. Cognition is learn, behaviour is do and affect is feel. Affect is followed by attitude based on behavioural learning processes. The third hierarchy of effect is experiential hierarchy. Under this affect is followed by behaviour, which is further followed by cognition. Cognition is learn, behaviour is do and affect is feel. Cognition is followed by attitude based on hedonic consumption. The fourth hierarchy of effect is behavioural hierarchy. Under this behaviour is followed by cognition, which is further followed by affect. Cognition is learn, behaviour is do and affect is feel. Affect is followed by attitude based on triggers from the external environment.


      The standard learning hierarchy: Learn–Feel–Do

Consumers approach a product decision as a problem-solving process. First, they form beliefs about a product by accumulating knowledge and learning (cognition) relevant attributes. Next, they evaluate these beliefs and form a feeling about the product.* For instance, over time a consumer may assemble information about a sport, begin to recognise the players and learn which teams are superior. Finally, based on this evaluation, consumers engage in a relevant behaviour, such as buying the product or supporting a particular team by wearing its jersey. This careful choice process often results in the type of loyalty displayed by fans; the consumer ‘bonds’ with the product over time and is not easily persuaded to experiment with other brands. The standard learning hierarchy assumes that consumers are highly involved in making a purchase decision.* Consumers are motivated to seek out a lot of information, carefully weigh alternatives and come to a thoughtful decision. They are more likely to use the standard learning hierarchy when there is a lot of risk involved in the decision, such as buying a new car or house or when the product or brand is meaningful or important to them. Often in this Learn–Feel–Do hierarchy, the way marketing managers involve customers is to engage in a purchase funnel (see Figure 8.2), which involves some iteration between 'learn' and 'feel' before the 'do' stage. This funnels poses that there is need to appeal to a large group first and then as customers focus down the marketing becomes more personalised and fewer customers make it through the funnel. First in this process is the creation of awareness (see the chapter 'Perception' for attracting attention) and alerting customers of the product’s existence (learn). Often this is to teach customers about needs they might now have and to recognise new problems and needs. Next marketing creates interest (feel) by customers for their product, which might mean evoking an emotional reaction or piquing their curiosity. Next customers need to be stimulated to consider buying the product and to consider how the customer and the product might work/interact together. At this stage, while customers are considering a product, managers may offer samples and ways to experience the product to create an emotional reaction. After such a trial, evaluations and perceptions (learn) are formed, leading to customers deciding to either purchase or not purchase (do).

  Figure 8.2 The purchase funnel
[image: A diagram for purchase tunnel shows the following levels: awareness, learn; interest, feel; consideration, feel; intent, learn; evaluation, learn; purchase, do. The most critical stages are interest, consideration, intent, and evaluation.]

      The low-involvement hierarchy: Learn–Do–Feel

In the low-involvement hierarchy of effects sequence,* the consumer does not initially have a strong preference for one brand over another, but instead acts on the basis of limited knowledge and then forms an evaluation only after the product has been purchased or used.* The attitude is likely to come about through behavioural learning (see the chapter 'Learning and memory'), in which the consumer’s choice is reinforced by good or bad experiences with the product after purchase. A fan will probably be more likely to tune in to future games if they are exciting and feature dramatic finishes. Similarly, a customer is more likely to return to a restaurant if the experience meets or exceeds the criteria set used in the initial choice.

The notion of low involvement on the part of consumers is a bitter pill for some marketers to swallow. Who wants to admit that what they market is not very important or involving? Brand managers for, say, a brand of chewing gum or cat food may find it hard to believe that consumers don’t put that much thought into purchasing their product, because the marketers spend many of their waking (and perhaps sleeping) hours thinking about it.

For marketers, the ironic silver lining to this low-involvement cloud is that under these conditions consumers are not motivated to process a lot of complex, brand-related information about competitor brands. Instead, they will be swayed by principles of behavioural learning (see the chapter 'Learning and memory'), such as the simple responses caused by conditioned brand names, point-of-purchase displays and so on. This results in what we might call the ‘involvement paradox’: the less important the product is to consumers, the more important are many of the marketing stimuli (e.g. packages, jingles) that must be devised to sell it.

This paradox is often evident in routine response behaviours. Trying to get someone to break from a routine behaviour to try something new can be difficult as it may involve risk for the consumer. For an emerging brand in this market it can be hard. For example, a new brand of milk might struggle in the new market as most people already have brands they know and trust, and there isn't a real motivation to change.

      The experiential hierarchy: Feel–Do–Learn

Researchers in recent years have begun to stress the significance of emotional response as a central aspect of an attitude. According to the experiential hierarchy of effects, consumers’ attitudes are formed on the basis of their emotional reactions. The experiential perspective highlights the idea that intangible product attributes—such as package design, advertising, brand name and the nature of the setting in which the experience occurs—can help shape our attitudes towards a brand. We may base these reactions on hedonic motivations, such as whether using the product is exciting, like a designer shoe, or aesthetically pleasing, like the Apple iPhone. Even the emotions expressed by the communicator have an impact. A smile is infectious. In a process termed ‘emotional contagion’, messages delivered by happy people enhance our attitude towards the product.* Numerous studies indicate that the mood of a person when exposed to a marketing message influences how the ad is processed, the likelihood that the information presented will be remembered and how the person will feel about the advertised item and related products in the future.*

One important debate about the experiential hierarchy concerns the independence of cognition and emotions. On the one hand, the cognitive–affective model argues that an emotional judgement is only the last step in a series of cognitive processes. Earlier steps include the sensory registration of stimuli and the retrieval of meaningful information from memory to categorise these stimuli.*

On the other hand, the independence hypothesis takes the position that emotion and cognition involve two separate, partially independent systems: emotional responses do not always require prior cognitions.* A number-one song in the Top 100 music chart may possess the same attributes as many other songs (e.g. dominant bass guitar, raspy vocals, persistent downbeat), but beliefs about these attributes cannot explain why one song becomes a classic while another with the same characteristics flops. The independence hypothesis does not eliminate the role of cognition in experience. It simply balances this traditional emphasis on calculated decision making by paying more attention to the impact of aesthetic, subjective experience. This type of holistic processing is more likely to occur when the product is perceived as primarily expressive or delivers sensory pleasure rather than utilitarian benefits.*

      The behavioural hierarchy: Do–Learn–Feel

Not all consumers develop attitudes as a result of cognitions and emotions; for some consumers, attitudes result from behaviour. This process of Do–Learn–Feel is called the behavioural hierarchy of effects. Examples of situations where consumers may follow this hierarchy are habitual purchases and impulse buying. Habitual purchases are those where little or no conscious decision making occurs and the purchases are low risk and frequent.* Habits are formed through the linking of memories to a specific consumer circumstance so that when a person is in that same circumstance again (e.g. buying petrol) they draw on those memories and repeat their previous behaviour.* This lack of cognitive process means that habits are hard to break.

So how then do you change consumer attitudes that are linked to habitual behaviour? Research indicates that the dependence of the habit on environmental cues (time of day, store layout, other people, marketing stimuli) can be an opportunity for attitude change. Changes in the environment that can disrupt habits include alterations to visual cues such as packaging, store location or physical items as well as social cues such as the people present. However, some changes to the environment can have a negative effect if they are not done with consumer benefits in mind. In 2017 Kmart altered the location of its cash registers from the store exit to the centre of its stores.* This was a deliberate strategy to disrupt buying habits but has met with significant consumer resistance. Nudges—which we address in the chapter 'Individual decision making'—are also an approach aimed at changing habits.

Impulse buying is another example of the behavioural hierarchy of effects. Impulse buying occurs quickly after the desire to buy an item arises and without much, if any, cognitive thought process.* 

The characteristics of impulse buying are a sudden desire to act that is exciting to the consumer even though it can create motivational conflict. While consumers often buy on impulse in grocery stores, research shows that many of these impulse purchases are actually planned—the idea of planning to make unplanned purchases is an interesting notion!* Essentially, consumers allow slack in their mental budget to take into account the impulse purchases they know they will make while shopping.

 

Habits and impulse buying

Habits: What products do you buy habitually? What could make you break this habit? Impulse buying: When was the last time you purchased something on a whim? What led you to the purchase (e.g. was the product on the counter when you were buying something else; was there an ad on Instagram)?

  

      The emotional learning hierarchy: Feel–Learn–Do

A variation on the experiential hierarchy is the emotional learning hierarchy. Like the experiential hierarchy the first stage is affect; however, the next stage is cognition and the final stage is behaviour. This hierarchy is relevant for situations where an emotion such as joy or pride is an important driver of the behaviour. In these instances, marketing tools such as games or gamification that create fun can be a useful tool to create an emotional response followed by knowledge and finally behaviour. In the chapter 'Learning and memory', a number of examples of applying gamification to create behaviour change were shown, including the award-winning Reduce Your Juice digital social marketing program for energy efficiency.* The emotional learning hierarchy was used to design a social marketing program to promote moderate drinking behaviours in teens.* An online game called Risky Ride was part of a modularised approach in the overall program called GO:KA (Game On: Know Alcohol).

 [image: A laptop displaying the webpage of Risky Ride.]
Risky Ride gave the user the illusion of having a blood alcohol content nearing 0.200.Source: Image provided by Queensland University of Technology

      Forming attitudes

We all have a lot of attitudes, and we don’t usually question how we got them. Certainly, a person isn’t born with the conviction that, say, Pepsi is better than Coke, or that alternative music liberates the soul. Where do these attitudes come from?

An attitude can form in several different ways, depending on the particular hierarchy of effects in operation and how the attitude is learned (see the chapter 'Learning and memory'). Attitudes can occur because of classical conditioning, in which an attitude object such as the Pepsi name is repeatedly paired with a catchy slogan and jingle (‘Pepsi: That’s What I Like’), or they can be formed through instrumental conditioning, in which consumption of the attitude object is reinforced (e.g. Pepsi quenches one’s thirst). The learning of an attitude can also be the outcome of a very complex cognitive process. For example, a teenager may model the behaviour of friends and media endorsers. For example, Missy Elliott drinks Pepsi because she believes this will allow her to fit in with the desirable lifestyle portrayed in Pepsi commercials.

It is important to distinguish between types of attitudes because not all are formed in the same way.* For example, a highly brand-loyal consumer has an enduring, deeply held positive attitude towards the attitude object and their involvement will be difficult to weaken. Another consumer may be more fickle: they may have a mildly positive attitude towards a product but be quite willing to abandon it when something better comes along.

This section looks at the differences between strongly and weakly held attitudes, and briefly reviews some of the major theoretical perspectives that have been developed to explain how attitudes form and relate to one another in the minds of consumers.

Levels of commitment to an attitude

Consumers vary in their commitment to an attitude; the degree of commitment is related to their level of involvement with the attitude object:

  	Compliance. At the lowest level of involvement, compliance, an attitude is formed because it helps gain rewards or avoid punishments from others. This attitude is very superficial; it is likely to change when others no longer monitor the person’s behaviour or when another option becomes available. A person may drink XXXX beer because this brand is sold at the cricket ground and it is too much trouble to go elsewhere for a Victoria Bitter.
	Identification. A process of identification occurs when attitudes are formed in order to conform to the behaviour of another person or group. Advertising that depicts the social consequences of choosing some products over others is relying on the tendency of consumers to imitate the behaviour of desirable models.
	Internalisation. At a high level of involvement, deep-seated attitudes are internalised and become part of the person’s value system. These attitudes are very difficult to change because they are so important to the individual. For example, many consumers have strong attitudes towards Arnott’s Shapes biscuits so when the recipe was changed in 2016 there was public outrage from Australian consumers.*


       



Marketing pitfall

You can’t think people into action

Many times, marketers aim to create attitude change in the belief that this change will result in changes in behaviour. While this does sometimes happen, many times it does not. The different ordering of cognition in the learning hierarchies demonstrates that sometimes our beliefs and attitudes do not precede our behaviours. For instance, in the experiential hierarchy, a consumer needs to experience a brand or product before they can develop an attitude towards it. This is particularly the case for items the consumer isn’t familiar with (e.g. new technology) or where the consumer has difficulty evaluating the product before using it (e.g. a medical service). The ability to ‘try before you buy’ is made more difficult for online purchases where the risk is higher than walking into a store to touch and feel an item.

Technology innovations can be slow to diffuse throughout the market if consumers have misperceptions about the product and need to experience the product to understand the value offered. For instance, it took 50 years for the dishwasher to be accepted by consumers after its invention in 1893; likewise, consumers were suspicious of automatic teller machines (ATMs) when they were introduced in the 1970s and 1980s and the uptake was slow. Even Dr Seuss knew that people needed to experience a product before their attitudes would change: in Green Eggs and Ham Sam-I-Am tries to persuade his friend to eat green eggs and ham and the friend refuses. It is not until the friend experiences the food that his attitude is changed.

Marketers know that there can be a gap between attitudes and behaviours. Many people have positive attitudes towards recycling but this does not translate into environmentally friendly behaviours, and while many Australians support the idea of blood donation, only one in 30 will donate. In the case study at the end of the chapter 'Consumption and consumer wellbeing', the paradox between people’s privacy attitudes and their privacy behaviour on social media was revealed. So what can marketers do to address this pitfall? One example is the (now retired) CluckAR app by Choice, which used augmented reality to help consumers identify whether an egg brand was truly free range or not. The app effectively encouraged egg producers to label density more accurately on their stock.

 [image: A photo shows many brands of eggs stocked on supermarket shelves.]
The CluckAR app by Choice used augmented reality to help consumers identify whether an egg brand was truly free range or not. The app effectively encouraged egg producers to label density more accurately on their stock.Source: Shuang Li/Shutterstock

So what are the factors that influence the ordering relationship of attitudes and behaviours? Researchers have found that this relationship is affected by social norms, situational factors, prior experience, individual personality traits and involvement. The pitfall to be avoided is the assumption that changing attitudes will lead to a change in behaviour—you can’t always think a consumer into action.

Source: S Finkelstein, 'The growing cult of "try before you buy"', BBC, 30 July 2015. www.bbc.com/capital/story/20150729-the-cult- of-try-before-you-buy; F Bardhi, C Friedrich & R Garcia, 'Overcoming consumer resistance to innovation', MIT Sloan Management Review, 1 July 2017. www.sloanreview.mit.edu/article/overcoming-consumer-resistance-to-innovation/; L McRobbie, 'The ATM is dead. Long live the ATM!', Smithsonian Magazine, 8 January 2015. www.smithsonianmag.com/history/atm-dead-long-live-atm-180953838/; E Ritchie, 'Good intentions: Why environmental awareness doesn't lead to green behaviour', Forbes, 30 June 2017. www.forbes.com/sites/uhenergy/2017/06/30/good-intentions-why-environmental-awareness-doesnt-lead-to-green-behavior/; Red Cross, Donate Blood, Online; R Russell-Bennett & J Parkinson, ‘Brand loyalty’. In N Lee & A Farrell, Encyclopedia of management: Marketing. Wiley & Sons, 2014, pp. 1–11. Consume with Care, The Choice CluckAR app, Online.

  

      Cognitive dissonance and harmony between attitudes

The consistency principle

Have you ever heard someone say, ‘Carlton Draught is my favourite beer but it tastes terrible’ or ‘I love living in the countryside but I hate the animals’? Probably not, because these beliefs or evaluations are not consistent with each other. According to the principle of cognitive consistency, consumers value harmony among their thoughts, feelings and behaviours and are motivated to maintain uniformity among these elements. This desire means that, if necessary, consumers will change their thoughts, feelings or behaviours to make them consistent with their other experiences. The consistency principle is an important reminder that attitudes are not formed in a vacuum. A significant determinant of the way an attitude object will be evaluated is how it fits with other related attitudes already held by the consumer.

The theory of cognitive dissonance states that when a person is confronted by inconsistencies between their attitudes, they will take some action to resolve this 'dissonance', perhaps by changing an attitude or modifying a behaviour. The theory has important ramifications for attitudes because people are often confronted with situations in which there is some conflict between their attitudes.*

According to the theory, people are motivated to reduce the negative feelings caused by dissonance by somehow making things fit with one another. The theory focuses on situations in which two cognitive elements are inconsistent. A cognitive element can be something people believe about themselves, a perception or a value. For example, the two cognitive elements, ‘I know smoking cigarettes causes cancer’ and ‘I smoke cigarettes’ are dissonant. This psychological inconsistency creates a feeling of discomfort that the smoker is motivated to reduce. The magnitude of dissonance depends on both the importance and the number of dissonant elements.* In other words, the pressure to reduce dissonance is more likely to be observed in high-involvement situations in which the elements are important to the individual.

Dissonance reduction can occur by eliminating, adding or changing cognitive elements. For example, the smoker could stop smoking (eliminating) or remember great-aunt Sophie who smoked until the day she died at age 90 (adding). Alternatively, they might question the research that links cancer and smoking (changing), perhaps by believing industry-sponsored studies that try to refute this connection. Dissonance theory can help explain why evaluations of a product tend to increase after it has been purchased.

Self-perception theory

Do attitudes necessarily change subsequent behaviour because people are motivated to feel good about their decisions? Self-perception theory provides an alternative explanation of dissonance effects.* It assumes that people use observations of their own behaviour to determine what their attitudes are, just as we assume that we know the attitudes of others by watching what they do. Inferring that we must have a positive attitude towards an object if we have bought or consumed it (assuming that we made this choice freely), we maintain cognitive consistency. Thus, a fan might say to themselves, ‘I guess I must be into sports pretty big time. I sure choose to watch it a lot.’

Self-perception theory is relevant to the low-involvement hierarchy because it involves situations in which behaviours are initially performed in the absence of a strong internal attitude. After the fact, the cognitive and emotional components of attitude fall into line. Thus, buying a product out of habit may result in a positive attitude towards it after the fact—why would I buy it if I didn’t like it?

Self-perception theory helps explain the effectiveness of a sales strategy called the foot-in-the-door technique, which is based on the observation that consumers are more likely to comply with a request if they have first agreed to comply with a smaller request.* The name of this technique comes from the practice of door-to-door selling, in which salespeople were taught to plant their foot in the door so the prospect could not slam it on them. Good salespeople know that they are more likely to get an order if the customer can be persuaded to open the door and talk. By agreeing to do so, the customer establishes that they are willing to listen to the salesperson. Placing an order is consistent with this self-perception.

This technique is especially useful for inducing consumers to answer surveys or donate money to charity. Such factors as the time lag between the first and second request, the similarity between the two requests, and whether the same person makes both requests, have been found to influence its effectiveness.*

Social judgement theory

Social judgement theory assumes that people assimilate new information about attitude objects in the light of what they already know or feel.* The initial attitude acts as a frame of reference and new information is categorised in terms of this existing standard. Just as our decision that a box is heavy depends in part on the weight of other boxes we have lifted, we develop a subjective standard when making judgements about attitude objects.

One important aspect of the theory is the notion that people differ in terms of the information they find acceptable or unacceptable. They form attitudes of acceptance and rejection around an attitude standard. Ideas that fall within a certain latitude will be favourably received, but those falling outside this zone will not. For example, if a female consumer already has a favourable attitude towards the concept of women playing professional soccer, she is likely to be receptive to ads, such as those by Nike, that promote female athletics participation. If she was opposed to these activities, these messages would probably not be considered.

 [image: An image shows three glass cups filled with tea; the cups carry the labels Dilmah tea.]
The tagline on Dilmah tea’s website is ‘Once you taste Dilmah, you will never go back to ordinary tea!’ The ad message is aimed at discerning tea drinkers.Source: Courtesy of Dilmah

Messages that fall within our latitude of acceptance tend to be seen as more consistent with our position than they actually are. This process is called the assimilation effect. Conversely, messages falling in the latitude of rejection tend to be seen as even further from our position than they actually are, resulting in a contrast effect.*

As we become more involved with an attitude object, our latitude of acceptance gets smaller. This means we accept fewer ideas that are removed from our own position and tend to oppose even mildly divergent positions. This tendency is evident in ads directed at discriminating buyers which claim that knowledgeable people will reject anything but the very best (e.g. ‘It’s the fish that John West rejects that makes John West the best’). On the other hand, relatively uninvolved consumers will consider a wider range of alternatives. They are less likely to be brand loyal and more likely to be brand switchers.*

      Balance theory

Balance theory considers relationships between elements a person might perceive as belonging together.* This perspective involves relationships (always from the perceiver’s subjective point of view) between three elements, so the resulting attitude structures are  called ‘triads’. Each triad contains (1) a person and their perceptions of (2) an attitude object and (3) some other person or object.

These perceptions can be either positive or negative. More importantly, people alter these perceptions in order to make relationships between them consistent. The theory specifies that people desire relationships between elements in a triad to be harmonious or balanced. If they are not, a state of tension will result until somehow perceptions are changed and balance is restored.

 [image: A photo shows a front-side view of a high-end car.]
Driving a fancy car can improve a person’s chances of being included as a positive sentiment relationship in other people’s triads.Source: Bocos Benedict/Dreamstime.com

Elements can be perceived as going together in one of two ways. They can have either a unit relationship, in which one element is seen as somehow belonging to or being a part of the other (something like a belief), or a sentiment relationship, in which the two elements are linked because one has expressed a preference (or dislike) for the other. A dating couple might be seen as having a positive sentiment relationship. On getting married, they will have a positive unit relationship. The process of divorce is an attempt to sever a unit relationship.

To see how balance theory might work, consider the following scenario:

  	Alex would like to date Tom, who attends the same consumer behaviour class. In balance theory terms, Alex has a positive sentiment relationship with Tom.
	One day, Tom shows up in class wearing a t-shirt with an anti-sustainability slogan. Tom has a positive unit relationship with the shirt. It is a core possession.
	Alex does not like people who do not support sustainability initiatives. Alex has a negative sentiment relationship with t-shirt slogans that are inconsistent with their values.


According to balance theory, Alex faces an unbalanced triad and will experience pressure to restore balance by altering some aspect of the triad, as shown in Figure 8.3. 

  Figure 8.3 Alternative routes to restoring balance in a triad
[image: A diagram depicts unbalanced triad.]
 Image descriptionA triangle for unbalance triad shows three vertices representing Alex, Tom, and t-shirt slogan. The edge between Alex and Tom shows plus; the edge between Alex and t-shirt slogan shows minus; the edge between Tom and t-shirt slogan shows plus. This unbalance triad triangle is classified into the following: triangle 1, three vertices representing Alex, Tom, and t-shirt slogan. The edge between Alex and Tom shows minus; the edge between Alex and t-shirt slogan shows minus; the edge between Tom and t-shirt slogan shows plus. Triangle 2, three vertices representing Alex, Tom, and t-shirt slogan. All the three edges represent plus. Triangle 3, three vertices representing Alex, Tom, and t-shirt slogan. The edge between Alex and Tom shows plus; the edge between Alex and t-shirt slogan shows minus; the edge between Tom and t-shirt slogan shows o. Triangle 4 has only two side; the right side and the base; three vertices representing Alex, Tom, and t-shirt slogan.

Note that, although the theory does not specify which of these routes will be taken, it does predict that one or more of Alex’s perceptions will probably change in order to achieve balance. Although this example is a simplified representation of most attitude processes, it helps explain a number of consumer behaviour phenomena.

Balance theory reminds us that, when perceptions are balanced, attitudes are likely to be stable. When inconsistencies are observed, we are more likely to observe changes in attitudes. Balance theory also helps to explain why consumers like to be associated with positively valued objects. Forming a unit relationship with a popular product (e.g. buying and wearing fashionable clothing, driving a flashy car) may improve one’s chances of being included as a positive sentiment relationship in other people’s triads.

This ‘balancing act’ is at the heart of celebrity endorsements, in which marketers hope that the star’s popularity will transfer to the product or when a not-for-profit organisation recruits a celebrity to discourage harmful behaviours.*  When a triad is not fully formed (e.g. perceptions are about a new product, or a product that the consumer does not yet have a well-defined attitude towards), the marketer can create a positive sentiment relationship between the consumer and the product by depicting a positive unit relationship between the product and a well-known personality. In other cases, behaviours are discouraged when admired people argue against them, as is the goal when athletes appear in anti-drug public service advertisements.

However, celebrity endorsers do not always generate the type of relationship with a brand that is desired. A study of more than 2,600 ads found that those using celebrities didn’t perform any better than those without celebrity endorsers.* One of the reasons for these results is that celebrities do not have the same appeal for everyone. Some people may think Nicole Kidman is beautiful and therefore place a positive relationship between her and the Chanel brand she endorses; however, other people may not think she is attractive and thus form a negative relationship. This is where the perceived benefit and attractiveness of a celebrity is questioned. Source attractiveness can come from their appearance, personality, social status, affiliation or similarity. Often if a person with the right source of appeal cannot be found a mascot or non-human character is introduced. As these new characters do not have any prescribed characteristics, a marketing firm can form a personality for the mascot that matches with the desired triad.

       

CB as I see it: Celebrity endorsement under the African sky

Professor Charlene Gerber, University of Stellenbosch, South Africa 

Celebrity endorsement remains a popular means to enhance marketing communication. Television advertising was a common platform where celebrities were featured, but in recent times celebrities are increasingly promoting brands on various online platforms.* It is probably well known that global celebrities like Kylie Jenner, Dwayne Johnson and Beyoncé rank among the highest-paid celebrities in the world,* receiving millions of dollars annually to promote brands. Similarly, the African market is no exception, with local celebrities being paid to promote local brands.

In May 2021, Egyptian footballer and Liverpool forward Mohamed Salah was the highest-paid celebrity in Africa. On social media, he shares mostly sports-related content, but sometimes he shares family moments, like matching costumes with his daughter. Salah has worked with global brands like Vodafone, Falken Tires and Uber, who have paid large sums to be featured on his Instagram page.* Even though Salah has many followers, whom global brands would want to reach through him, what about local African brands using local celebrities? Michael Wood, founder and director of business consulting company Aperio, which focuses on accelerating growth of FMCG brands in sub-Saharan Africa, maintains that ‘the most successful companies in the consumer sector in Africa are the ones that really create an affinity with the consumer by being the brand of the people’.*

 When the Nigerian Government introduced mobile number portability (mnp) in 2013, MTN, a well-known mobile service provider in Africa, masterfully used celebrity endorsement to attract customers to their brand.  MNP allowed Nigerians to switch over to another mobile service provider while retaining their existing mobile phone number, in a process called ‘porting’. During this time, MTN offered an endorsement deal to their rival company’s (Etisalat) spokesperson, the well-known Nigerian actor and comedian Hafiz Oyetoro. MTN’s TV commercial ‘I don port’ began with Oyetoro wearing clothes that appeared green (Etisalat’s brand colour), but as he sang a catchy song about ‘porting’ over to MTN, lighting shone on him to reveal he was wearing yellow clothes (MTN’s brand colour). As most consumers knew Oyetoro was the spokesperson for Etisalat, and most consumers had heard about the new laws that allowed them to switch service providers, MTN’s endorsement deal was effective in promoting the MTN brand to consumers.*

Endorsing a rival’s spokesperson is not the only masterful celebrity endorsement strategy. South Africa had 48 political parties contesting the 2019 elections, which was an almost 40 per cent increase from the previous national elections, held in 2014. Due to the increase in the number of competing parties, celebrity endorsement became a popular strategy to promote political campaigns. Celebrities campaigned on behalf of political parties and political candidates. Social engagements became a common political campaign tactic where celebrities took advantage of their fame and engaged in public performances on behalf of the political candidates, campaigned alongside the candidates and tweeted messages to their millions of followers showing their support. In South Africa, it would seem that political celebrity endorsements are effective in driving voter intention. It would seem that using celebrity endorsement in political campaigns allows politicians in South Africa to gain credibility.*

Source: Charlene Gerber, Charlene.Gerber@usb.ac.za

  

      Attitude models

8.2 Apply attitude theories and frameworks.

A consumer’s overall evaluation of a product can account for most of their attitude. When market researchers want to assess attitudes, it can sometimes be sufficient for them to simply ask a bunch of guys, for example, ‘How do you feel about Pure Blonde Beer?’ However, as we noted earlier, attitudes can be a lot more complex than that. One challenge is that a product or service is composed of many attributes, or qualities, some of which may be more important than others to different people. Another challenge is that a person’s decision to act on their attitude is affected by other factors, such as whether they feel that buying a product would meet with the approval of friends or family. As a result, attitude models try to specify the different elements that might work together to influence people’s evaluations of an attitude object.

We now look at multi-attribute models, the Fishbein model (one of the earliest attitude models) and its successors, the theory of reasoned action and the theory of planned behaviour. The same researcher is behind all three models. We then discuss the model of goal-directed behaviour, which incorporates emotion and past behaviour into the model.

Attitude models are sometimes written as a formula. The formulas for the four attitude models in this chapter are shown in Figure 8.4. As can be seen, after the Fishbein model, each model incorporates the features of the previous one while including additional variables.

  Figure 8.4 Formulas of the attitude models
[image: An exhibit shows the formulas for the four attitude models.]
 Image descriptionThe exhibit shows the following information. Fishbein model A sub 0 = B sub I E sub i. Theory of reasoned action BI = A sub act + SN. Theory of planned behaviour BI = A sub act + SN + PCB. Model of goal directed behaviour B = BI + A sub act + SN + PCB + FPB + RPB + D + PosEA + NegEA A sub 0 = Attitude towards object A sub act = Attitude towards the act B sub I = Belief about the brand’s possession of the attribute BI = Behavioural intention D = Desire E sub i = Evaluation of the attribute FPB = Frequency of past behaviour NegEA = Negative anticipated emotions PCB = Perceived behavioural control PosEA = Positive anticipated emotions RPB = Recency of past behaviour SN = Subjective norms

Multi-attribute attitude models

A simple response does not always tell us everything we need to know about why the consumer feels a certain way towards a product or what marketers can do to change the consumer’s attitude. Beliefs about specific brand attributes can be pivotal to the success or otherwise of a product. Warner-Lambert discovered this in research it did for its Fresh Burst Listerine mouthwash. A research company paid 37 families to allow it to set up cameras in their bathrooms to watch their daily routines. Users of both Fresh Burst and rival Scope said they used mouthwash to make their breath smell good. But Scope users swished the liquid and then spat it out, while Listerine users kept the product in their mouths for a long time (one user kept it in until he got in the car and finally spat it out in a gutter a block away!). These findings meant that Listerine hadn’t shaken its medicine-like image.* 

Because attitudes can be complex, multi-attribute attitude models have been extremely popular with marketing researchers. This type of model assumes that a consumer’s attitude (evaluation) towards an attitude object (Ao) will depend on the beliefs they have about several or many attributes of the object. The use of a multi-attribute model implies that identifying these specific beliefs and combining them to derive a measure of the consumer’s overall attitude can predict an attitude towards a product or brand. We’ll describe how this works, using the example of a consumer evaluating a complex attitude object that should be very familiar to you: university.

Basic multi-attribute models specify three elements:

  	Attributes are characteristics of the Ao. Most models assume that the relevant characteristics can be identified. That is, the researcher can include those attributes that consumers take into consideration when evaluating the Ao. For example, scholarly reputation is an attribute of a university.
	Beliefs are cognitions about the specific Ao (usually relative to others like it). A belief measure assesses the extent to which the consumer perceives that a brand possesses a particular attribute. For example, a student might have a belief that the University of New South Wales has strong academic standing.
	Importance weights reflect the relative priority of an attribute to the consumer. Although an Ao can be considered on a number of attributes, some are likely to be more important than others (i.e. they will be given greater weight). Furthermore, these weights are likely to differ across consumers. In the case of universities, for example, one student might stress job opportunities, whereas another might assign greater weight to creative industries programs.*


Consumer researchers have used multi-attribute models for many years, but they are plagued by a major problem. In many cases, knowledge of a person’s attitude is not a very good predictor of behaviour. In a classic demonstration of ‘Do as I say, not as I do’, many studies have obtained a very low correlation between a person’s reported attitude towards something and their actual behaviour towards it. Some researchers have been so discouraged that they have questioned whether attitudes are of any use at all in understanding behaviour.*

      The Fishbein model

The most influential multi-attribute model is the Fishbein model (refer to Figure 8.5), named after its primary developer. * The model has three components:

  	Overall attitude about an object, Ao (the overall evaluation of a person, product or idea).
	Salient beliefs people have about an object, βi (those beliefs about the object that are considered during evaluation).
	Evaluation of each of the important attributes, Ei (the importance attached to the attributes of the object).*


  Figure 8.5 The Fishbein model
[image: ]

The overall attitude score is obtained by multiplying a consumer’s rating of each attribute for all the brands considered by the importance rating for that attribute.

To see how this basic multi-attribute model might work, suppose we want to predict which university a high-school student is likely to attend. After months of waiting, Caroline has four options. Because she must now choose one, we would first like to know which attributes Caroline will consider in forming an attitude towards each option. We can then ask Caroline to assign a rating, indicating how well each performs on each attribute, and we can also determine the relative importance of the attributes to her.

By adding the scores on each attribute (after weighting each by its relative importance), we can calculate an overall attitude score for each university. These hypothetical ratings are shown in Table 8.1. Based on this analysis, it seems that Caroline has the most favourable attitude towards Omnicron University—it has the highest overall attitude score of 136. She is clearly someone who would like to attend a university with a solid academic tradition and reputation rather than a university offering a strong athletics program or a party atmosphere.

 Table 8.1 The basic multi-attribute model: Caroline’s university decision
	ATTRIBUTES OF  UNIVERSITIES	IMPORTANCE RATING (E)	OMNICRON	KAARTDIJIN	GOTHAM	RAVENSLOFT
	BELIEF (β)*	β × E**	BELIEF	β × E**	BELIEF	β × E**	BELIEF β × E**
	Academic reputation	6	10	60	9	54	6	36	3	18
	Cost	4	8	32	2	8	6	24	9	36
	Proximity to home	3	2	6	2	6	6	18	9	27
	Athletics	1	1	1	2	5	5	5	1	1
	Party atmosphere	2	1	2	3	3	3	6	9	18
	Library facilities	5	7	35	9	7	7	35	2	10
	Attitude score Ao	136	
	121	
	124	
	110




Note, however, that the model makes some assumptions that may not always be warranted. It assumes that we have been able to specify adequately all the relevant attributes that, for example, a student will use in evaluating their choice about which university to attend. The model also assumes that the beliefs and the importance of each attribute are stable over time. Additionally, the model assumes that they will go through the process (formally or informally) of identifying a set of relevant attributes, weighting them and adding them up. Although this particular decision is likely to be highly involving, it is still possible that the student’s attitude will instead be formed by an overall emotional response (a process known as ‘affect referral’).

      The extended Fishbein model: the theory of reasoned action

The original Fishbein model, which focused on measuring a consumer’s attitude towards a product, has been extended in several ways to improve its predictive ability. The newer version is called the theory of reasoned action (TRA) and was developed by Fishbein and colleague Icek Ajzen.* This model contains several important additions (see Figure 8.6) including the concepts of behavioural intentions, subjective norms and normative beliefs, and the removal of attitude valuation. Although still not perfect, the ability of TRA to predict relevant behaviour has been improved.* Some of the modifications to this model are considered here.

  Figure 8.6 The theory of reasoned action
[image: ]

Intentions versus behaviour

Like the motivations discussed in the chapter 'Motivation and values', attitudes have both direction and strength. A person may like or dislike an attitude object with varying degrees of confidence or conviction. It is helpful to distinguish between firmly held attitudes and those that are more superficial, because an attitude held with conviction is more likely to be acted on.* One study on environmental issues and marketing activities found, for example, that people who express conviction in their feelings about environmentally responsible behaviours such as recycling show greater consistency between attitudes and behavioural intentions.*

However, as the old expression goes, ‘The road to hell is paved with good intentions’. Many factors might interfere with performance of actual behaviour, even if the consumer has sincere intentions. They might save up with the intention of buying a stereo system, but in the interim any number of things could happen: losing a job or arriving at the store to find that the desired model is out of stock. It is not surprising, then, that sometimes past purchase behaviour has been found to be a better predictor of future behaviour than a consumer’s behavioural intention.* The theory of reasoned action aims to measure behavioural intentions, recognising that certain uncontrollable factors inhibit prediction of actual behaviour.

Social pressure

The theory of reasoned action acknowledges the power of other people in influencing behaviour by including the variable subjective norms. Many of our behaviours are not determined in a vacuum. Much as we may hate to admit it, what we think others would like us to do may be more crucial than our own individual preferences. Some research approaches try to assess the extent to which people’s ‘public’ attitudes and purchase decisions might be different from what they would do if they were in private. For example, one company uses a technique it calls ‘engineered theatre’. Researchers go to the actual site where a product is being consumed, such as a bar. They arrange for the wrong product to be ‘mistakenly’ served, and then observe the consumer’s ‘naked response’ to the brand and their reaction to consuming that brand in a social context.*

In Caroline’s case, note that she was very positive about her choice to go to a predominantly academic university. However, if she had felt that this choice would be unpopular and if the opinions of others mattered to her, she might have ignored or downgraded this preference when coming to a decision. A new element, the subjective norm (SN), was thus added to include the effects of what we believe other people think we should do. The value of SN is arrived at by including two other factors: (1) the intensity of a normative belief (NB) that others believe an action should be taken or not taken, and (2) the motivation to comply (MC) with that belief (i.e. the degree to which the consumer takes others’ anticipated reactions into account when evaluating a course of action or a purchase).

Attitude towards buying

The TRA model now measures attitude towards the act of buying (Aact), rather than just the attitude towards the object (product or brand). In other words, the model focuses on the perceived consequences of a purchase. Knowing how someone feels about buying or using an object turns out to be more valid than merely knowing the consumer’s evaluation of the object itself.*

To understand this distinction, consider a problem that might arise when measuring attitudes towards condoms. Although a group of university students might have a positive attitude towards condoms, does this necessarily predict that they will buy and use them? A better prediction would be obtained by asking the students how likely they are to buy condoms.A person might have a positive Ao towards condoms, but their Aact to buying condoms might be negative due to the embarrassment or hassle involved.

Obstacles to predicting behaviour in the theory of reasoned action

Despite improvements to the Fishbein model, problems arise when TRA is misapplied:

  	Situational friction: Some outcomes are beyond the consumer’s control, such as when the purchase requires the cooperation of other people. For instance, a woman might want a mortgage, but this intention will be worthless if she cannot find a lender to give her one. Thus, in this case, attitudinal intentions do not predict behaviour.
	Situational change: The basic assumption that behaviour is intentional may be invalid in a variety of cases, including acting impulsively, sudden changes in one’s situation, novelty seeking or even simple repeat buying. One study found that such unexpected events as having guests, changes in the weather or reading an article about the healthiness of certain foods exerted a significant effect on actual behaviours.*
	Time interval: A similar problem relates to the time frame of the attitude measurement. In general, the longer the time between the attitude measurement and the behaviour it is supposed to assess, the weaker the relationship will be. For example, predictability would improve markedly by asking consumers the likelihood that they would buy a house in the next week as opposed to within the next five years.
	Personal experience: Attitudes formed by direct personal experience with an Ao are stronger and more predictive of behaviour than those formed indirectly, such as through advertising.* According to the attitude accessibility perspective, behaviour is a function of the person’s immediate perceptions of the Ao, in the context of the situation in which it is encountered. 


An attitude will guide the evaluation of the object, but only if it is activated from memory when the object is observed. These findings underscore the importance of strategies that induce trial (e.g. by widespread product sampling to encourage the consumer to try the product at home, by taste tests, test drives, etc.) as well as those that maximise exposure to marketing communications.

      The theory of planned behaviour

To overcome the problems in earlier models, Ajzen added the notion of perceived behavioural control to the theory of reasoned action. Ajzen developed this new model in collaboration with Martin Fishbein and called it the theory of planned behaviour (TPB).* Figure 8.7 shows the model.

  Figure 8.7 The theory of planned behaviour
[image: A flow chart explains the theory of planned behaviour.]
 Image descriptionAs per the diagram, beliefs beta 1 leads to attitude towards the act A sub act, normative beliefs leads to subjective norms SN, control beliefs lead to perceived behavioural control PBC. All these three beliefs lead to intentions BI that is followed by outcome Behaviour B. A dashed arrow is directly linked from Perceived behavioural control PBC to behaviour B. As per the key, beliefs beta 1 and behaviour B are a part of the variable in the Fishbein model; attitude towards the act A sub act, normative beliefs, subjective norms SN and intentions BI are a part of the variable in the theory of reasoned action, control beliefs; and Perceived behavioural control PBC are a part of the variable added in the theory of planned behaviour.

The model includes all the variables from the theory of reasoned action as well as the new concept of perceived behavioural control (the belief that you can actually control the situation and make changes). When people believe they can perform the behaviour easily, attitudinal intention becomes an effective predictor of the actual behaviour.*

The TPB model has been applied directly to leisure-related activities, such as skiing, swimming, horse riding and mountain climbing. A study on leisure activities found that the level of perceived behavioural control (how easy it was for the consumers to engage in the activities) influenced how much of their actual behaviours (performing the leisure activities) were predicted by their intentions to behave.*

       



Marketing opportunity

Using TPB to influence exercise attitudes

When the US Government became concerned about the poor lifestyle habits of tweens (9–13-year-olds), it developed a social marketing campaign called ‘VERB’ (verb means ‘to act or do’). The campaign aimed at increasing physical activity levels for tweens, with tweens as the primary target market and parents and adult influencers as the secondary target market. The campaign used the TPB along with social cognitive theory to develop the program. Schools and teachers were used to influence attitudes about physical exercise by providing kits to engage tweens in a fun way (an example was combining two sports such as volleyball and basketball into a new game); and simple activities such as free yellow balls and a game instruction that showed anyone can do physical exercise and achieve influenced perceived behavioural control. Celebrity endorsers such as Hilary Duff (blogs and photos of her with the yellow ball) were then used to influence social norms about physical exercise.

 [image: A group of people in their workout clothes with towels and water bottles.]
Source: BAZA Production/Shutterstock

The campaign measured each of the variables in the TPB model using psychosocial questions and questions about tweens’ intentions and actual behaviours. The campaign aimed to change attitudes about physical exercise with the ultimate aim being to change exercise behaviour. The key mechanism for changing attitudes was media and communication. The media campaign activities included advertising, promotions, a website, public relations and community outreach. Through awareness of the program, tweens and parents generated buzz, which in turn increased the beliefs, subjective norms, self-efficacy and perceived behavioural control among parents about exercise. The change in parents’ attitudes increased their support for their children to participate. This support encompassed not only encouragement but also prioritising exercise in the weekly family schedule.

Once a positive attitude towards exercise among tweens and their parents had been created by the ‘VERB’ campaign, various activities were used to influence the behaviour. Partner organisations such as clubs and schools were involved to create accessible places for tweens to exercise safely  with their peers. Ideas for exercise were provided to parents, key influencers and tweens in the form of videos, student planners, tip sheets, educational packages and wall posters. The campaign was very successful: increases in attitudes, perceived behavioural control, perceived social norms, intentions and behaviours occurred in the first 12 months of being exposed to the ‘VERB’ program. Follow-up research was conducted after five years that showed a sustained effect of the program among the original participants.

  

      The model of goal-directed behaviour

One limitation of the TPB model is the assumption that intentions and behaviours are driven by cognitive processes. However, we know that sometimes attitudes, intentions and behaviours are influenced by other factors, such as how we feel and our past experiences, so for these situations we need a model that incorporates emotions and prior behaviour.

The model of goal-directed behaviour (MGB), which builds on TPB, suggests that marketers’ ability to predict intentions and future behaviour will be improved if they also consider the desires, anticipated emotions and any past experience the consumer has had with the product.* The model is called ‘goal-directed’ because anticipated emotions are strongly linked to goals and provide a powerful motivator for behaviour (see Figure 8.8). The MGB is therefore only relevant for behaviour that is done to achieve a goal (e.g. exercise done to achieve the goal of weight loss) whereas TPB is more useful for predicting behaviours that are an end-goal themselves (e.g. exercising for pleasure only) and not a step towards reaching something else. A study that investigated goal-directed emotions found 17 emotions that directly influenced dieting and exercise behaviours.*  

  Figure 8.8 The model of goal-directed behaviour
[image: A diagram shows the frequency of past behavior.]
 Image descriptionThe frequency of past behavior, PFB also connects to desires, intentions, and behaviour. The desires D, which leads to intentions, BI, and this leads to behaviour B. The attitude towards the act of buying, A subscript act, the positive anticipated emotions, PosEA, negative anticipated emotions, negEA, and subjective norms, SN all leads to desires. The perceived behavioural control, PBC leads to desires, D and behaviour B. The recency of past behaviour, RPB also points to the behaviour. The variable added in the model of goal-directed behaviour are positive and negative anticipated behaviours, desires, frequency of past behaviour, and recency of past behaviour. The PBC is the variable in the theory of planned behaviour. The variable in the theory of reasoned action are attitude towards the act of buying, subjective norms, and intentions. The behaviour is the variable in the Fishbein model.

A concept considered to be central to the formation of attitude is desire, which is similar to a craving. Desire has been included in the MGB between the variables of attitude and intentions, because it transforms the attitude into the motivation (intention) to act. Consider a situation where a brand manager aims to increase the sales of ice-creams. A positive attitude towards buying an ice-cream does not mean the consumer intends to buy an ice-cream. The attitude does not automatically arouse the consumer to go and buy the ice-cream. However, if a desire towards buying the ice-cream is triggered as a result of the attitude (think of those times when you really craved a Magnum), then the consumer is more likely to intend to buy the ice-cream.

The inclusion of past behaviour in the MGB is relevant for situations where we have a routine or repeat purchase. If we frequently perform a behaviour, such as visiting the hairdresser every fortnight, then our intention to go again will be greater because the behaviour is part of our routine. If we have recently bought a lottery ticket, then the memory of this act is still with us and may be triggered when we next walk past the newsagent, and thus we may buy another one.

The likelihood of displaying goal-directed behaviour is influenced by the words we use to refuse a behaviour or an item. In a recent study, the phrase ‘I can’t’ was compared with ‘I don’t’ with the results showing that saying ‘I don’t’ is more psychologically empowering.* So if you really want to say 'no' to that piece of chocolate cake or beer, then actually achieving that goal relies on you saying ‘I don’t eat chocolate cake/drink beer’ rather than ‘I can’t eat chocolate cake/drink beer’. The reason this works is that ‘I don’t’ shows a firm attitude against the act and emphasises the willpower to resist, while saying ‘I can’t’ indicates that you are not really in control and someone/something else (external) is making you do it. This creates lower feelings of empowerment and is likely to lead you to cave in.

Social marketing research on breastfeeding behaviour* compared the TPB and MGB models and found that when emotions were included, the influence of subjective norms and attitudes disappear. This study also found that there were differences between novice and experienced mothers in the variables that predicted desire, intentions and behaviour. The behaviour of experienced mums was more likely to come from confidence (self-efficacy), anticipated negative emotions and past behaviour, whereas novice mum behaviour was more influenced by subjective norms, anticipated positive and negative emotions and past behaviour.

      Attitude change

8.3 Understand how attitudes are formed and changed.

One goal for marketers is changing attitudes, either towards their own brand or against a competitor’s brand. As attitudes have two components (emotional and cognitive), marketers need to work out which of the components needs to be targeted first by their strategies. For instance, if the marketing manager for an airline wants to create a more positive attitude towards their brand, they need to know which component is driving attitudes towards their airline. If the emotional component (the ‘feel’ variable in the hierarchy of effects model) has the strongest influence, the strategies need to focus on emotional appeal, while a cognitive appeal would be aimed at the cognitive component (the ‘learn’ variable in the hierarchy of effects model).

Recent research on attitudes has revealed that when attitudes change we may still retain the old attitude (but it may be buried very deep).* The attitude we retrieve and use at any given time depends on the context; for instance, we may initially believe that speeding is okay as long as the road is clear and there are no other cars around. After seeing a road safety advertisement demonstrating that ‘safe speeding’ does not exist, we may develop another attitude towards speeding. However, both attitudes exist in our mind and we may retrieve the old attitude towards speeding when faced with a long drive home at night, with good weather and little traffic on the road.

Marketing managers use various combinations of the marketing mix to change attitudes. While marketing communications such as advertising or public relations are well-used strategies, strategies relating to the product or service, the price and distribution are also effective when influencing consumer attitudes. Table 8.2 summarises some examples of how different elements of the marketing mix can be used to influence consumer attitudes. For more successful campaigns on changing attitudes and perceptions visit the Australian Marketing Institute’s award website, https://ami.org.au/2021-showcase/2021-awards/past-awards.

 Table 8.2
Marketing mix strategies to change attitudes
	ORGANISATION	MARKETING PROBLEM	MARKETING MIX STRATEGY
	Tourism Northern Territory
 
	Low awareness, misperceptions and declining visitation for the top end of Australia 

	Product: Produced a feature film called ‘Top End Wedding’, which resulted in a 6.5% rise in visitation, was the no. 2 film in Australia and won campaign of the year 2020 from the Australian Marketing Institute


	Nestlé


	Nestlé was criticised by Greenpeace for using palm oil in its chocolate products. Nestlé tried to respond via social media, which then generated consumer backlash


	Product: In 2014 cancelled contracts with its palm oil suppliers and changed its product recipe to mitigate public outrage



	Coca-Cola
Mother energy drink
	Research revealed that consumers didn’t like the taste of the original product.


	Product: Changed the taste of the product in 2008
Promotion: Developed an advertising campaign that featured the marketing team of the ‘old taste’ being punished

	Nintendo


	The rise of casual game play created an opportunity to appeal to a different type of gamer as an untapped market—casual family gamers


	Product: Created a console that didn’t require a learning curve to know how to use; everyone knows how to swing a tennis racket or bowl a ball—the Wii was born



	Dial before you dig Vic./Tas. (NGO safety community service to identify utilities that are underground)
	Use of enquiry service had been dropping due to low awareness of risks of digging underground
	Promotion: Created a communication campaign showing a coffin marked out on the road with the tag line ‘Don’t dig your own grave’; enquiries increased by 11.6%

	Virgin Mobile


	Virgin believed the teen market was becoming saturated and decided that its youth orientation was narrow in market scope


	Promotion: Repositioned the product in 2007 as having a youthful attitude rather than a youthful age to appeal to older consumers as well as younger ones



	Gloria Jean’s


	Research showed that Australians didn’t want a ‘fast’ approach to coffee, they wanted an experience


	Place: Retail outlets were designed to allow people to relax and enjoy the coffee or to drink it on the go



	McDonald’s


	Consumers perceived McDonald’s food to be unhealthy


	Product: In 2007 it added the Heart Foundation’s tick to limited menu items to indicate that healthy choices are available at McDonald’s



	Marie Stopes International


	The worrying negative sexual and reproductive health trends impacting Indigenous people


	Product: Developed a range of subsidised condoms branded ‘Snake Condoms’ and used Indigenous images on the packaging; in 2008, 96 300 condoms were sold
Place: Peer-to-peer distribution of the branded condoms was used; local Indigenous young people were trained to sell the condoms to their friends

	Nestlé Carnation Milk


	Despite the brand existing for over 100 years, there was a lack of understanding about the product (what it was and how to use it)


	Promotion: A single TV ad was created that made people aware that Carnation is used for creamy dishes and comes in a light version. As a result, in 2011 sales increased by 12% and a younger audience started using the product







      Changing the cognitive component of attitudes (‘learn’)

When communication is the focal point of a marketing strategy, a marketing manager must decide how to influence the cognitive component of an attitude—whether to argue, draw conclusions or use a comparison becomes important.

Constructing the argument

Many marketing messages are similar to debates or trials, in which someone presents an argument and tries to persuade the listeners to shift their opinion accordingly. The way the argument is presented may be as important as what is said. Marketing firms often use appeals such as the source, power or humour.

  	Source appeal: The person or organisation saying the message is known for being highly reputable (e.g. a person with very white teeth in a commercial telling you to use their toothpaste).
	Power appeal: When a person in power or a leadership role is used to encourage people to listen to them (e.g. a dentist telling you to use a toothpaste; or ‘4 out of 5 dentists recommend …’.
	Humour appeal: Making the argument provided fun and uplifting (e.g. a cartoon tooth telling you which toothpaste they like the best and is healthiest for them). 


Most messages present one or more positive attributes about a product or reasons to buy it. These are known as supportive arguments. An alternative is to use a two-sided message, in which both positive and negative information is presented. Research has indicated that two-sided ads can be quite effective, yet they are not widely used.* Why would a marketer want to devote advertising space to publicising a product’s negative attributes? Under the right circumstances, the use of refutational arguments, in which a negative issue is raised and then dismissed, can be quite effective. This approach can increase source credibility by reducing reporting bias.

Positive, important attributes can be used to refute real or perceived drawbacks. For example, Avis got a lot of mileage out of claiming to be the ‘No. 2’ car rental company because being number 1 meant no room or motivation for improvement, while an ad for Volkswagen woefully described one of its cars as a ‘lemon’ because there was a scratch on the glove compartment chrome strip.* A two-sided strategy appears to be the most effective when the audience is well educated (and presumably more impressed by a balanced argument).*

Drawing conclusions

Should the argument draw conclusions, or should the points merely be presented, permitting consumers to arrive at their own decision? On the one hand, consumers who make their own inferences, instead of being spoon-fed them by others, will form stronger, more accessible attitudes. On the other hand, leaving the conclusion ambiguous increases the chance that the desired attitude will not be formed.

The response to this issue depends on the consumers’ motivation to process the ad and the complexity of the arguments. If the message is personally relevant, people will pay attention to it and spontaneously form inferences. However, if the arguments are hard to follow or consumers’ motivation to follow them is lacking, it is safer for the ad to draw conclusions.*

       

CB as I live it: An emotion-based shopping attitude

Valeria Rossi Rivera, University of Western Australia
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As consumers in contemporary society, every involvement we take part in in our daily life helps us to form an attitude, no matter how small or big, negative or positive. Attitudes are referred to as an ongoing evaluation towards a specific something or someone. They can vary due to different experiences or even our own culture and/or beliefs. This affects us in ways that we might not be conscious about, such as immediately making up your mind whether to get Pepsi or Coca-Cola while shopping, or buying Colgate toothpaste as that’s what your parents always bought. As consumers, this develops into us being loyal to a certain brand and sharing its advantages with others.

Something as little as not being greeted when entering a store, the cashier not being polite or workers being rude while attending to customers can have significant effects on customers’ attitudes towards a certain brand. Then every time they hear or see something remotely related to the brand, they could immediately, unconsciously or consciously, correlate it back to their initial interaction—such an experience could have ruined their day. The ramifications of this can extend beyond the individual consumer and include people willing to listen to such experiences. Nevertheless, just as negative attitudes are easy to make, so are positive attitudes.

I will always remember when I entered a retail store on a particular bad day as nothing seemed to have been going right. I had been late to class, it was raining and I had forgotten my umbrella, and to top it off I had to buy a last-minute present for a friend which I had forgotten about. The store was going to close soon, and I am sure my face portrayed panic as a lady came up to me wondering whether I needed any help. To my relief, she completely made a 180-degree turn on my day as we went through all the options of what I could buy for my friend and had a pleasant chat as she was also a student and understood what I was going through. Even as time was running out and the store was closing, she didn’t rush me in any way and remained calm while still being cheerful. This interaction had a profound effect on my attitude towards the store and is a story that I always share with my friends and family when shopping. In fact, because of this positive interaction, I frequently visit that store when shopping. Forming attitudes is inevitable, and both negative and positive attitudes can be developed quickly and have a long-lasting effect that could take a great amount of time to change, for better or worse.

My experience not only created a positive attitude towards the store, it also created position emotions—but there is a downside to an attitude that is based on emotions. Every day we form both positive and negative attitudes towards different brands due to the different experiences we have lived, even while most of us are not aware of it. Sometimes emotions can bias or cloud our view of a product, brand or store. An example is how loyal I am to the retail store where I was treated so well: I always go back to that store, without comparing prices for the same products at other stores. However, there may be other stores with better-quality clothes and at a lower price and I am missing out on these savings. My attitudes are based on emotions and this affects my behaviour, with that store always being my first choice to consume, purchase and communicate my great experiences towards it. While this blind loyalty may not be a real problem, it may be preventing me from forming new opinions and finding potentially better alternatives. Nevertheless, I am still positive I will be going back to that store even if I do find a better alternative, as the environment, the experience and the service cannot simply be reconstructed anywhere else.

Source: F Bartsch, A Diamantopoulos, NG Paparoidamis & R Chumpitaz, ‘Global brand ownership: The mediating roles of consumer attitudes and brand identification’, Journal of Business Research, September 2016, 69(9); S Romani, S Grappi & D Dalli, ‘Emotions that drive consumers away from brands: Measuring negative emotions toward brands and their behavioral effects’, International Journal of Research in Marketing, March 2012, 29(1).

  

      Changing the emotional component of attitudes (‘feel’)

The feelings generated by an ad have the capacity to directly affect brand attitudes. Commercials can evoke a wide range of emotional responses, from disgust to happiness. These feelings can be influenced both by the way the ad is done (i.e. the specific advertising execution) and by the consumer’s reactions to the advertiser’s motives. For example, many advertisers who are trying to craft messages for adolescents and young adults are encountering problems because this age group, having grown up in a ‘marketing society’, tends to be sceptical about attempts to get them to buy things.* These reactions can in turn influence memory for advertising content.*

At least three emotional dimensions have been identified in commercials: pleasure, arousal and intimidation.* Specific types of feelings that can be generated by an ad include the following:

  	Upbeat feelings: amused, delighted, playful.
	Warm feelings: affectionate, contemplative, hopeful.
	Negative feelings: critical, defiant, offended.*


Ads are often used to arouse specific emotions to change attitudes, but how are emotions generated? Cognitive-appraisal theory * demonstrates that the emotions we feel are the result of evaluations of the object, person, event or issue that has created the emotion. These thoughts are termed ‘appraisals’ because they reflect the different ways we appraise a situation. There are six appraisals that generate the basic emotions we feel: certainty, pleasantness, attentional activity, control, anticipated effort and responsibility. * The different combinations of these appraisals lead to different emotions and these emotions in turn lead to an attitude or an attitude change* (refer to Table 8.3).

 Table 8.3 Appraisals for consumption emotions

	APPRAISAL	FEAR	GUILT	ANGER	HAPPINESS	HOPE	PRIDE
	Certainty	Uncertain	Certain	More certain	Certain	Uncertain	Certain
	Pleasantness	Unpleasant	Unpleasant	Unpleasant	Pleasant	Pleasant	Pleasant
	Attentional activity (novelty)	Moderate	Low	Moderate	High	High	Moderate
	Situational control	Beyond control	Under human control	Under human control	Under human control	Moderate	Under human control
	Anticipated effort	Demands high effort	High effort	Moderate	Low	Moderate	Low
	Responsibility (who is responsible?)	Self	Self	Other	Self	Other	High Self



Source: Based on CA Smith & PC Ellsworth, ‘Patterns of cognitive appraisal in emotion’, Journal of Personality and Social Psychology, 1985, 48(4): 813–38; JA Ruth, FF Brunel & CC Otnes, ‘Linking thoughts to feelings: Investigating cognitive appraisals and consumption emotions in a mixed-emotions context’, Journal of the Academy of Marketing Science, 2002, 30(1): 44–58.

So, for instance, if you wanted to change attitudes towards wearing fur by generating guilt, then according to the Smith and Ellsworth theory of emotional appraisal,* the marketing communications would need to demonstrate the following features:

  	Certainty: wearing fur harms animals.
	Pleasantness: wearing fur makes people feel unpleasant.
	Control: where consumers have control over their decision to not wear fur; acknowledges that feeling guilty is effortful.
	Responsibility: encourages people to take personal responsibility by actively not wearing fur.


 [image: ]
Source: Image courtesy of People for the Ethical Treatment of Animals, www.peta.org

To understand how to design the creative component of the ad to influence emotions that will generate or change an attitude, there are three steps to undertake:

  	Identify which emotion(s) are most likely to change the attitude (this takes market research).
	Identify the appraisal combination that is driving the emotion (refer to the Smith and Ellsworth theory).
	Design an ad that influences people in making these appraisals.


Using humour to change attitudes

The use of humour can be tricky because what is funny to one person may be offensive or incomprehensible to another. Specific cultures may have different senses of humour and use funny material in diverse ways. For example, commercials in the UK are more likely to use puns and satire than those in the US.*

Does humour work? Overall, humorous ads do get attention. One study found that recognition scores for humorous liquor ads were better than average. Humorous ads can also be used for serious issues such as safety and health. For instance, the ‘Dumb Ways to Die’ campaign in 2012* by Melbourne Metro Trains to promote train safety used a humorous song and video game to engage audiences with its safety message.

However, the verdict is mixed as to whether humour affects recall or product attitudes in a significant way.* If things go wrong, the attempt at humour can polarise people or generate bad publicity. Air New Zealand leveraged the TV show Cougartown in 2010 to promote flights to women in the 30+ age bracket. The campaign featured a video on YouTube in documentary format of older women (cougars) in the urban wilds hunting down innocent young men in bars. The ads generated instant media coverage and attracted divided reactions as illustrated by comments such as ‘lol, funny as. i enjoyed watching the ad. thumbs up from me’ compared with ‘Typical sexist culture. So its ok for women to do anything against men yet again [sic]’.* One function humour may serve is to provide a source of distraction. A funny ad inhibits the consumer from counter-arguing (thinking of reasons why they don’t agree with the message), thereby increasing the likelihood of message acceptance.* Humour is more likely to be effective when the brand is clearly identified and the funny material does not ‘swamp’ the message. This danger is similar to the one where the use of beautiful models may divert attention from copy points. Subtle humour is usually better, as is humour that does not make fun of the potential consumer. Finally, humour should be appropriate to the product’s image. An undertaker or an investment company might want to avoid humour, but other products adapt to it quite well.

      Using fear to change attitudes

Fear appeals emphasise the negative consequences that can occur unless the consumer changes a behaviour or an attitude. A fear appeal strategy is widely used in marketing communications, though it is more commonly used in social marketing contexts in which organisations are encouraging people to convert to a healthier lifestyle by quitting smoking, using contraception, relying on a designated driver and so on.
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Does fear work? Most research on this topic indicates that the use of fear/negative appeals does not work and can create unintended effects.* Fear appeals can work for some people, usually those with high levels of coping efficacy or where the positive emotion of hope is presented.*

A good example of a company that used moderate fear to increase sales is Tontine Pillows. The company, despite having more than 50% market share in Australia, realised that the category was stagnant and it was losing sales to retailers’ own brands. It needed to get people to buy more pillows, but what was the best way to do this? Research indicated that people were not replacing their pillows regularly, so Tontine added a date stamp to each pillow (‘Best before …’) and ran a series of ads on TV just before bed time to advise people what could be growing in their pillow and the need to replace their pillow. The campaign resulted in an immediate increase in sales of 345%, exceeding the sales goal of 30%.*

When a weak threat is ineffective, this may be because there is insufficient explanation of the harmful consequences of engaging in the behaviour. When a strong threat doesn’t work, it may be because too much thinking interferes with the processing of the recommended change in behaviour—the receiver is too busy thinking of reasons why the message doesn’t apply to them to pay attention to the offered solution.*

A study that manipulated participants’ degree of anxiety about AIDS, for example, found that condom ads were evaluated most positively when a moderate threat was used. In this context, copy that promoted the use of the condom because ‘Sex is a risky business’ (moderate threat) resulted in more attitude change than either a weaker threat that emphasised the product’s sensitivity or a strong threat that discussed the certainty of death from AIDS.*

A wide range of organisations use fear or shock tactics; the fashion label Benetton, governments and even toothpaste manufacturers use these approaches to scare people into changing their attitude and doing something different. According to the Extended Parallel Process Model (EPPM),* consumers respond to fear appeals by choosing one of three responses: they ignore the threat (reject the message); they try to reduce the perceived likelihood of the threat occurring; or they try to control the fear, possibly by laughing. The EPPM model has also been used to show that repetition of an ad can improve the effectiveness of the threat appeal.*

 However, fear and scare tactics have not been as effective as hoped in getting teenagers to reduce their use of alcohol or drugs or to be cyber secure. One Australian study* found that for teenagers to comply with computer password guidelines there needs to be anticipated guilt or embarrassment at being hacked (social threat). Other threat appeals, such as the likelihood of being hacked or negative consequences of being hacked, did not change their attitudes about being cyber safe.

For health products and services aimed at young people, the threat to physical appearance or sexual performance is more immediate than medical problems that take time to accumulate. Examples of campaigns that use threats to physical appearance or sexual performance are shown in Table 8.4.

 Table 8.4 Campaigns using threats to physical appearance or sexual performance
	ISSUE/PRODUCT	COUNTRY/DATE	TAGLINE
	Smoking


	Australia 2013


	Image of a man dying of a smoking-related disease as he shares a last dance with his wife.



	Brazil 2008


	Images of a young woman with half her face old and wrinkled. The solution is to stop smoking.



	Speeding


	Australia 2007


	Women wiggling their ‘pinkie’ finger at men who are ‘hooning’ in their cars. Tagline is ‘Speeding. No one thinks big of you.’ The solution is to slow down.



	Cosmetics


	Australia 2006


	Image of an older male with the tagline ‘He thinks he’s ageing gracefully. She thinks he’s letting himself go.' The solution for ageing shown is a moisturising cream (L’Oréal).







Fear campaigns have been shown to be effective when the threat is immediate and is accompanied by a solution to resolve the threat and when the threat content is personally relevant (i.e. social threat for teens). Men respond better to fear appeals than women as do people who are willing to experience feelings or physical sensations.* The bottom line is that more understanding of the conditions that affect how threat/fear appeals are processed by consumers is required before definitive conclusions can be drawn about the impact of fear appeals on decisions to consume.

      Thinking or feeling: which strategy is better?

When should companies use emotional appeals and when should they use cognitive appeals in their marketing mix strategies? In the competitive market of mobile phone operating systems, Google’s Android ad in 2015 was the most shared ad ever, with 6.4 million shares and more than 30 million views.* Typically a phone operating system is a highly functional purchase and is often promoted using cognitive appeals such as low price, high customisation and compatibility. The use of animals who were friends in the ad was a deliberate emotional appeal to communicate the message ‘Be together. Not the same’* to demonstrate the functional aspects of the customisability of the Android platform across multiple brands.

So, which is better: appealing to the head or to the heart? The answer often depends on the nature of the product and the type of relationship consumers have with the product. This issue was at the core of a fierce debate at Polaroid, a company known for technological innovation rather than for ‘warm and fuzzy’ products. Marketers at the photographic products company argued strenuously that the company needed to develop new ‘fun’ products to recapture younger consumers. Engineers were antagonistic towards this idea; they felt a ‘toy’ camera would cheapen Polaroid’s reputation. In this case, the marketers prevailed and convinced the engineers to create a small instant camera with a cheap lens to produce fuzzy thumbnail-size photos. The I-Zone Instant Pocket Camera was born. In a radical move for the company the ad campaign was based on the theme ‘being a little bit bad is good’. One execution featured a young man who stuck instant pictures on his nipples and then wiggled his chest. Half of the I-Zone’s buyers were 13–17-year-old girls, and Polaroid reaped revenues of US$270 million for the product in one year.* However, a word of caution: generating emotions doesn’t always work: an ad that promoted mouthwash by showing someone spitting blood while brushing until they lost a tooth was found to be so disturbing that it actually discouraged people from buying the brand.*

In the 1980s many companies turned to an emotional strategy after realising that consumers did not find many functional differences between brands, especially those in well-established mature categories.* Eurostar, a supplier of train journeys from London to European cities, altered its brand strategy in 2017 to create a stronger emotional connection with its customers.* While the brand was known for the functional benefits of speed and convenience, the new campaign aimed to promote the emotional benefits of a ‘travel state of mind’ whereby customers were encouraged to pack small and live big by interacting with the locals they encountered on their travels. To combat the terrorist threats in Paris, Eurostar promoted the smaller European cities it also visits including Marseilles, Lyon and Amsterdam. Eurostar believes that a stronger emotional connection that leverages the cognitive/functional strengths of its brand will move the company into the future. The launch of a new ad campaign in 2020 used a thrill-seeking ostrich (a flightless bird) to promote the benefits of train travel over flying with the slogan ‘you see more when you don’t fly’, tapping into humour and the emotional benefits of travel.*

      How do marketers change attitudes?

BUY NOW! Advertisers constantly bombard us with messages imploring us to change our attitudes—and, of course, buy their products. These persuasion attempts can range from logical arguments to graphic pictures, from peers who try to intimidate us to celebrities who try to charm us. We review here some of the factors that help determine the effectiveness of marketing communications. Our focus is on some basic aspects of communication that specifically help determine how and if consumers will form new attitudes or modify existing ones.

Persuasion involves an active attempt to change attitudes. This is, of course, job number one for many marketing communications. We explain more about how marketers try to accomplish this later in the text, but for now we’ll set the stage with a list of some basic psychological principles that influence people to change their minds or comply with a request:*

  	Reciprocity. We are more likely to give if first we receive. That’s why including money in a mail survey questionnaire increases the response rate by an average of 65% over surveys that come without financial incentives in the envelope.
	Scarcity. Like people, items are more attractive when they aren’t available. In one study, researchers asked people to rate the quality of chocolate chip cookies. Participants who only got one cookie liked them better than did those who evaluated more of the same kind of cookie. That helps explain why we tend to value ‘limited edition’ items.
	Authority. We believe an authoritative source much more readily than one that is less authoritative. That explains why the American public’s opinion on an issue can shift by as much as 2% when the New York Times (but not the National Enquirer) runs an article about it.
	Consistency. As we noted earlier in this chapter, people try not to contradict themselves in terms of what they say and do about an issue. In one study, students at an Israeli university who solicited donations to help people with disabilities doubled the amount they normally collected in a neighbourhood if they first asked the residents to sign a petition supporting this cause two weeks before they actually asked for the donations.
	Liking. We agree with those we like or admire. In one study, good-looking fundraisers raised almost twice as much as volunteers who were not as attractive.
	Consensus. We consider what others do before we decide what to do. People are more likely to donate to a charity if they first see a list of the names of their neighbours who have already done so. And people are more likely to share a post on social media if it already has a lot of likes.


      Learning snapshot

  	An attitude is a predisposition to evaluate an object or a product positively or negatively and influence purchasing decisions.
	A key to attitude formation is the function the attitude holds for the consumer.
	Attitudes are made up of two components: emotion and cognition. Seeking to change an attitude involves influencing one or both of these components.
	Attitudes can be formed on the basis of a variety of sequences of cognitions, feelings and behaviours. The sequence depends on the consumer’s level of involvement and external cues.
	One organising principle of attitude formation is the importance of consistency between attitudinal components—that is, some parts of an attitude may be altered to be in line with others. Such theoretical approaches to attitudes as cognitive dissonance theory, self-perception theory and balance theory stress the vital role of the need for consistency.
	The complexity of attitudes is underscored by attitude models, in which a set of beliefs and evaluations is identified and combined to predict an overall attitude. Factors such as emotion, perceived behavioural control, subjective norms and the specificity of attitude scales have been integrated into attitude measures to improve predictability.
	Some elements of marketing communication that help determine effectiveness are the use of words or pictures, whether an emotional or a rational appeal is employed, the frequency with which the message is repeated, whether a conclusion is drawn, whether both sides of the argument are presented and whether the message includes fear, humour or sexual references.


Consumer behaviour challenge

  	Contrast the different learning hierarchies outlined in this chapter. How will strategic decisions related to the marketing mix be influenced by which hierarchy is operative among target consumers?
	List three functions performed by attitudes, giving an example of how each function is employed in a marketing situation.
	Think of a behaviour someone displays that is inconsistent with their attitudes (e.g. environmental warriors using chemical-laden detergents). Ask the person to elaborate on why they behave in this way, and try to identify how they have resolved dissonant elements.
	Devise an attitude survey for a set of competing cars. Identify areas of competitive advantage or disadvantage for each model you incorporate.
	Construct a multi-attribute model for a group of local restaurants. Based on your findings, suggest how each restaurant manager can improve their establishment’s image via the strategies described in this chapter.
	More than 500 universities in the US have signed up commercial companies to run campus websites and email services. These agreements provide web services to universities at little or no cost. But these actions have aroused controversy, because major companies pay to place advertising on the sites. That gives marketers entrée to influence the attitudes of thousands of students who are involuntarily exposed to product messages. How do you feel about this situation? Should companies be able to buy access to students’ eyeballs from the university they pay to attend? If the websites were not sponsored, would students be willing to pay higher fees?
	A marketer must decide whether to incorporate cognitive or emotional appeals in a communications strategy to change attitudes. Describe conditions that are more favourable to using one or the other.


      Case study

If it’s flooded, forget it: changing attitudes to driving through floodwaters

Dianne Grice, Ogilvy Brisbane, and Peter O’Halloran, Queensland Fire and Emergency Services (QFES)

Introduction

Severe thunderstorms are the norm in the subtropical and tropical climate of Queensland from October to May. Flash flooding is a regular occurrence throughout the state: in regional towns, across rural areas and in the large population centres of the southeast, including Brisbane. The hilly terrain and low-lying roads throughout suburbia, as well as the main arterials, exacerbate this problem. In May 2015, the loss of five lives due to a severe weather event in Brisbane brought into question the relevance and awareness of ‘current’ messaging on the dangers of driving through floodwaters. Anecdotal evidence from media reports (and others) suggested that while previous messaging had widespread recognition, the potentially dire consequences of driving through floodwater on roads were either misunderstood or, worse still, unknown. As a result of these fatalities, the Queensland Government developed a new social marketing campaign in time for the 2015/16 flood season. The campaign picked up a local colloquialism—‘If it’s flooded, forget it’ (IIFFI)—and was designed not only to reinforce the dangers of driving through floodwaters but also to equip the population with knowledge of the consequences and the tools needed to change their attitudes and behaviours.

Objectives

The overall goal of the campaign was to stop people driving through floodwaters in Queensland. Specific behavioural objectives the campaign hoped to achieve included the following:

  	Change beliefs as to what constitutes ‘floodwater’ by a minimum of 5%. (Pre-campaign research reported 45% of respondents believed floodwater to be 11–30 cm deep.)
	Increase awareness and understanding as to why not to drive through water over a road and reduce the incidence of such behaviour.
	Increase knowledge around the unforeseen impact floodwater can have on the road beneath.
	Reduce the number of people who will attempt to drive through floodwater based on what others around them are doing.
	Reduce the number of people who believe their vehicle can handle floodwater by a minimum of 5%. (Pre-campaign research measured this at 46%.)
	Change attitudes that familiarity and knowledge of local terrain give permission to drive through floodwater.
	Increase understanding that alternative safer routes are available. Identify these safer routes for the future.


Consumer insights

Qualitative and quantitative research was commissioned specifically to inform the campaign and to provide the Queensland Government with a clear indication of just how much Queenslanders were not taking flooded roads seriously. Highlights from this research included:

  	57% of 4WD drivers would drive across a flooded road
	29% believed the speed of water doesn’t matter
	29% had driven through floodwater
	25% didn’t think it was that dangerous.


The problematic attitude of Queensland drivers towards flooded roads was best summed up by the following research response:

‘We’re smart up here, we know what you can and can’t do. It’s the city people, the tourists and campervans that get in trouble driving through floodwater when they don’t have the local knowledge.’ (Cairns, Queensland)
 
The research was commissioned to determine the effectiveness of the existing messaging and to identify actions to change driver knowledge, attitudes and behaviour towards floodwater. It was also used to identify the demographics most likely to drive through floodwater and to uncover their reasons for doing so. The three most prevalent segments were:

  	males who have previously driven through floodwater: 30%
	4WD owners: 34%
	25–39 year olds: 27%.


Critical insights for these segments included bravado and masculine belief in their own ability. These played a part in influencing male drivers to risk driving through floodwater. This was often matched with a misplaced confidence in the vehicle they drove. In addition, panic and fear blinded some drivers at the moment when they were confronted by water over the road, with a fear for loved ones on the other side of the water in particular compelling them to take life-threatening risks. Research also discovered that a further contributor to poor behaviour was a simple lack of knowledge of how else to behave: drivers were unaware of what alternatives exist to driving through the water.

The campaign

The strategy for the campaign had a two-pronged approach: to tackle head on some of the myths and misunderstandings around driving through floodwaters (using communications) and to equip drivers with the knowledge and tools they need to predetermine an alternative action available to them (using online tools). This approach went beyond simply amplifying or dramatising the potentially fatal outcomes, as many driver safety campaigns often do.

Communication strategy

The campaign took an innovative approach to developing the communication mix by establishing a ‘CX loop’ (customer experience loop) borrowed from marketing practices usually reserved for commercial brands seeking to increase sales. CX loops are essentially communications opportunities and customer touch points, mapped against a neoclassical customer purchase life cycle, where the agency considers how to best massage consumers from a state of basic brand awareness through to consideration, enquiry, purchase, maintained purchase/loyalty and, ultimately, advocacy. Advocacy from one consumer to another helps grow and feed awareness/consideration and the whole cycle can start again for a new consumer.

This campaign took the same approach but looped instead the core stages of the trans-theoretical behaviour change model (pre-contemplation, contemplation, preparation to act, action and maintenance of action). An ‘advocacy’ stage was added in order to ensure that the communication mix had the right touch points and channels to facilitate word of mouth and viral/digital spread. Ultimately, this led to a campaign that intelligently harnessed paid media channels such as TV, print and outdoor but also had a strong element of social media (in particular, Facebook) and targeted online display units, mobile advertising and rich media/content marketing (including YouTube pre-rolls). TV advertising offered the best means for mass market reach and frequency.

The critical addition compared with many other government campaigns was the invitation for drivers to also participate online and engage with an innovative, interactive new website.

 [image: A photo shows a mobile phone screen on which an app titled “Flooded Roads Map” is open.]
Source: Queensland Fire and Emergency Services

Interactive website

While TV advertising could remind people of the perils and danger of driving through floodwater, the interactive website included an interactive open-source map drawing on multiple government databases where Queensland drivers could:

  	identify roads near them that were currently flooded
	identify roads near them that have been known to flood in recent years
	make suggestions for alternative routes to drive around that flood spot
	discover another driver’s preferred alternative route.


The online platform thus enabled consumers to ‘Make your Plan B’ and allowed Queensland drivers to both give and receive knowledge in a single experience. This made for a social marketing campaign that was two-way and participatory and allowed Queenslanders to feel they were playing a part in contributing to the safety of others. The online platform included crowdsourced flood roads maps, which involved consumers sharing real-time information about flooded roads to help others plan an alternative route, as well as tips and tools for planning a route.

 [image: A photo shows a mobile phone screen showing the app that informs on flooded roads. The text reads, prepare to stay safe, make a plan. The message says, lives are lost every year on flooded roads.]
Source: Queensland Fire and Emergency Services

Consumers were fully involved in the co-creation of the data used in this real-time flood map. By engaging with the online map they were able to add content and share knowledge with regard to the best alternative route around any well-known flood spot. In social media a strong emphasis was placed on sharing stories and passing the message on to someone who perhaps needed to be mindful of the message the campaign was hoping to communicate.

Campaign activity was also informed by—and then moderated in reaction to—social media performance as well as ongoing map analytics. Each week a review was undertaken looking at how media activity had or had not driven engagement, and then either messaging or media tactics would be tweaked accordingly to optimise campaign performance.

Results and learning

The campaign has been instrumental in changing Queensland drivers’ understanding of flooded roads as well as their attitudes and intentions towards staying safe. These are critical developments in the ongoing battle to avert tragedy and to ensure that fewer Queenslanders are lost to floodwater each year. Key campaign results included:

Message awareness

  	unprompted recall—70%, up from 67% in June 2015
	prompted recall—82%, up from 70% in June 2015


Online engagement

  	map engagement: 168 000 unique visitors
	social media: CTR (click-through rate) 0.3% to 0.8%


Knowledge change—defining floodwater

  	up to 10 cm of water on the road: 50%, up from 35% pre-campaign
	21–30 cm of water on the road: 12%, down from 21% pre campaign


Attitude change—driving through floodwater

  	I would never attempt to drive through floodwater: 55%, an increase from 49% in 2015


Behavioural change—driving through floodwater

  	I have driven through floodwater: 24%, a decrease from 29% in 2015
	79% will try to make other arrangements
	59% will make sure they have a back-up plan in the event of flooding


The campaign was so successful in changing knowledge, attitudes and behaviours about driving through floodwaters that it was repeated for the 2016/17 flood season, during which time a greater emphasis was placed on the existence and usefulness of the online tool. In social media there was also an increase in the number of geospecific posts targeted to individual local communities as these had performed particularly well during the 2015/16 campaign.

Questions

  	There are two components of an attitude: cognitive (what people think) and affective (what people feel). State how these two components were engaged in this campaign.
	Five main learning hierarchies of effect are outlined in the chapter. Which one do you think best represents the approach in this campaign for changing attitudes?
	Changing attitudes is not easy and having a community connected to social media is a critical aspect of mobilising consumers quickly during an emergency. Take a look at the Facebook page for Queensland Fire and Emergency Services and list three ways it is engaging consumers to keep them interested and following the page.
	We know that while people can have positive attitudes towards a behaviour, they don’t always perform the behaviour. Are there other tactics that could be included in a campaign like this to close the attitude–behaviour gap?
	There are three segments of people listed in this case who were seen as most likely to drive through floodwaters. Identify specific marketing tactics for each segment designed to overcome the barriers for that segment avoiding floodwaters and changing their attitudes to driving through floodwaters.


      Chapter 9 Individual decision making

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

9.1 Identify three different types of consumer decisions: extended, limited and habitual.
9.2 Compare and contrast three roles consumers take in decision making: emotion experiencers, habitual actors and problem solvers.
9.3 Analyse customer decisions at different stages of the customer journey.
9.4 Apply consumer decision-making theories to explain why consumers exert effort or look for convenience.
  
 Introduction

So far you have read about behavioural, emotional and cognitive explanations of consumer behaviour. The chapter 'Learning and memory' explained behavioural and cognitive learning theories and the chapter 'Attitudes and attitude change' explained emotional and cognitive bases for attitudes and their influence on behaviour. In this chapter we look at behavioural, emotional and cognitive approaches to consumer choices and decisions.

We begin this chapter by outlining three types of consumer decisions and the role that consumers play in decision making along with the role of technology such as artificial intelligence (AI) and robots. We then look at the historical development of three perspectives on consumer choice and decision making: cognitive (thinking), behavioural (doing) and affective (feeling). We also explain three approaches consumers take when making choices that reflect these three perspectives: consumers as emotion experiencers, habitual actors and problem solvers. These three approaches influence the level of effort or convenience consumers seek. Finally, we conclude with mental shortcuts and mental biases involved in consumer decision making.

      Types of consumer decisions

9.1 Identify three different types of consumer decisions: extended, limited and habitual.

One helpful way to characterise the decision-making process is to consider the amount of effort that goes into the decision each time it must be made. Consumer researchers have found it convenient to think in terms of a continuum, which is anchored on one end by habitual decision making and at the other extreme by extended problem solving. Many decisions fall somewhere in the middle and are characterised by limited problem solving. Figure 9.1 presents this continuum.

  Figure 9.1 The continuum of buying decision behaviour
[image: An illustration depicts a continuum of buying decision behavior among consumers.]
 Image descriptionThe continuum shows habitual behavior at one end, and extensive problem solving at the other, with limited problem solving depicted in the middle. Five examples of this continuum between habitual behavior and extensive problem solving are shown as follows: Low-cost products (Habitual); More expensive products (Extensive) Frequent purchasing; Infrequent purchasing Low consumer involvement; High consumer involvement Familiar product class and brands; Unfamiliar product class and brands Little thought, search or time given to purchase; Extensive thought, search and time given to purchase

Extended problem solving

Decisions involving extended problem solving correspond most closely to the traditional decision-making perspective. As Table 9.1 indicates, the extended problem-solving process is usually initiated by a motive that is fairly central to the self-concept (see the chapter 'The self: mind, gender and body'), and the eventual decision is perceived to carry a fair degree of risk.

Table 9.1: Characteristics of limited versus extended problem solving

 Motivation


Reveal Answer:
Limited problem solving:

Low risk and involvement

Extended problem solving:

High risk and involvement




 Information search


Reveal Answer:
Limited problem solving:

  	Little search
	Information processed passively
	In-store decision likely


Extended problem solving:

  	Extensive search
	Information processed actively
	Multiple sources consulted prior to store visits





 Alternative evaluation


Reveal Answer:
Limited problem solving:

  	Weakly held beliefs
	Only most prominent criteria used 
	Alternatives perceived as basically similar
	Non-compensatory strategy used


Extended problem solving:

  	Strongly held beliefs
	Many criteria used
	Significant differences perceived between alternatives
	Compensatory strategy used





 Purchase


Reveal Answer:
Limited problem solving:

  	Limited shopping time; may prefer self-service
	Choice often influenced by store displays


Extended problem solving:

  	Many outlets shopped if needed
	Communication with store personnel often desirable





The consumer tries to collect as much information as possible from both memory (internal search) and outside sources (external search). Based on the importance of the decision, each product alternative is carefully evaluated. The evaluation is often made by considering the attributes of one brand at a time and seeing how each brand’s attributes shape up to some set of desired characteristics.

Perceived risk is an important driver of consumer behaviour as we are generally motivated to reduce risk and threat (however, in some instances consumers seek risk in activities such as rollercoaster rides, horror movies and adventure tourism). There are six types of risk: financial, performance, physical, social, psychological and time.* Research demonstrates that when consumers have low perceived risk of technology, such as mobile shopping, this leads to distrust in the technology and an unwillingness to use the technology.* When looking at risk and technology, there are additional risk factors including ethical, privacy and security risk.* When there is perceived risk, trust is an important factor; however if risk is low then trust is not required.*

Limited problem solving

Limited problem solving is usually more straightforward and simple than extended decision making. Buyers are not as motivated to search for information or to evaluate each alternative rigorously. People instead use simple decision rules to choose between alternatives. These cognitive shortcuts (more about these later) enable them to rely on general guidelines, instead of having to start from scratch every time a decision is to be made. 

      Habitual behaviour

Both extended and limited problem-solving modes involve some degree of information search and deliberation, though they vary in the degree to which these activities are undertaken. At the other end of the choice continuum, however, lies habitual behaviours—choices made with little or no conscious effort. Many purchase decisions are so routine that we may not realise we’ve made them until we look in our shopping trolley. We make choices characterised by automaticity with minimal effort and without conscious control.* This type of decision making has been addressed in the behavioural learning section of the chapter 'Learning and memory'.

There has been increasing interest in the power of the unconscious to influence our daily decisions. Some researchers believe that most of our daily life is determined unconsciously because our mind does not have the capacity to do all our tasks consciously.* The unconscious processing that is part of decision making means that consumers can be ‘primed’ without conscious thought. A study of the influence of computer company logos found that, when consumers were primed (exposed) with either an Apple or an IBM logo flashed on screen, they behaved in a manner typically associated with that logo without being aware they had seen it. When the Apple logo was flashed, respondents were more creative and innovative than those who saw the IBM logo. Creativity, nonconformity and innovation are characteristics that are part of the Apple brand personality, while tradition, intelligence and responsibility are associated with IBM.* In another example, research found that children ate 45% more when exposed to food advertising and adults ate more (both healthy and unhealthy) snacks when primed.*

Although decisions that are made on the basis of little conscious thought may seem dangerous or at best stupid, they are actually quite efficient in many cases. The journalist Malcolm Gladwell hit the bestseller list with his book Blink, which demonstrated how snap judgements and speedy cognitions that occur in the blink of an eye can be surprisingly accurate.*

 

What are some of your habits?

 Run through your daily routine in your head and note down all the habitual behaviours you perform every day. These are choices that you make all the time without even realising you are making a choice. Think about your morning routine and your evening routine in particular. For example, do you make or order the same drink each morning? Are there things you always do before going to bed at night?

  

      Perspectives on consumer choices

Traditionally, consumer researchers have approached decision makers from an information processing perspective. According to this view, people calmly and carefully integrate as much information as possible with what they already know about a product, painstakingly weigh the pluses and minuses of each alternative and arrive at a satisfactory decision. This process implies that steps in decision making should be carefully studied by marketing managers to understand how information is obtained, how beliefs are formed and what product choice criteria are specified by consumers. Products can then be developed that emphasise appropriate attributes and promotional strategies can be tailored to deliver the types of information most likely to be desired in the most effective formats.*

How valid is this perspective? Sure, consumers do follow these decision-making steps when making some purchases, but such a process is not an accurate portrayal of many of our purchase decisions. Consumers simply do not go through this elaborate sequence every time they buy something. If they did, their entire lives would be spent making such decisions, leaving them very little time to enjoy the things they eventually decide to buy. Some of our buying behaviours simply don’t seem ‘rational’ because they don’t serve an obvious logical purpose (e.g. why do we spend money on our credit card, knowing we can’t pay the bill?);* others occur with virtually no advance planning at all (e.g. impulsively grabbing that tempting chocolate bar from the rack while waiting to pay for groceries). Still other actions are actually contrary to those predicted by rational models. For example, impulse buying can actually increase the likelihood that we will buy even more (instead of less) as our needs are satisfied, almost as if we get ‘revved up’ and plunge into a spending spree (we’ve all been there!). This is known as purchase momentum.*

To understand why there are three different approaches to consumer behaviour choice and decision making, we need to start back in the 18th century with philosophy (see Figure 9.2 below). The field of consumer behaviour draws heavily on philosophy and the subsequent psychological fields that emerged for theories about cognition, behaviour and affect. The distinction between thoughts and feelings was first elaborated by Christian Wolff in the mid-18th century labelling thoughts as facultas cognoscivita and desires as facultas. Mendelssohn then added another component of the mind in 1755: affect (feelings and emotions). Facultas appetiva was termed as conation by Immanuel Kant in the late 18th century to form a tripartite approach to human processing: cognition, conation (behaviour) and affect.* Throughout subsequent eras, the three components have been researched and treated more or less independently of each other. In other words, there was little recognition that thoughts could be linked to feelings and behaviours. Each of the three components was elevated (shown in green) or reduced (shown in yellow) in emphasis based on the psychological trends of the time: the Freudian approach in the late 19th century emphasised the role of emotions, the behaviourists of the early 20th century emphasised behaviour and diminished the role of mental process, and the cognitive psychologists in the 1960s emphasised the role of cognition and information processing with little consideration of affect (possibly influenced by the invention of computer processing systems).* By the 1980s there was a resurgence in interest on emotions (discussed in the chapter 'Attitudes and attitude change'), but it was the work of Damasio in 1994 that resurrected the role of affect and set consumer behaviour research on a new course of discovery: the importance of emotion in consumer behaviour and its inseparability from cognition.*

  Figure 9.2 The development of behavioural, cognitive and affective approaches
[image: A flow diagram depicts the development of behavioural, cognitive, and affective approaches to consumer behaviour choice and decision making.]
 Image descriptionThe drawing shows three flows for each of the approaches, depicting the relative elevation or reduction of one approach over the other two for various time-periods. The approach which was dominant is shown in green boxes while the approach which had reduced importance is shown in yellow boxes. The time period from 1700s to 1800s is marked as “Philosophy”, while the time period from late 1800s to early 1900s is marked as “Psychology”. Prominent personalities who influenced the approaches are mentioned in specific time periods. The flow shows the following information: 1700s, Wolffe: Cognitive approach - Facultuas cognoscivita (shown in green); Affective approach – no data; Behavioural approach – no data 1755, Mendelssohn: Cognitive approach - Affect (shown in yellow); Affective approach – no data; Behavioural approach – Facultas appetiva (shown in yellow) 1800s, Kant: Cognitive approach - Cognition (green); Affective approach – Affect (green); Behavioural approach – Conation behavior (desire) (green) Late 1800s, Freud: Cognitive approach - Cognition (yellow); Affective approach – Affect (green); Behavioural approach – Behavior (green) Early 1900s, Watson, Pavlov and Skinner: Cognitive approach - Cognition (yellow); Affective approach – Affect (yellow); Behavioural approach – Behavior (green) 1960s, Norma and Rummelhart: Cognitive approach - Cognition (yellow); Affective approach – Affect (yellow); Behavioural approach – Behavior (yellow) 1980s, Zajonc, Clore, Lazarus: Cognitive approach - Cognition (green); Affective approach – Affect (green); Behavioural approach – Behavior (green) (Affective and behavioural approaches are shown in a single box), with bi-directional arrows pointing from it to the cognitive approach box.
Source: Based on J Forgas, ‘Introduction: Affect and social cognition’, in J Forgas (ed.), Handbook of affect and social cognition, Sydney: Lawrence Erlbaum Associates, 2001.

So if you had been studying consumer behaviour in Freud’s time you would have been learning about how we buy products based on whether the id, ego or superego was dominant. Alternatively, if you had lived in the early 20th century and studied consumer behaviour, your lecturer would have emphasised the lack of importance of attitudes and explained that consumer choice was simply the outcome of whether we were rewarded or punished. If you had studied in the 1980s you would have been taught that decision making consisted of consumers searching for information, weighing up their options and then making an informed choice. Here we are now in the 21st century and with the benefit of hindsight, we have all three perspectives at our disposal to use as we find them relevant.

      Hyperchoice

Given the range of problems we all confront in our lives, clearly it is difficult to apply a one-size-fits-all explanation to the complexities of consumer behaviour. Things get even more complicated when we realise just how many choices we have to make in today’s information-rich environment. Ironically, for many of us one of our biggest problems is not having too few choices, but rather too many.

This condition of consumer hyperchoice forces us to make repeated decisions that may drain psychological energy while decreasing our abilities to make smart choices.* A study conducted in a grocery store illustrates how having too much choice can handicap our thought processes. Shoppers tried samples of fruit jams in two different conditions: those in the ‘limited choice’ groups tried six flavours, whereas those in the ‘extensive choice’ group tried 24 flavours: 30% of consumers in the limited group actually bought a jar of jam as a result, and a paltry 3% of those in the extensive group did.

Part of what we’re going to discuss in this chapter is already familiar ground to you. In the chapter 'Learning and memory' we reviewed approaches to learning that link options to outcomes, where over time we come to link certain choices to good or bad results. In the chapter 'Attitudes and attitude change' we reviewed five hierarchies of effects, or the sequence of steps involving thinking, feeling and eventually doing. These ideas relate to types of decision making because they remind us that, depending on the situation and the importance of what we’re dealing with, our choices can be dominated by ‘hot’ emotions (where we are emotional experiencers), ‘cold’ information processing (where we are problem solvers) or even ‘lukewarm’ snap decisions (habitual actors). Figure 9.3 below summarises the three ‘buckets’ of consumer decision making: cognitive, behavioural and affective.

  Figure 9.3 The three ‘buckets’ of consumer decision making
[image: An illustration shows three buckets depicting cognitive, deliberate, rational, and sequential; behavioural, habitual, unconscious, automatic; and affective, emotional, instantaneous.]

Researchers now realise that decision makers actually possess a repertoire of strategies. The perspective of constructive processing argues that we evaluate the effort we’ll need to make a particular choice and then tailor the amount of cognitive ‘effort’ we expend to get the job done.* When the task requires a well-thought-out rational approach, we’ll invest the brainpower to do it. Otherwise, we look for shortcuts such as ‘just do what I usually do’, or perhaps we make ‘gut’ decisions based on our emotional reactions. In some cases, we actually create a mental budget that helps us to estimate what we will consume over time so that we can regulate what we do in the present. If a health fanatic knows they will be having a big BBQ tomorrow, they may decide to skip that tempting chocolate bar today.*

      Role of consumers in decision making

Consumers play a variety of roles in the decision-making process. They can be users, initiators, influencers, gatekeepers, deciders and buyers. Consumers can also take active or passive roles in making decisions; for instance, an active role involves consumers making an effort to search for information and evaluate alternatives whereas a passive role is characterised by habit or impulse. With AI increasingly being included in goods and services, the role of consumers is shifting to work with AI. Research on the role of consumers in managing energy technology in the home found that consumers wanted to either manage technology actively or be the passive receivers of services performed by proactive technology.* In this instance, the technology was anthropomorphised as an assistant, intern or manager.*

 [image: An illustration shows a person at the top for judging three types of phones in the spot light.]
Consumers like to ‘delegate’ various roles to technology in decision making.Source: Natalie Sketcher, Visual Designer

The introduction of social and service robots alters the role of consumers in the decision-making process. Robots are capable of complex and simple cognitive and emotional/social tasks and can support consumers in decision making (like an intern or assistant) or take over some of the decisions (like a manager).* Research is emerging showing that robots can increase risk-taking behaviour of consumers, which can be both a good and bad outcome.* The researchers used a SoftBank Robotic Pepper robot who gave verbal encouragement to respondents.

 [image: A robot standing near a person working on the system. ]
A Pepper robot encouraged volunteers to take risks when pumping a virtual balloon.Source: Pacific Press/Sipa USA

 

Risk self-quiz

Imagine you are thinking of purchasing a new car over the next year. Please indicate your opinion on the following statements and select the one that most matches your feelings. As you select answers, record your score. When you are finished, calculate a score for each type of risk. To do this, average the three questions for each risk type on a 1–5 scale. For example, a score of 1–3.99 is low risk, a score of 4–5 is high risk. 

  


	Risk category	Scenario	1	2	3	4	5
	Social risk
	If I buy a car within the next 6 months I think I would be held in higher esteem by my friends at university. 	
	
	
	
	

	If I think about buying a car within the next 6 months I feel concerned that some friends would just think I was being showy.	
	
	
	
	

	If I purchase a new car within the next 6 months some people whose opinion I value might think I was foolish.	
	
	
	
	

	Time risk
	Purchasing a new car within the next 6 months for use to get around the city I live in makes me concerned I would have to spend time learning its features.	
	
	
	
	

	Purchasing a new car within the next 6 months might mean I have more time pressures than I already do, and I don’t need that.	
	
	
	
	

	Purchasing a new car within the next 6 months for use around the city I live in might make me use my time inefficiently by not planning ahead to get to places.	
	
	
	
	

	Financial risk
	Purchasing a car within the next 6 months to get around the inner city I live in would be a bad way to spend money.	
	
	
	
	

	If I purchase a new car within the next 6 months to get around the inner city, it concerns me that this would not be a wise financial investment.	
	
	
	
	

	If I buy a new car within the next 6 months I’m not sure I’d get my money’s worth.	
	
	
	
	

	Physical risk
	I may walk and ride my bike less if I buy a car within the next 6 months and this may make me exercise less.	
	
	
	
	

	Buying a new car within the next 6 months for to get around the inner city makes me worried I may have a car accident and injure myself.	
	
	
	
	

	Because cars may not be completely safe, when I contemplate buying a new car within the next 6 months for use around the inner city I become concerned about the physical risks associated with driving a car. 	
	
	
	
	

	Performance risk
	As I consider the purchase of a car within the next 12 months for inner-city driving I wonder whether the car will really perform as it is supposed to.	
	
	
	
	

	If I were to purchase a new car within the next 6 months for inner-city driving I would become concerned that the car will not provide the level of benefits that I would be expecting. 	
	
	
	
	

	The thought of purchasing a new car within the next 6 months for inner-city driving causes me to be concerned for how really dependable and reliable the car will be. 	
	
	
	
	

	Psychological risk
	The thought of purchasing a new car within the next 6 months for inner-city driving makes me feel psychologically uncomfortable.	
	
	
	
	

	The thought of purchasing a new car within the next 6 months for inner-city driving gives me a feeling of unwanted anxiety.	
	
	
	
	

	The thought of purchasing a new car within the next 6 months for inner-city driving causes me to experience unnecessary tension. 	
	
	
	
	




Source: Based on R. N. Stone & K Grønhaug, 'Perceived Risk: Further Considerations for the Marketing Discipline', European Journal of Marketing, 1993, (27)3: 39–50. https://doi.org/10.1108/03090569310026637

      Consumers as emotion experiencers

9.2 Compare and contrast three roles consumers take in decision making: emotion experiencers, habitual actors and problem solvers. 

Consumers make many choices based on emotions. In previous decades, emotion-based decisions were labelled as non-rational and maladaptive, leading to uninformed and therefore mistaken judgements.* However, emotion-based decisions can be just as valid as information-processing-based decisions. Buying a product because it makes you feel good about yourself is no less worthwhile or valid than buying a product because it performs a task or function. Often consumers will purchase a product or service based on an emotional response and then use utilitarian (functional) aspects of the product or service to justify their decision. Recognition that affect can not only lead to effective outcomes in a decision but perhaps also facilitate performance* has only begun in the past couple of decades and there is substantial interest in this area.

How do emotions influence decision making?

A good starting point for understanding how emotions influence our decisions is cognitive appraisal theory* (discussed in the chapter 'Attitudes and attitude change'). Interest in the influence of emotions was revived in the 1970s within the field of psychology and drew on ancient philosophies including those of Aristotle, who indicated that people got angry when they believed they had been slighted.* So cognitive appraisal theory places emotions as the cause of mental evaluations: we feel happy because we have received what we believe is appropriate or we feel angry because something has happened that we think is not right. Research on consumers’ reactions to problems with hotel accommodation found that when people believe they are powerless they feel helpless and frustrated and this leads to support-seeking negative word of mouth to help them to regain their perceived control over the situation.* Research on viral marketing using SMS showed that when consumers receive a viral marketing message forwarded by a friend they are more likely to decide to act on the message than if the message came directly from a company.* This may be due to the attribution we make that our friend would only send us marketing messages that were relevant and useful to us; this makes us happy so we decide to act on this emotion.

Another useful theory to explain how emotions influence our decisions is affective events theory (AET),* which demonstrates that when we experience an affective event (e.g. watching a movie that makes us laugh or receiving poor service that makes us angry), this will create an emotion, which in turn leads to an affect-driven attitude and behaviour (e.g. downloading a song after hearing it in the movie or writing a negative review). AET has been investigated in a range of business contexts; however, the consumer examples are largely concentrated in the services area rather than in manufactured goods or ideas products. For instance, a study of 2,091 call-centre workers indicated that the emotions they experienced when dealing with customers influenced their decision to stay working with the company.*

 

Online reviews

Have you ever written an online review or given feedback to a service or company online? What led you to do this? Was it a negative or positive experience? How do you feel now about that service or company? 

  

Maintaining our emotions: keeping thoughts, feelings and behaviours congruent

Whereas the theories in the previous section show how emotions are affected by our thoughts, and this in turn influences our decisions, there is another theory that explains how we change our thoughts to fit in with the emotions we are feeling. As discussed in the chapter 'Attitudes and attitude change', cognitive dissonance occurs when there is conflict between attitudes. This conflict also occurs when our thoughts, feelings and actions are not consistent. An example is when a consumer believes that donating blood is important but does not have strong feelings about blood donation and does not actually donate blood. As human beings, we are motivated to reduce this conflict and this means changing the inconsistent thought, the feeling or the action. Consider a time when you wanted to get angry at someone in a restaurant but you either knew that that would not achieve your goal or felt it was inappropriate so you didn’t act. Did you rethink the situation and perhaps downplay the importance of the problem or maybe consider you might have been to blame too? You might then have reduced the strength of the emotion to be consistent with the appraisal of the situation (thoughts) to keep the emotion consistent with the thoughts and action.

Affect control theory * explains how we change our thoughts or behaviours to maintain our emotions rather than changing our emotions to be consistent with our thoughts and behaviours. A good example of this might be a situation where you bought a mobile phone but it wasn’t working properly, so you took it back to the store to get a replacement. If the store only offered you a partial refund, it is likely you would get angry and upset. Your two options are to accept the unfair response of the phone provider and take a partial refund or to make a complaint to a higher authority (the store manager or a third party). If you decide to accept the unfair offer, this immediately creates dissonance between your feelings (‘This isn’t right and it makes me angry’) and your behaviour of taking the refund. As human beings need to resolve dissonance to maintain psychological equilibrium, you need to change either your feelings or your behaviour. If you change your feelings to match your behaviour, this would require a reappraisal of the situation and cognitive appraisal theory would then explain your reaction. If you took the second option, you are making a decision to complain as this allows you to maintain your anger. In this situation, affect control theory explains your responses.

So how do consumers use affect to change judgements and behaviours so that all three are consistent with each other? The affect infusion model * suggests there are four reasoning approaches that result from affect.

  	Direct access: This involves mentally accessing a pre-existing response, which often happens when the situation is familiar and doesn’t require a great deal of thinking. Typically, there is only a small amount of affective influence on information processing when this strategy is used. An example of this would be using stereotypes of countries when selecting luxury goods. Consumers typically associate Switzerland with making good watches, Germany with making quality cars and France with luxury products.
	Motivated: This strategy involves seeking information that is guided by some pre-existing motivational goal. This strategy is also low in affective infusion. An example is looking for a fashion brand that will gain social credit with friends (where the motivation is the existing goal, social credit).
	Heuristic: This occurs when there are no pre-existing responses or motivational goals and where there is no need for detailed consideration. Affect infusion occurs when a consumer draws on their current mood to make decisions, thus mood is a cognitive shortcut. For example, a consumer doing Christmas shopping while in a bad mood may make negative judgements about store layout or brands as a result of this bad mood, which has nothing to do with the store.
	Substantive processing: This occurs when the situation is complex, non-routine and the consumer has enough cognitive time and ability to perform the processing. This is the ‘fallback’ strategy when the other three, less effortful strategies don’t work. Affective priming (remember we covered priming in Chapter 3) has a strong influence in this processing strategy: when consumers feel a particular emotion, for instance happiness, before they are exposed to a product/brand or marketing situation, they are more likely to interpret the situation in a positive way compared to someone who feels sad. This explains why retailers play cheerful music in stores: they know that if they can make customers feel happy at the start of their visit, they will perceive products in a more positive light and buy more—it gets them in the mood! Research indicates that the longer a person needs to think about something, the more affect is likely to influence the final decision. So if a consumer spends a lot of time researching a new car, it is probable that they will be more influenced by moods and emotions than someone who spends very little time. This may seem counterintuitive as most people think that the more time spent, the more ‘rational’ the purchase.


 

Going shopping

 Think about a time you had an enjoyable shopping experience. What were the things that made the experience enjoyable? How did these things make you feel? How do you think they impacted how much money you spent? 

  

      Emotions as information

We can also make decisions based on whether we like someone or something, so emotions can be a source of information. The affect as information approach* explains that decisions are sometimes made on the basis of how we feel about an item. For instance, a consumer might buy the next version iPad not because they need one (the iPad 6 offers the same basic functionality) but because owning one will make them feel special, excited and maybe even a little bit cool. Have you ever heard of a ‘lovemark’ in advertising? This is a term defined by Saatchi & Saatchi guru Kevin Roberts to describe the evolving relationship between people and products that transcends brands. Roberts believes marketers and advertisers need to rethink the relationship between people and brands by creating an ideal relationship of person to product that results in ‘loyalty beyond reason’. The idea is that consumers will not only buy company products but also ‘love’ them because they build respect and inspire ‘love’.

The counter-response to lovemarks is ‘hatemarks’: companies in the marketplace that we ‘love to hate’ because they don’t inspire respect. Anti-ads spread over the internet are a new way consumers are using technology to demonstrate their disrespect for certain companies and products. In 2016, Microsoft’s AI chatbot Tay's* language was open to the public, meaning people could influence what the chatbot learned by sending tweets with information. This inspired the worst in some people: they sent Tay racist and sexist tweets, which she learned from and eventually began to use in her replies, leading to hate speech.

US car giant Chevrolet found itself at the centre of an anti-ad campaign in March 2006. Chevy built a website where fans could make and upload their own ads about its new car, the Tahoe. The company thought ‘loving consumers’ would create ‘hero ads’, but the interesting ads—those that ‘went viral’ and spread quickly on the internet—were created by people who hate four-wheel-drive owners and companies that make ‘fuel-guzzling’, environmentally damaging cars.*

While the affect as information approach explains how we use our own privately held beliefs/judgements to make decisions and judgements, the emotion as social information (EASI) model explains how others use our emotions as information to make decisions.* Other people are influenced by our emotions in two ways: inferential processes and affective reactions. So imagine you read an online review about a resort you are thinking of visiting that contains words such as ‘disgusted’, ‘disappointed’ and ‘angry’. After reading this you may think that the resort was so bad that the customer was compelled to post the comments online and if it is this bad then you decide you won’t go there (inferential processes). Alternatively, you may respond to the comments by being disgusted at the hotel (affective reaction) and decide to post your own comment and avoid the hotel.

 

Emotion as social information

Have you ever been moved by emotion to post a review? Was the emotion a positive or a negative one? 

  

Review your understanding of consumers as emotion experiencers:

  	Affective events theory (AET): An affective event creates an emotion which in turn leads to an affect-driven attitude and behaviour.
	Affect control theory: We change our thoughts or behaviours to maintain our emotions.
	Affect infusion model: Affect influences judgements depending on the type of reasoning.
	Affective priming: An emotion felt before exposure to an object influences future emotions.
	Affect as information: Mood or emotion provides information as the basis of judgement.
	Emotion as social information (EASI): This model explains how others use our emotions as information to make decisions.


      Consumers as habitual actors

Consumers are sometimes referred to as actors because of the different roles they take in the marketplace.* Consumers as habitual actors involves people buying and consuming for routine, habitual reasons rather than on the basis of emotion or as a result of deliberate, conscious problem solving. Some decisions are made under conditions of low involvement, as discussed in the chapter 'Motivation and values'. In many of these situations, the consumer’s decision is a learned response to environmental cues (see the chapter 'Learning and memory'), such as when they decide to buy on impulse something that is promoted as a ‘surprise special’ in a store. Concentration on these types of decisions can be described as the behavioural influence perspective. Under these circumstances, managers must concentrate on assessing the characteristics of the environment, such as the design of a retail outlet or the packaging of the product, as this will influence members of a target market.*‘Choice architecture’ (also referred to as a ‘nudge’) is a term used to describe the process of designing an environment where the ‘right choice’ is made easier.* Of course, this all depends on what you mean by right choice; as a brand manager this would mean buying your brand and not the competitor’s brand.

Research that looked at 96 studies on improving food and eating habits found that the most effective nudges focus on changing people’s behaviours.* The research compared seven different nudges:

  	Nutritional labels
	Nutritional labels with visuals/graphics
	Visibility enhancements
	Hedonic enhancements
	Healthy eating signage or stickers
	Convenience enhancements
	Size enhancements.


       



Marketing opportunity

Decision-making styles of Gen Z shoppers

Gen Z (those born between 1997 and 2009) are digital natives, being born in an era of internet and social media. The lifetime exposure to digital channels has created a unique set of online shopping orientations for Gen Z that influences how they buy. A study of 244 Gen Z buyers aimed to answer three questions:

  	Does the concept of brand loyalty exist among Gen Z?
	Is Gen Z drowning in choices?
	Do Gen Zs feel that deals/discounts are their birthright?*


The findings showed four market segments of Gen Z shoppers: economic-quality seekers, convenience shoppers, deal-hunting convenience seekers, and brand–quality conscious shoppers. Economic-quality seekers look for quality products at a reasonable price, and they are most likely to ‘compare and contrast’ available products in the e-commerce platforms before they make the final purchase. The convenience shoppers are not very loyal and value convenience over everything else. Deal-hunting convenience seekers look for discounts to get maximum value for money. Brand and quality conscious shoppers believe that only the well-known brands offer them the best quality. Males were more likely to be found in the convenience and deal-hunting segments, with females more likely to be in the economic-quality and brand–quality conscious segments. Deal-hunting and brand–quality conscious segments were more likely to be influenced by their peers. So in answer to the three questions, Gen Z appear to be less loyal, are not confused by over-choice and highly value discounts. The marketing opportunity is therefore for businesses selling online to ensure they provide the opportunity to compare and contrast features and products, to provide features with both convenience and quality cues to appeal to all four segments, and to use reviews and e-word of mouth to influence deal-hunting and brand–quality conscious segments. 

Source: Based on P Thangavel, P Pathak & B Chandra, ‘Consumer decision-making style of Gen Z: A generational cohort analysis’, Global Business Review, 2019. https://doi.org/10.1177/0972150919880128

  

      Just make my life easier

Marketers can draw on theories from the field of behavioural economics (discussed in the chapter 'Learning and memory') to explain low-involvement, low-cognitive-effort situations. These situations are often routine or habitual, where people seek easy choices and want to minimise effort. Many of our decisions are highly automated and made largely by habit. This trend is accelerating as marketers begin to introduce smart products that enable silent commerce, whereby some purchases are made automatically by the products themselves (e.g. a malfunctioning appliance that contacts the repairer directly).

While the terms ‘habits’ and ‘routines’ are similar, they are not the same. Habits are automatic behaviours and involve frequent behaviours like driving to work or brushing your teeth. Habits align with the behavioural learning hierarchy discussed in the chapter 'Attitudes and attitude change'. Routines are different from habits in that they are not necessarily a frequent behaviour and include a series of habits. One example is going on a big night out: this doesn’t occur regularly but there are set processes and rituals involved that are routines (like putting on party music when getting ready). Routines align with the low-involvement learning hierarchy discussed in the chapter 'Attitudes and attitude change'.

A useful framework to understand where habitual decision making fits with other forms of decision making is French’s exchange framework (refer to Figure 9.4).* Exchange is a fundamental marketing concept whereby consumers only perceive value (and therefore continue to buy) when their experience with the brand/product meets their needs. To do this, the brand/product needs to be valued and this can be achieved in terms of tangible and intangible benefis.* Consumer exchanges can have different types of valence: positive or negative features where marketers use rewards (positive) or punishment (negative) to shape behaviour (as discussed in the chapter 'Learning and memory'). The exchanges require different levels of cognitive engagement. Sometimes consumers wish to achieve value in a marketing exchange passively and sometimes they want to be active participants. When you combine the two types of valence with the two levels of cognitive engagement, four different types of consumer exchanges are created that offer opportunities for marketing strategies to influence behaviour in each of these four situations. There are four strategies outlined for each type of exchange: hug, smack, shove and nudge. Of these four, the one receiving the most attention in recent times is nudging.

  Figure 9.4 French's exchange framework
[image: ]

A nudge represents an exchange where cognitive engagement is low and where the behaviour is positively reinforced. One example of this is loyalty programs such as FlyBuys, where consumers receive points (positive reinforcement) when they buy from a particular store. The aim is to reward the habit of staying with the same brand/product over time. Another example is urinals with flies painted on them: the purpose was to decrease the amount of urine spilt outside the toilet by giving men an object to aim at: flies. This nudge decreased urinal spillage by 80%.* In 2016, the tax department in Denmark used nudging to increase the number of businesses completing their tax returns on time;* and in the UK, the Behavioural Insights Unit within the British Government used nudging to increase organ donor registrations and charitable donations.* So the current interest in generating low-effort, positive behaviour using nudge strategies is permeating all aspects of marketing including commercial, not-for-profit and government sectors.

The concept of nudging comes from behavioural economics whereby consumer behaviour is acknowledged as not always rational but sometimes unconscious or automated. While this approach is very useful in providing insight into behaviours such as grocery shopping or organ donation, it does not explain more complex behaviours such as buying a car or going to substantial effort to make a fan video to put on YouTube. While many marketers are hailing the concept of behavioural economics as the new panacea for campaigns and marketing programs, the concepts are not new (with roots in psychology) and many organisations have been successfully applying them for years. Consumer behaviour theorists who investigate experiential value, impulse shopping, low-involvement processes and social marketing have long recognised that consumers sometimes behave for economic reasons and at other times they behave for emotional or habitual reasons. So while nudging might have a catchy label and seem new, the concepts underpinning nudging have deep-rooted research histories within marketing and psychology.

Modelling the behaviour of habitual consumers

Within the marketing field there is an approach called marketing science which adopts a behavioural approach to explaining consumer behaviour and relies on behavioural observations (e.g. purchase rates) rather than on concepts (e.g. attitudes).* This approach provides explanations for behaviour that doesn’t follow a problem-solving or emotional approach. The basic premise of this approach is that while the problem-solving, information-processing approaches suggest what people ought to do, in reality many people do not follow this approach. So the marketing science approach investigates what people actually do. In particular, this approach deals with habitual purchases rather than first-time purchases where there is more cognitive effort required. Robert East, a prominent British researcher in this field, proposes that consumer purchase is a behaviour that is learned through classical conditioning or instrumental conditioning* (discussed in the chapter 'Learning and memory') and that people’s buying patterns tend to stay the same over time.

While markets can be influenced by innovation and social trends (such as increased use of the internet), which then disrupt consumer patterns (e.g. a reduction in the purchase of printed materials such as books and magazines), they tend to remain static or stationary over time. Marketing science proponents have therefore been able to develop mathematical models that explain future purchase behaviour using behavioural inputs such as current market share, number of competitors, purchase rates and purchase frequency. These are also referred to as stochastic models. One such model is the negative binomial distribution (NBD) model,* which forecasts purchase patterns for a sole brand and has had some remarkable predictions.* An expansion of this model is the Dirichlet model, developed by Frank Bass, which looks at multiple brands simultaneously. An early application of this model occurred in 1969 when Bass developed a mathematical model to predict new product sales. When retrofitted to the marketing data for black-and-white televisions (1947–1961), the predictions were almost a mirror image of the actual sales data. This model has been refined and used to predict a variety of technology products including internet and broadband adoption.* Using these models, the double jeopardy effect in marketing was identified, whereby small brands are much less likely to have loyal consumers compared with large brands. So, basically, if you are a small player in the market you lose twice, first by having a low market share and second by having fewer loyal customers.*

       



Marketing pitfall

Nudging: the noble experiment

When the book Nudge, written by two behavioural economists, hit the bestseller list in 2008, the British Government was one of the first Western governments to enthusiastically embrace nudging. The notion of changing people’s behaviours by providing choices that are easy, voluntary, mindless and low cost was almost revolutionary. It’s not hard to see why this appealed to a government that was heavily affected by the global financial crisis and had an interventionist philosophy of ‘light touch’. A behavioural insight team within the British cabinet office was established to embed behavioural thinking across different government areas in an attempt to influence consumer eating, drinking, smoking, travel and other lifestyle behaviours. While the objective of using alternatives to regulation was noble, the outcomes have been less so.

In 2011 the findings of the British House of Lords enquiry into behaviour change strategies concluded that ‘“Nudging” on its own is unlikely to be successful in changing the population’s behaviour’, echoing the sentiments expressed by social marketer Jeff French three months earlier at the World Social Marketing conference. The report recommended that a range of strategies beyond nudging was needed that included regulation, information and changing the facilities and physical environment within which consumers operate. So the lessons for marketers seeking to change the behaviour of consumers (regardless of whether the issues are social or commercial) is that it is dangerous to exclusively rely on one approach; behaviour is complex and so a range of approaches and strategies are needed that are context-based.

An article by Harvard Business Review identified three pitfalls about using nudges:

  	Nudging can be condescending, with the approach based on the assumption that consumers do not always think consciously about their choices. While this can be true, consumers don’t like to be reminded of it. Ensuring that nudges do not make consumers believe that the brand is saying they’re weak-willed and cannot make the correct choice on their own is essential.
	Nudges may work for short-term goals but not the long-term ones. While nudging may result in consumers performing a desired ‘act’ it may not lead to long-term behavioural change. As the nudge does not register cognitively and is a passive choice, the consumer is not actively choosing to perform the behaviour and therefore it is not a learned behaviour.
	Nudges are really hard to get right. If a nudge is too weak, it fails to achieve the desired action (e.g. buying a brand or changing a behaviour). If a nudge is too strong, it can backfire and anger consumers. A nudge approach to reducing electricity use in the US found that while itwas effective for liberal voters, the republican voters actually increased their electricity use!


Source: R East, M Wright & M Vanhuele, Consumer behaviour: Applications in marketing, Singapore: Sage, 2008; DL Costa & ME Kahn, ‘Energy conservation “nudges” and environmentalist ideology: Evidence from a randomized residential electricity field experiment’, NBER Working Paper 15939, 2010; UM Dholakia, ‘Why nudging your customers can backfire’, Harvard Business Review, 15 April 2016.

  

      Consumers as problem solvers

A consumer purchase is a response to a problem, which could be the need to book hotel accommodation for a holiday or to buy a replacement for a broken microwave. This situation is encountered by consumers virtually every day of their lives. Consumers realise they want to make a purchase and go through a series of steps to achieve this. These steps have been described in the Engel-Kollat-Blackwell model of consumer behaviour (EKB) * as: (1) problem recognition, (2) information search, (3) evaluation of alternatives and (4) product choice. Of course, after the decision is made, the quality of that decision affects the final step in the process, (5) post-purchase outcomes, in which learning occurs based on how well the choice works out. This learning process influences the likelihood that the same choice will be made the next time the need for a similar decision occurs. Figure 9.5 provides an overview of this decision-making process.

  Figure 9.5 Stages in consumer decision making
[image: A flowchart shows the steps leading to product choice.]
 Image descriptionThe problem recognition, where Desree realizes the benefits of access to new release TV and movies on demand versus having to wait for them to be on TV at a set time leading to information search, where Desree asks family and friends, and looks online for streaming video services, which leads to evaluation of alternatives, where Desree compares the focus of platforms and the types of shows and movies on offer, which leads to product choice, where Desree chooses one platform because it supports LGBTQIA plus content, which leads to post-purchase outcomes, where Desree feels their decision was a good one when selecting movies from the platform.

The traditional decision-making perspective (consumers as problem solvers) incorporates the economics-of-information approach to the search process; it assumes that consumers will gather as much data as needed to make an informed decision. Consumers form expectations of the value of additional information and continue to search to the extent that the rewards of doing so (what economists call the utility) exceed the costs. This utilitarian assumption also implies that the most valuable units of information will be collected first. Additional pieces will be absorbed only to the extent that they are seen to augment what is already known.* In other words, people will put themselves out to collect as much information as possible, as long as the process of gathering it is not too onerous or time consuming.*

Because some purchase decisions are more important than others, the amount of effort we put into each one differs. Sometimes the decision-making process is almost automatic: we seem to make snap judgements based on very little information. At other times, coming to a purchase decision begins to resemble a full-time job. A person may spend days or weeks thinking about an important purchase, such as a new home, even to the point of obsession.

       



CB as I see it: Planning, goals and weight-loss behaviour

Wendy Liu, University of California, San Diego

 [image: A photo of Wendy Liu, from University of California, San Diego.]
 Source: Reproduced by permission from Wendy Liu

One of the toughest tasks for consumers is to exert self-control in order to achieve some long-term results. For example, they may wish to save money for a down payment on a house, or to keep a healthy diet and exercise routine for long-term fitness. The conventional wisdom says that planning can help people achieve these long-term goals. For example, they can plan out exactly how much to spend in a given month to help keep their spending in check. Or they can plan out their food consumption for the next day in the hope that they will stick to the plan and stay on track towards their fitness goal. But if only self-control was this easy! Alas, the world is filled with temptations that conspire to lead us astray, and as we’ve all experienced, it’s much easier to make a great plan of self-control than to carry out the plan.

Recent research has added deeper understanding to the art and science of goal-setting and planning as it finds that all plans are not created equal. Whereas some planning activities facilitate self-control, others may actually hinder self-control efforts. Furthermore, people in different circumstances may need different kinds of planning.

For example, my colleague and I asked one group of study participants to make a detailed plan of their food intake for the day, while another group were not asked to make such a plan. Looking at their plans, we saw that everyone had made fairly healthy plans and thus had great intentions. The key is, would they stick to their plans when faced with a temptation?

Later we offered all participants an unhealthy snack. Was the group who planned better able to resist the snack, compared with those who didn’t plan? What we found is that the effectiveness of planning depended on the current fitness status of the participants; in particular, how far the person is from their goal weight. For those participants who are pretty close to their goal weight (i.e. only a couple of kilograms to lose), planning indeed facilitated self-control as those who planned were less likely to take the snack than those who did not plan. However, among those who are far away from their goal weight, the concrete planning actually backfired: those who planned were even more likely than those who didn’t plan to take the snack.

Why is this happening? We found that for those who are far from their goal weight, making a concrete, detailed plan further highlighted for them how difficult it would be for them to lose weight, and they became demotivated to stick to their plan. In general, researchers have found that nearness to the goal is a significant differentiator for self-control strategies. Strategies that work for those with only one kilometre to walk will not work for those with a mountain to climb.

  

      The EKB model of consumer decision making

The EKB model shows five stages in the decision-making process. It draws on John Dewey’s* original five-stage problem-solving process and applies it to consumer behaviour. We discuss the first three stages in this chapter, with the final two stages discussed in the chapter 'Buying, using and regenerating'.

Problem recognition

Problem recognition occurs whenever consumers see a significant difference between their current state of affairs and some desired or ideal state (refer to Figure 9.6). The consumer perceives there is a problem to be solved; it may be small or large, simple or complex. The man who unexpectedly runs out of petrol on the highway has a problem, as does the woman who becomes dissatisfied with the image of her car, even though there is nothing mechanically wrong with it.

  Figure 9.6 Problem recognition
[image: An illustration depicts two ways in which a problem can arise when the gulf between ideal and actual state widens.]
 Image descriptionTwo horizontal lines are shown one below the other, with the upper line in blue representing ideal state while the lower line in red represents actual state. When both lines are horizontal, there is no problem. When the ideal state moves upward, the problem arises through “opportunity recognition”. When the actual state moves downward, the problem arises through “need recognition”.

Often, advertising is designed to teach customers problems, such as their need for dust clinging vs traditional dust wiping. Either way, a gulf occurs between the actual state and the ideal state.* Although problem recognition can and does occur naturally, this process is often spurred on by marketing efforts. In some cases, marketers attempt to create primary demand, in which consumers are encouraged to use a product or service regardless of the brand they choose. Secondary demand, in which consumers are prompted to prefer a specific brand over others, can occur only if primary demand already exists.

Information search

A consumer may recognise a need and conduct an information search in the marketplace (a process called a ‘pre-purchase search’). On the other hand, many consumers, especially veteran shoppers, enjoy browsing just for the fun of it or because they like to stay up-to-date on what’s happening in the marketplace. They are engaging in ongoing search.*In his best-selling book Why we buy: The science of shopping, Paco Underhill*outlined two search strategies: deliberate and accidental (impulses). The brand Yellow Pages (telephone directory) used the deliberate search strategy as a key sales proposition for customers. Nobody accidentally reads the Yellow Pages; anyone looking in the book is actively seeking a supplier. With the rise of the internet, search engines have replaced the Yellow Pages and customers rely on a deliberate search as they type keywords. 

Information sources can be roughly broken down into two types: internal and external. As a result of prior experience and simply living in a consumer culture, each of us has some degree of knowledge already in memory about many products. When confronted with a purchase decision, we may engage in an internal search by scanning our own memory banks to assemble information about different product alternatives (see the chapter 'Learning and memory'). Usually, though, even those of us who are the most market savvy need to supplement this knowledge with an external search, by which information is obtained from ads, friends or just plain people watching.

Type of information search

Sometimes, it seems that people just like to try new things: they are interested in variety seeking, where the priority is to vary their product experiences, perhaps as a form of stimulation or to reduce boredom. Variety seeking is especially likely to occur when people are in a good mood, or when there is relatively little stimulation elsewhere in their environment.*

As a general rule, search activity is greater when the purchase is important, when there is a need to learn more about the purchase or when the relevant information is easily obtained and used.* Consumers differ in the amount of search they tend to undertake, regardless of the product category in question. All things being equal, younger, better-educated people who enjoy the shopping/fact-finding process tend to conduct more information search. Women are more inclined to search than men are, as are those who place greater value on style and the image they present.*

Should prior product knowledge make it more or less likely that consumers will engage in search? Product experts and novices use very different procedures during decision making. Novices who know little about a product should be the most motivated to find out more about it. However, experts are more familiar with the product category, so they should be able to better understand the meaning of any new product information they might acquire. So, who searches more? The answer is neither: search tends to be greatest among those consumers who are moderately knowledgeable about the product.

As a rule, purchase decisions that involve an extensive search also entail some kind of perceived risk, or the belief that the product has potentially negative consequences. Perceived risk may be present if the product is expensive or is complex and hard to understand. Alternatively, perceived risk can be a factor when a product choice is visible to others and we run the risk of embarrassment if the wrong choice is made.* 

      Evaluation of alternatives

Much of the effort that goes into a purchase decision occurs at the stage when a choice must be made from the available alternatives. After all, modern consumer society abounds with choices. In some cases, there may be dozens of different brands (as in soft drink) or different variations of the same brand (as in shades of lipstick), each screaming for our attention. Just for fun, ask a friend to name all the brands of soft drink they can think of. The odds are they will reel off three to five names rather quickly, then stop and think a while before coming up with a few more. It is likely that they are highly familiar with the first set of brands and probably drink one or more of them. The list may also contain one or two brands they don’t really like and would perhaps like to forget. Note also that there are many, many more brands on the market they will not name at all.

If your friend were to go to the store to buy a drink, it is likely that they would consider buying some or most of the brands they listed initially. They might also consider a few more possibilities if these were forcefully brought to their attention while at the store—for example, if your friend were ‘ambushed’ by a representative who was handing out samples to shoppers.

Mental categories of products

The alternatives that are actively considered during a consumer’s choice process are called their evoked set. The evoked set comprises those known products that are top of mind when we think of the product category that we would consider and buy in. Within the known set of products there is also the inept set (products that we would never buy), and the inert set (products that are not top of mind but could be considered).

The original empirical research on the evoked set was by Brian Campbell in his PhD dissertation in 1969.* In this research the average number of brands in an evoked set was 3.1 out of an average 10 brands known to the buyer. This surprisingly small number of alternatives in an evoked set was also found almost 20 years later in 1997 with the average evoked set size for American beer consumers being fewer than three. However, there are country differences in the size of the evoked set. For instance, in a 1997 study Canadian consumers typically considered seven brands. Car buyers in Norway studied two alternatives while American consumers on average looked at more than eight models before making a decision.* Thus, 25% of consumers said they would be less likely to buy a product if there are also differences across product categories. 

Remember, consumers do not process product information in a vacuum. Rather, a product stimulus is evaluated in terms of what people already know about a product or about things to which it is similar. A person evaluating a particular digital camera will most likely compare it with other digital cameras rather than with a Polaroid camera, and the consumer would certainly not compare it with a digital projector or DVD player. Because the category in which a product is placed determines the other products it will be compared with, product categorisation is a crucial determinant of how a product is evaluated.

The products in a consumer’s evoked set are likely to be those that share some similar features. This process can either help or hurt a product, depending on what people compare it with. For example, in one survey, about 25% of consumers said they would be less likely to buy a product made of hemp if they knew it was derived from the same plant used to obtain marijuana (but without any of the latter’s effects). When faced with a new product, consumers refer to their existing knowledge in familiar product categories to form new knowledge.* It is important to understand how this knowledge is represented in a consumer’s cognitive structure—a set of factual knowledge about products (i.e. beliefs)—and the way these beliefs are organised in people’s minds.* We discussed these knowledge structures in the chapter 'Learning and memory'. One reason is that marketers want to ensure that their products are correctly grouped. When Vanish Napisan (a product traditionally used to sanitise and whiten cloth nappies) started losing sales due to the decrease in use of cloth nappies as disposables became more popular, the company simply moved its product from the baby section of the supermarket to the laundry section and changed the packaging from white to bright pink. This enabled consumers to move the product from their mental ‘baby product structure’ to their ‘laundry structure’. 

People group objects into categories that occur at different levels of specificity. Typically, a product is represented in a cognitive structure at one of three levels. To understand this idea, consider how someone might respond to these questions about an ice-cream cone: What other products share similar characteristics? Which products would be considered as alternatives to eating an ice-cream cone? These questions may be more complex than they first appear. At one level, ice-cream cones are similar to fruit, because both could be eaten as a dessert. At another level, ice-cream cones are similar to a piece of cheesecake, because both are eaten for dessert and both are fattening. At still another level, an ice-cream cone is similar to an ice-cream sundae: both are eaten for dessert, are made of ice-cream and are fattening. 

It is easy to see that the items a person associates with, say, the category ‘fattening dessert’ will influence the choices they will make on what to eat after dinner. The middle level, known as a basic level category, is typically the most useful in classifying products because items grouped together tend to have a lot in common with one another but still permit a range of alternatives to be considered. The broader superordinate category is more abstract, whereas the more specific subordinate category often includes individual brands.* Figure 9.7 depicts these three levels.

  Figure 9.7 Levels of abstraction in dessert categories
[image: An illustration depicts three levels of abstraction in dessert categories.]
 Image descriptionThe levels are shown as follows: Superordinate level: Dessert Basic level: Fattening dessert; Non-fattening dessert Subordinate level: Fattening dessert – Ice cream; Pie; Cake Non-fattening dessert – Fruit; Yoghurt; Low-fat ice-cream The illustration also depicts photos of a cone ice-cream, a chocolate pie, and a fruit bowl.

Of course, not all items fit equally well into a category. Apple pie is a better example of the subordinate category ‘pie’ than is rhubarb pie, even though both are types of pies. Apple pie is more prototypical and would tend to be considered first, especially by category novices. In contrast, pie experts would tend to have knowledge about both typical and atypical category examples.*

Product categorisation has many strategic implications. The way a product is grouped with others has very important ramifications for determining both its competitors for adoption and what criteria will be used to make this choice. 

 

Knowledge structures

 Think about restaurants/takeaways that you frequent. How might you categorise them within a knowledge structure?

  

      Product choice

Once the relevant options from a category have been assembled and evaluated, a choice must be made between them.* Decision rules guiding choice can range from very simple and quick strategies to complicated processes requiring much attention and cognitive processing. Integrating information from sources such as prior experience with the product or a similar one, information present at the time of purchase and beliefs about the brands that have been created by advertising can influence the choice.* Our job isn’t getting any easier as companies overwhelm us with more and more features. We deal with 50-button remote controls, digital cameras with hundreds of mysterious features and book-length manuals, and cars with dashboard systems worthy of a space shuttle. Experts call this spiral of complexity feature creep. As evidence that the proliferation of gizmos is counterproductive, Philips Electronics found that at least half of the products buyers return have nothing wrong with them—consumers simply couldn’t figure out how to use them! What’s worse, on average, the buyer spent only 20 minutes trying to figure out how to use the product and then gave up. Feature creep is also evident in smart technology, which leverages the Internet of Things (IoT), with many consumers confused about how to use these new features. A 2018 study of British consumers found 56% were confused by smart technology and one-third regretted the acquisition of at least one item they had purchased.*

Why don’t companies avoid this problem? One reason is that we often assume 'the more features, the better'. It’s only when we get the product home that we realise the virtue of simplicity. In one study, consumers chose from three models of a digital device that varied in terms of how complex each was. More than 60% chose the one with the most features. Then, participants got the chance to choose from up to 25 features to customise their product—the average person chose 20 of these add-ons. But when they actually used the devices, it turns out that the large number of options only frustrated them—they ended up being much happier with the simpler product.* As the saying goes, ‘Be careful what you wish for ...’

Evaluative criteria

Evaluative criteria are the dimensions used to judge the merits of competing options. In comparing alternative products, the consumer can choose from any number of criteria, ranging from very functional attributes (‘Does this TV come with a remote control?’) to experiential ones (‘Does this TV’s sound reproduction make me imagine I’m in a concert hall?’).

Another important point is that criteria on which products differ from one another carry more weight in the decision process than those where the alternatives are similar. If all brands being considered rate equally well on one attribute (e.g. if all TVs come with a remote control), consumers will have to find other reasons to choose one over another. The attributes actually used to differentiate between choices are determinant attributes.

Marketers can play a role in educating consumers about which criteria should be used as determinant attributes. For example, consumer research by Church & Dwight indicated that many consumers viewed the use of natural ingredients as a determinant attribute. The result was promotion of toothpaste made from baking soda, which the company already manufactured for its Arm & Hammer brand.* And sometimes a company can even invent a determinant attribute: Pepsi-Cola accomplished this by stamping freshness dates on soft-drink cans. The company spent about $25 million on an advertising and promotional campaign to convince consumers that there’s nothing quite as horrible as a stale can of soft drink—even though it has been estimated that 98% of all cans are consumed well before this could be a problem. Six months after introducing the campaign, an independent survey found that 61% of respondents felt that freshness dating was an important attribute for a soft drink!*

The decision about which attributes to use is the result of procedural learning, in which a person undergoes a series of cognitive steps before making a choice. These steps include identifying important attributes, remembering whether competing brands differ on those attributes and so on. For a marketer to effectively recommend a new decision criterion, communication should convey three pieces of information:

  	Point out that there are significant differences between brands on the attribute.
	Provide the consumer with a decision-making rule, such as if (deciding between competing brands), then ... (use the attribute as a criterion).
	Convey a rule that can be easily integrated with how the person has made this decision in the past. Otherwise, the recommendation is likely to be ignored because it requires too much mental work.*


Neuromarketing: how your brain reacts to alternatives

Is there a ‘buy button’ in your brain? Some corporations have teamed up with neuroscientists to find out.* Neuromarketing uses functional magnetic resonance imaging (or fMRI), a brain-scanning device that tracks blood flow as we perform mental tasks. In recent years, researchers discovered that regions in the brain—such as the amygdala, the hippocampus and the hypothalamus—are dynamic switchboards that blend memory, emotions and biochemical triggers. These interconnected neurons shape the ways that fear, panic, exhilaration and social pressure influence our choices. 

Scientists know that specific regions of the brain light up in these scans to show increased blood flow when a person recognises a face, hears a song, makes a decision or senses deception. Now they hope to harness this technology to measure consumers’ reactions to movie trailers, cars, the appeal of an attractive face and even their loyalty to specific brands. Research that used the EMOTIV EPOC+headset to measure shopper reactions to the social presence of other people in a simulated shopping centre found that the mere presence of people increases stress and impedes focus on the shopping task.*

Many researchers remain sceptical about how helpful this technology will be for consumer research. If indeed researchers can reliably track consumers’ brand preferences by seeing how their brains react, there are many interesting potential opportunities for new research techniques that rely on what we (or at least our brains) do rather than what we say.

Post-purchase outcomes

The last step in the EKB model is post-purchase outcomes. Post-purchase outcomes consist of consumer responses including satisfaction, complaint behaviour, customer value perceptions, brand loyalty and product disposal or upcycling. Recycling and upcycling have become an increasingly important part of the buying process, with many consumers including these disposal options as part of their decision-making criteria. These outcomes are discussed in more detail in the chapter 'Buying, using and regenerating'.

Review your understanding of the stages in consumer decision making:

  	Problem recognition: When a consumer sees a significant difference between their current state and a desired or ideal state.
	Information search: The process by which consumers seek data from internal and external sources.
	Evaluation of alternatives: A choice must be made from available alternatives. Classification of similar and different products is a crucial determining process.
	Product choice: Decision rules can range from very simple and quick strategies to complicated processes requiring much attention and cognitive processing.
	Post-purchase outcomes: Include consumer responses including satisfaction, complaint behaviour, customer value perceptions, brand loyalty and product disposal.


      Decision-making over the customer journey

9.3 Analyse customer decisions at different stages of the customer journey.

Consumers make a series of decisions during the buying process or customer journey. A customer journey map is a tool that has been developed to visually represent the sequence of events throughout the entire purchase process. The customer journey map includes the pre-purchase stage, and the purchase and post-purchase stages, with the pain points experienced by the customer at each stage and the touchpoints with the organisation.*  Research on omnichannel customer journeys for fashion showed the variety of decisions made by omnichannel shoppers ranging from online research to find out about the latest styles to show and share post-purchase on social media.* Refer to Figure 9.8. 

  Figure 9.8 Decisions in customer journey for omnichannel fashion purchase
[image: A diagram shows the three phases of purchase.]
 Image descriptionPre-purchase: inspiration, learning about styles and acquiring; acquiring new ideas; research and comparison, using technology to check options; evaluation, trying on items, sharing photos to seek options of others, using wishlists on line lists. Purchase, deal-hunting, seeking discounts or offers online; payment, using multiple online payment and delivery options; post-purchase, delivery, checking and tracking delivery, returns, returning items due to size or fit; show or share, using social media to show off new items.
Source: Based on J H Donelly and W R George, 'Towards a consumption/evaluation process model for services', Marketing of Services, 1981.

Factors that influence the customer’s experience with different touchpoints and lead to different decisions include the external environment, crises and the economic situation.* An example of the impact of a crisis is the effect of COVID-19 on the design of airport processes. The airport of the future is likely to have biometric solutions that enable touchless and even human-less interactions with an altered customer journey.* This change in the customer journey will require consumers to engage in different decisions including items to be packed, time allocated to the check-in process, evidence of vaccination and seating preferences.

      Heuristics: Mental shortcuts

9.4 Apply consumer decision-making theories to explain why consumers exert effort or look for convenience.

Do we actually perform complex mental calculations every time we make a purchase decision? In a word, no. To simplify decisions, consumers often employ decision rules that allow them to use some dimensions as substitutes for others. For example, the consumer may rely on certain assumptions as substitutes for a prolonged information search, such as that the selection at one store is more than sufficient, so there’s no need to look at any of its competitors. This assumption serves as a shortcut to more extended information processing.* Especially when limited problem solving occurs prior to making a choice, consumers often fall back on heuristics, or mental rules of thumb that lead to a speedy decision. These rules range from the very general (e.g. ‘Higher priced products are higher quality products’ or ‘Buy the same brand I bought last time’), to the very specific (e.g. ‘Buy CSR, the brand of sugar my mother always bought’).* Heuristics are based on the notion of bounded rationality,* which means that we make simple decisions that are sufficient or good enough rather than thinking of every possible option and then making a choice.*  Using principles of bounded rationality, researchers analysed 194,885 Trip Adviser reviews and found that different types of travellers have different decision criteria when selecting  importance on room and location criteria, while couples place more emphasis on room and cleanliness. 

Sometimes these mental shortcuts may not be in consumers’ best interests. A consumer who personally knows one or two people who have had problems with a particular make of car, for example, might assume they would have similar trouble with it and thus overlook the model’s overall excellent repair record.* The influence of such assumptions may be enhanced if the product has an unusual name that makes it, and the experiences with it, more distinctive.

Relying on a product signal

One frequently used shortcut is the tendency to infer hidden dimensions of products from observable attributes. The aspect of the item that is visible acts as a product signal that communicates some underlying quality.* Research on crowdfunding showed that organisations that mention crowdfunding success are signalling quality about their product; this is particularly relevant for products where it is difficult to assess quality.*  In this research, the products were sustainability oriented.

When product information is incomplete, judgements are often derived from beliefs about covariation, or perceived associations between events that may or may not actually influence one another.* For example, a consumer may form an association between product quality and the length of time a manufacturer has been in business. Other signals or attributes believed to coexist with good or bad products include well-known brand names, country of origin, price and the retail outlets that carry the product.

Unfortunately, consumers tend to be poor estimators of covariation. Their beliefs persist despite evidence to the contrary. In a process similar to the consistency principle discussed in the chapter 'Attitudes and attitude change', people tend to see what they are looking for.  This is called confirmation bias. Consumers will look for product information that confirms their existing beliefs. In research about vaccination messaging, researchers found that people with negative attitudes towards vaccination were more likely to be interested in headlines that were anti-vaccination while people with positive attitudes were more likely to be interested in pro-vaccination headlines.*

       



CB as I live it: Balancing emotions and thoughts when buying 

 Sophie Eldridge, University of the Sunshine Coast 

 [image: ]

As a uni student, the reasons behind my purchasing decisions are always rational as opposed to emotional, particularly when buying things that may not be considered essential. I often consider questions like, ‘Do I need this?’, ‘Is this necessary?’, ‘What will I have to sacrifice in order to obtain this?’ Having rationality as my dominant mindset always impacts my purchasing behaviours when buying things for myself, which often makes it hard to purchase things based on how I might feel about them. When it comes to buying clothes, I choose to receive email notifications from several online stores. This keeps me up to date on sales and promotional opportunities. It also means my inbox is constantly full.

 When I make a purchasing decision for myself, regardless of the level of involvement, the rational thinking process is always the basis of my decisions. I can easily deny myself something if the purpose of it is to simply make me happy in that moment. I rationalise this by considering the potentially bigger, better, more expensive purchases I can make if I save my money by not buying  it. This is somewhat of an emotional decision, as it makes me happy to think I’ll benefit from this by being able to make bigger purchasing decisions in the future. If I do decide to make a purchase, the research process begins. Regardless of what I’m buying, I’ll do a deep Google dive. I’ll read all the reviews available, and determine the lengths (and distances) I must go to in order to obtain what I want at the most reasonable and justifiable price. 

The only time my purchases are driven by emotions occurs when I’m buying things for my dog. In typical child-free millennial fashion, I always make my dog my number one priority. When it comes down to making purchasing decisions for him, the cost simply does not matter. My dog will wear a top-of-the-range harness and jacket, while I will wear the same old hoodie I ‘borrowed’ from an ex-boyfriend six years ago. A new, comfy dog bed has been released that’s meant to optimise sleep and improve joint mobility? I’ll take it. Would I show the same complete absence of inhibition when purchasing a new bed for myself? Absolutely not.

For some reason, when it comes to my dog, my buying behaviours are entirely contradictory to the meticulous, indecisive processes I go through when I purchase something for myself. I once spent four weeks researching a new facial moisturiser due to the fear of wasting money. I also once spent $40 on a dog shampoo sold at a farmer’s market that guaranteed shiny-coat results. He ended up being allergic to it. I still don’t regret it. I simply can’t walk past a stockist of any variety of dog-related paraphernalia without picking something up.

It could easily be assumed that this situation is also applicable to the humans in my life, and that I offer the same reckless abandon when it comes to purchasing gifts for them. Except it’s not. The process of buying for other people undergoes the same painstaking research and thorough bargain hunting as any purchases I would make for myself. The rational vs emotional, head vs heart internal battle is the same for buying human gifts as it is for my own purchases. This has the potential to imply that I’m a less-than-perfect friend/sister/daughter/partner, but I’m a great dog owner.

Rationality is barely a consideration when I come across something that I know my dog will enjoy. My standard logical thought process is out the window if I see a collar with a bowtie, or a toy that makes a particularly interesting noise. There’s every possibility that this process is just a ‘me’ thing. It’s likely that others don’t undergo the same temporary loss of rationality. But as a uni student, I have other uni student friends. Some of these friends have dogs, and most of us are in the same financial boat. 

Based on the observations of my immediate circle, it seems to be apparent that I’m not the only one who spoils their dog at whatever frivolous cost. Because what could possibly be more joy-inducing than seeing your best friend happy?

  

      Market beliefs: is it better if I pay more for it?

Consumers often form assumptions about companies, products and stores. These market beliefs then become the shortcuts that guide their decisions—whether or not they are accurate.* A large number of market beliefs have been identified. How many of the beliefs listed in Table 9.3 do you share?

 Table 9.3  Common market beliefs
	Brand		All brands are basically the same.

	Generic products are just name brands sold under a different label at a lower price.

	The best brands are those that are purchased the most. 

	When in doubt, a national brand is always a safe bet.


	Store		Specialty stores are great places to familiarise yourself with the best brands; but once you figure out what you want, it’s cheaper to buy it at a discount outlet.
	A store’s character is reflected in its window displays.

	Salespeople in specialty stores are more knowledgeable than other sales personnel.

	Larger stores offer better prices than small stores.

	Locally owned stores give the best service.

	A store that offers good value on one of its products probably offers good value on all of its items.
	Credit and return policies are most lenient at large department stores.

	Stores that have just opened usually charge attractive prices.


	Prices/Discounts/Sales		Sales are typically run to get rid of slow-moving merchandise.

	Stores that are constantly having sales don’t really save you money.

	Within a given store, higher prices generally indicate higher quality.


	Advertising and Sales Promotion		‘Hard-sell’ advertising is associated with low-quality products.

	Items tied to ‘giveaways’ are not good value (even with the freebie).
	Coupons represent real savings for customers because they are not offered by the store.

	When you buy heavily advertised products, you are paying for the label, not for higher quality.





Source: Adapted from CP Duncan, ‘Consumer market beliefs: A review of the literature and an agenda for future research’, in ME Goldberg, G Gorn & RW Pollay (eds), Advances in consumer research, 17, Provo, UT: Association for Consumer Research, 1990(17): 729–35.

Do higher prices mean higher quality? The assumption of a price–quality relationship is one of the most pervasive market beliefs.* Novice consumers may in fact consider price as the only relevant product attribute. Experts also consider this information, although in these cases price tends to be used for its informational value, especially for products (e.g. virgin wool) that are known to have wide quality variation in the marketplace. When this quality level is more standard or strictly regulated (e.g. Harris Tweed sports coats), experts do not weigh price in their decisions. For the most part, this belief is justified; you do tend to get what you pay for. However, let the buyer beware: the price–quality relationship is not always justified.

Choosing familiar brand names: loyalty or habit?

Branding is a marketing strategy that often functions as a heuristic. Some people form preferences for a favourite brand and literally never change their minds in the course of a lifetime. A study by the Boston Consulting Group of the market leaders in 30 product categories found that 27 of the brands that were number one in 1930 (such as Ivory Soap and Campbell’s Soup) remained at the top more than 50 years later.* Indeed, our tendency to prefer a number one brand to the competition is so strong that it seems to mimic a pattern scientists find in other domains from earthquakes to linguistics. Zipf’s Law describes this pattern. In the 1930s, a linguist named George Kingsley Zipf found that the—the most-used English word—occurs about twice as often as of (second place), about three times as often as and (third), and so on. Since then, scientists have found similar relationships between the size and frequency of earthquakes and a variety of other natural and artificial phenomena.

A marketing researcher decided to apply Zipf’s Law to consumer behaviour. His company asked Australian consumers to identify the brands of toilet paper and instant coffee they use and to rank them in order of preference. As the model predicted, people spend roughly twice as much of their toilet paper budget on the top choice than on the second-ranked brand, about twice on the number two brand as on the third-ranked brand, and about twice on the number three brand as on the number four brand. One ramification is that a brand that moves from number two to number one in a category will see a much greater jump in sales than will, say, a brand that moves from number four to number three. Brands that dominate their markets are as much as 50% more profitable than their nearest competitors.*

 

Habitual purchases

 Think of a brand that you habitually purchase (it can be from any product category). Reflect on why you always buy this brand.

  

Inertia: the lazy customer

Many people tend to buy the same brand just about every time they go to a store. This consistent pattern is often due to inertia:  a brand is bought out of habit merely because less effort is required and there is less risk. If another product comes along that is for some reason easier to buy (e.g. it is cheaper or the original product is out of stock), the consumer will not hesitate to buy it. A competitor who is trying to change a buying pattern based on inertia can often do so rather easily because they will encounter little resistance to brand switching if the right incentive is offered. When there is little to no underlying commitment to a particular brand, promotional tools such as point-of-purchase displays, extensive couponing or noticeable price reductions may be sufficient to ‘unfreeze’ a consumer’s habitual pattern.  Research on smartphones found that when consumers spend a lot of time researching a smartphone they experience cognitive lock-in. This then results in deliberate inertia that drives loyalty and resistance to change.*

      Mental accounting: biases in the decision-making process

Consider the following scenario: you’ve scored a free ticket to a major cricket match. At the last minute, though, a sudden thunderstorm makes it somewhat dangerous to get to the stadium. Would you still go? Now, assume the same game and thunderstorm—except this time you paid a small fortune for the ticket. Would you head out in the storm in this case?

Analyses of people’s responses to this situation and to other similar puzzles illustrate principles of mental accounting. This process demonstrates that the way we pose a problem (we call this framing) and whether it’s phrased in terms of gains or losses influences our decisions.* In this case, researchers find that people are more likely to risk their personal safety in the storm if they paid for the ticket than if it’s a freebie. Only the most die-hard fan would fail to recognise that this is an irrational choice because the risk is the same regardless of whether you got a great deal on the ticket. Researchers call this decision-making bias the sunk-cost fallacy: if we’ve paid for something we’re more reluctant to waste it.

Whether we focus on the present or the future is another example of how the way we frame an issue influences the options we choose and how we feel about them. The condition of hyperopia (the medical term for people who have farsighted vision) describes people who are so obsessed with preparing for the future that they can’t enjoy the present. University students who participated in a study on this phenomenon reported that they regretted not working, studying or saving money during their winter break. But when researchers asked them to imagine how they would feel about this break a year from now, their biggest regrets were that they didn’t have enough fun or travel enough. In another study, female participants received a ticket for a lottery that would be held three months later. They had to choose in advance from one of two prizes if they won: either $85 in cash or an $80 voucher for a massage or facial at a spa. Even though they were reminded that they could use the $85 in cash to get a spa treatment and pocket the $5 difference, more than a third of the women chose the voucher. Researchers found similar results in other situations; when people had to choose between cash and prizes like bottles of wine or dinners out, many of them chose the luxuries even though the cash was a better deal. One participant observed, ‘If I took the cash it would end up going into the rent’.*

Loss aversion is another bias. This means that we emphasise our losses more than our gains. For example, for most people, losing money is more unpleasant than gaining money is pleasant. Research into the willingness of consumers to adopt smart time-of-use pricing (using smart devices to use electricity when it is off-peak and cheaper) showed resistance to adoption due to loss aversion.* 

Prospect theory describes how people make choices—it defines utility in terms of gains and losses. We evaluate the riskiness of a decision differently if it’s put to us in terms of what we stand to gain rather than what we stand to lose.* To illustrate this bias, consider the following choices. For each, would you take the safe bet or choose to gamble?

  	Choose whether to take the safe bet or to gamble by selecting Option 1 or Option 2:
	Option 1: You are given $30 AND a chance to flip a coin: heads you win $9, or tails you lose $9.
	Option 2: You are given $30 outright OR you accept a coin flip that will win you either $39 or $21. 


Finally, research in mental accounting demonstrates that extraneous characteristics of the choice situation can influence our selections, even though they wouldn’t if we were totally rational decision makers. Researchers gave survey participants one of the two versions of this scenario:  ‘You are lying on the beach on a hot day. All you have to drink is ice water. For the past hour you have been thinking about how much you would enjoy a nice cold bottle of your favourite brand of beer. A companion gets up to go make a phone call and offers to bring back a beer from the only nearby place where beer is sold (either a fancy resort hotel or a small, run-down grocery store, depending on the version you’re given). He says that the beer might be expensive and so asks how much you are willing to pay for it. What price do you tell him?’ In the survey, the median price participants who read the fancy resort version gave was $2.65, but those who got the grocery store version were only willing to pay $1.50. In both versions the consumption act is the same, the beer is the same and they don’t consume any ‘atmosphere’ because they drink the beer on the beach.* So much for rational decision making!

      Learning snapshot

  	Consumers are constantly faced with the need to make decisions about products. Some of these decisions are very important and entail great effort, whereas others are made on a virtually automatic basis.
	Perceived risk and involvement underpin the level of effort consumers are willing to undertake when making decisions. 
	Perspectives on decision making range from being emotion based to problem based or habit based.
	Affect can provide consumers with information about themselves or others which is then used to make judgements and decisions.
	Consumers automate many daily tasks to conserve cognitive resources. These unconscious processes can be activated by priming. Marketers have an ethical responsibility to consider when using priming.
	For more complex decisions, a typical decision process involves several steps: problem recognition, information search, evaluation of alternatives, product choice and post-purchase outcomes.
	Problem recognition can be fully conscious and trigger considerable time and effort to address the problem or it can be automated, where less thinking is involved.
	Information search may range from simply scanning memory to determine what has been done to resolve the problem in the past to extensive fieldwork in which the consumer consults a variety of sources to amass as much information as possible. In many cases, people engage in surprisingly little search. Instead, they rely on various mental shortcuts, such as brand names or price, or they may simply imitate others.
	In the evaluation of alternatives stage, the product alternatives that are considered comprise the individual’s evoked set. Members of the evoked set usually share some characteristics; they are categorised similarly. The way products are mentally grouped influences which alternatives will be considered, and some brands are more strongly associated with these categories than others are (i.e. they are more prototypical).
	Decision making varies across the customer journey with different pain points for different consumer personas. 
	Very often, heuristics, or mental rules of thumb, are used to simplify decision making. In particular, people develop many market beliefs over time. One of the most common beliefs is that price is positively related to quality. Other heuristics rely on well-known brand names or a product’s country of origin as signals of product quality. When a brand is consistently purchased over time, this pattern may be due to true brand loyalty or simply to inertia because it’s the easiest thing to do.
	Research in the field of behavioural economics illustrates that decision making is not always strictly rational. Behavioural biases demonstrate that decisions can be influenced by the way a problem is posed (called framing) and whether the decision is put in terms of gains or losses.


Consumer behaviour challenge

  	If people are not always conscious decision makers, is it worth the effort to study how purchasing decisions are made? What techniques might be employed to understand experiential consumption and to translate this knowledge into marketing strategy?
	List three product attributes that can be used as quality signals and provide an example of each.
	Why is it difficult to place a product in a consumer’s evoked set after it has already been rejected? What strategies might a marketer use in an attempt to accomplish this goal?
	Define the three levels of product categorisation described in this chapter. Prepare a diagram of these levels for a health club.
	Discuss two different non-compensatory decision rules and highlight the difference(s) between them. How might the use of one rule over another result in a different product choice?
	Form a group of three. Pick a product and develop a marketing plan based on each of the three approaches to consumer decision making: cognitive, affective and behavioural influence. What are the major differences in emphasis between the three perspectives? Which is the most likely type of problem-solving activity for the product you have selected? What characteristics of the product make this so?
	Locate a person who is about to make a major purchase. Ask that person to make a chronological list of all the information sources consulted prior to making a decision. How would you characterise the types of sources used (i.e. internal versus external, media versus personal, etc.)? Which sources appear as if they will have the most impact on the person’s decision?
	It’s increasingly clear that many postings on blogs and product reviews on websites are fake or are posted there to manipulate consumers’ opinions. How big a problem is this if consumers increasingly look to consumer-generated product reviews during the stage of information search? What steps, if any, can marketers take to nip this problem in the bud?
	Commercial Alert, a consumer group, is highly critical of neuromarketing. The group’s executive director wrote: ‘What would happen in this country if corporate marketers and political consultants could literally peer inside our brains and chart the neural activity that leads to our selections in the supermarket and voting booth? What if they then could trigger this neural activity by various means, so as to modify our behavior to serve their own ends?’* What do you think: is neuromarketing dangerous?
	Give one of the scenarios described in the section on biases in decision making (options 1 and 2 under ‘Prospect theory’) to five people. How do your results compare with those reported in this chapter?
	Think of a product you recently shopped for online. Describe your search process. How did you become aware that you wanted/needed the product? How did you evaluate alternatives? Did you end up buying online? Why, or why not? What factors would make it more or less likely that you would buy something online rather than in a traditional store?


      Case study

Citizens as consumers or government’s use of marketing methods: the behavioural economics approach

Professor Uwe Dulleck, Queensland University of Technology & Crawford School of Public Policy, Australian National University

The concept of nudging comes from behavioural economics. Nudge, based on the title of a popular book,* is seen by some as the new marketing tool for government.

What is behavioural economics and what makes it different from social marketing?

Behavioural economics combines insights and methods from the behavioural sciences with insights from economics. Improving Decisions about Health, Wealth and Happiness is the subtitle of Thaler and Sunstein’s book, Nudge. Their most important message is that they see policy being guided by their principles and enabling people to make better decisions for themselves. This is the main difference between behavioural economic interventions and marketing approaches—while the latter try to achieve behavioural changes desired by a business or government, behavioural economics relies on the existence of a behavioural bias that leads people to make choices differently from what they would do if they had all the information and capacity to make a conscious and reflective choice. Note, while the reasons for designing each campaign is slightly different, they may coincide, in particular if the private business or government has consumers’ interests at heart.

Citizens and consumers: Econs or humans?

Two-thousand-and-two Nobel Prize in Economics winner Daniel Kahneman provides a theory of how people make decisions.* In his model of decision processes, he distinguishes between system 1 and system 2. System 1—fast thinking, or gut, intuitive decisions—is effortless and we have unlimited capacity to make decisions. Examples are giving the answers to simple questions like, ‘What is 2 plus 2?’ or ‘What is the capital of Germany?’ as well as decisions that happen automatically when you ride your bike or drive your car—when to start braking or how to navigate a corner. We have to learn a lot of the knowledge, but once it is part of system 1 we have unlimited capacity to apply it. System 2—reflective, reasoned and slow thinking—is what we use when we face more difficult questions: ‘What is 24 × 7?’, ‘What is the capital of Mongolia?’* We may be able to answer these questions, but we need time and bandwidth to consider them and arrive at an answer. These slow decisions take time and capacity.

Many biases stem from the fact that system 2 also has the job of monitoring system 1. My favourite example is that of asking Europeans or Americans about the capital of Australia. Most people react by saying Sydney, then some correct themselves—‘wait a minute’—to Canberra, the correct answer. This ‘wait a minute’ is Kahneman’s system 2's checking of a system 1 response. This explains why we need both systems. Consider when you learned to drive or when you or children you know learned to ride a bike. These learning activities took bandwidth and it was difficult to consciously learn to drive/ride and at the same time pay attention to the other traffic risks. We rely on our system 1 to operate the vehicle while allowing our system 2 to monitor our environment to avoid traffic risks.

Economists rely on a fictitious character, Homo economicus, to model human decision making. This is a perfect system 2 decision maker, perfect in the sense that he or she can solve the most complicated and challenging decision situations, identifying what is best for him or her. Lawyers with the model of the reasonable person have a slightly less perfect character at hand for their analysis but it also relies on a system 2 only conception of human decisions. If humans are more like Kahneman’s decision makers then they differ substantially from Econs (or reasonable persons). And economics and/or law can, at least in some situations, provide us with guidance to identify what a person deciding in his or her best interests would do if the decision was driven by system 2 alone. This is what behavioural economics tries to achieve—enabling people to make better decisions for themselves.

Three key insights from experimental and behavioural economic research

Experimental and behavioural economic research has developed a better understanding of human decision making. In particular with respect to three areas of economic behaviour, this research agenda has extended our perception about preferences and biases people display in economic situations. Following are three areas of research comparing the traditional view on Homo economicus with the alternatives from behavioural economic research.

  	Things—pure selfishness vs social preferences. The standard model of economics, at least as it is taught in introductory economics courses, assumes that consumers are selfish and are only interested in their own individual wellbeing. They do not care about others. This view posits that consumers do not care about others, apart from perhaps their household or family. However, research* shows that people do care about others in addition to their family and friends. Thus the standard model of economics does not hold true.
	Decisions under uncertainty—Bayesian updating vs prospect theory. The standard model of economics assumes that people are able to understand probabilities, expectations and beliefs they have and are able to update or incorporate their world view with the arrival of new information. If you learned about probabilities at school or did a course in statistics, you know that this is challenging. Psychological and behavioural economic research shows that behaviour in situations involving risk and uncertainty systematically deviates from predictions based on the standard economic model.
	Time—discounted utility vs hyperbolic discounting. Many decisions customers make involve costs and benefits that affect us at different moments in time. Someone suffers in the gym today to feel better tomorrow. We spend less of our money today to have more tomorrow. Consumers’ decisions are full of situations where they need to trade off a better outcome today for a better outcome tomorrow. Standard economics assumes that future consumption is slightly less valuable than today’s. The discounted utility model assumes that future benefits or utility can be discounted by a factor δt, with t the distance in time, to be compared or aggregated with today’s utility. Behavioural and experimental economic research shows that this model is good for decisions that only change something in the future—say, a decision comparing benefits in a week’s time with some future date, for example a week or a year—but it does not apply if people compare something that is available to them immediately with something they can only have at some time in the future. Humans tend to be irrationally biased towards immediate gratification, while they have much more patience when they decide about the future. This is the main point of the hyperbolic discounting model.


Save more tomorrow: an example from behavioural economics 

Thaler and Bernartzi* provide a classic illustration for the behavioural economics approach. They studied retirement savings decisions. Consistent with previous research,* they found evidence that consumers tend to save too little for retirement. In particular, even if free subsidies to retirement accounts were offered, they were not taken up, even if a minor effort was involved. In this situation the standard economic model can help to provide a benchmark. The hyperbolic model explains why people deviate from this superior savings rate—the costs come today in the form of foregone consumption, while the benefit lies in a far-away future. ‘Save More Tomorrow’ was an innovative program that asked people to sign up for a program that would take a percentage of their future pay increases to increase their contribution rates to superannuation. Over the long term, and in particular for low-income groups, the ‘Save More Tomorrow’ group fared better.

Think about this example as a behavioural economic intervention: how does it differ from other policies or a marketing intervention? Compared to a compulsory savings system, the ‘Save More Tomorrow’ program gives participants an opportunity, choices, and they can opt not to save more tomorrow. However, it nudges consumers by making it easy, attractive and timely.* Thaler and Sunstein* called the behavioural economic approach ‘choice architecture’ for this reason—it is not about limiting people’s choices or making them costly but about guiding them. This guidance is what is shared with marketing. After all, consumers cannot be forced into the choice. They need to be convinced—in the best case—or tricked into a choice—worst case. From the behavioural economics perspective, the difference between a marketing campaign and a behavioural economic intervention lies in whether the targeted outcomes are in the best interests of the commissioner of the campaign or whether it enables consumers to make the best decision for themselves (perhaps marketers would see the distinction differently).

Consumers and behavioural economics: the ethical challenge

Cass Sunstein* discusses extensively the ethical challenge of behavioural economic interventions. He sees welfare, dignity, autonomy and self-governance as the ethical yardsticks. If behavioural economics can identify what is in the best interests of a consumer and the intervention allows free choice, these measures will ensure ethical interventions. In the example of retirement savings, it is easy to use a simple ‘more money is better than less’ heuristic that most of us would agree with; this is not so in many other cases. A good example where behavioural and standard economic methods have been employed frequently in recent years is anti-smoking campaigns. It is difficult to rule out that smokers—especially with all the education campaigns and the taxes on cigarettes that were in place before the behavioural interventions like graphic warnings started—are aware of the risks and willing to trade off future health costs for current consumption.

The case for behavioural economics being ethical, in my view, lies in the following protocols:

  	Identify a bias by comparing observed behaviour to Homo economicus—inspired optimal behaviour.
	Study and change the choice architecture to increase the likelihood that consumers make decisions in their best interests.
	Evaluate the intervention using experimental approaches—this is, in itself, a safeguard against abuse. This protocol ensures welfare and autonomy. When consumers care enough they will pick their preferred option. It obeys dignity as people can follow the reasoning of governments and it generates transparency and accountability that enable self-governance.


Questions

The following questions are a simple set-up to guide you to initiate a behavioural economic intervention.

  	What type of consumer behaviour do you want to change? To evaluate the effectiveness of your intervention, what measure can you use to see behaviour before and after the intervention?
	Identify potential behavioural biases that may affect the decision you wish to influence. Are these biases in the consumer’s interest or are they working against the consumer’s interest?
	Discuss how you could make it easier, more attractive, social or timely for the consumer to make the decision that you have identified to be in their best interests.
	Consider the implementation of your intervention and how you can have a control and a treatment group to identify whether your intervention has achieved what you want it to achieve.


      Chapter 10 Buying, using and regenerating

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

10.1 Identify different components of consumer experience
10.2 Explain the five contextual effects on buying and regeneration. 
10.3 Identify how the purchase environment influences the consumer buying process. 
10.4 Compare the online and face-to-face purchase environments.
10.5 Evaluate post-purchase outcomes.
10.6 Apply consumer behaviour theories to understand different options for product regeneration and disposal.
  
 Introduction

Today’s consumers not only seek economic value when buying, they also seek an experience. Wherever you look, retailers are theming their stores or providing a unique interaction that captures the hearts and minds of their customers. Overlay this trend with the increasing consumer need for convenience and there are a number of challenges in moving consumers through the last two stages of the EKB model: buying and post-purchase. The availability of mobile and electronic channels can facilitate the buying process with consumers price-checking using their smartphone, using augmented reality to understand the cultural significance of a fashion purchase, or consulting friends through their mobile phone about a pair of shoes. 

 In this chapter we look at the need for experience and how this is shaping the way we buy. We also look at five contextual factors that influence our buying decisions: physical surroundings, social surroundings, temporal factors, antecedent states and task definition. We then examine the purchase environment and specifically compare online with face-to-face buying. Finally, we look at the behaviours around post-purchase regeneration (recycling, upcycling and downcycling) and disposal. With the rising consumer interest in regeneration of materials involved in goods and services, the final stage of the purchase process has increased in importance. This stage can enable organisations to co-create substantial customer value and gain competitive differentiation.

      It’s all about the experience

 10.1 Identify different components of consumer experience 

Have you noticed that everything these days is all about the experience? No longer is a shopping trip just for groceries: it can now be an all-inclusive self-fulfilment search for meaning through retail therapy. Instead of children just playing with toys in their bedrooms, they can now take them out for a haircut and latte. In Japan, there are anti-loneliness cafés where single people can have coffee with giant stuffed toys.* Even butchers are getting in on the experience act, with Hudson Meats in Sydney providing not only cuts of meat but also a selection of wines, condiments, gift packs and cooking demonstrations.*  And, if being at a store is not enough, you can also experience the store via Facebook and Instagram, follow it on Twitter or receive its e-newsletters.

 [image: A photo shows the Hudson Meats store in Sydney. Cuts of meat have been placed under glass shelves on one side while on the far-side wall, bottles of wine have been stacked on the shelves.]
Hudson Meats is creating an in-store butcher experience.Source: Courtesy Hudson Meats

In terms of customer value, consumers have moved from deriving value from commodities and products to co-creating value from the experience of buying.* In many ways, offering a customer experience is like staging a theatre event to create a lasting memory. Walt Disney was one of the original ‘experience designers’ when he created Disneyland, and his ideas are still used today to sell mobile phones and green energy alike. It isn’t unusual to walk into a store and see interactive technologies or coffee menus—even the Red Cross Blood Donation service is offering a menu from which to select your after-donation food. People who enter a ‘themed’ space often say that they are moving into a different world or leaving the outside world behind.* For retailers who use themes, this is a way of helping people to temporarily disconnect from their reality and enjoy the buying experience (more on retail theming later).

There are four realms of experience—entertainment, educational, aesthetic and escapist—as proposed by Pine and Gilmore in their seminal Harvard Business Review article.* The differences between these realms are the level of participation and absorption required. So how do businesses design a memorable experience to deliver value to modern consumers? There are five design principles:

  	Theme the experience. Rather than just selling coffee and cake, add a theme. For instance, taking an eco theme will shape the colour, furniture design and choice of food suppliers. Or transforming a candle shop into a magical cave full of incantation and secret places makes buying candles an experience.
	 Harmonise impressions with positive cues. The layout of the store and the visual and aural cues all send messages to consumers. A noisy, loud, brightly coloured store will send a different message than will an elegantly decorated space with subtle lighting and classical music.
	 Eliminate negative cues. Take a good look at your space and see whether there is anything that detracts. For instance, a handwritten note/pricing tag might not look appropriate in a high-tech store.
	 Mix in memorabilia. Provide souvenirs or mementos of the store visit. As corny as it sounds, people do buy the plastic Eiffel towers after they've climbed the structure.
	Engage all five senses. As shown in the chapter 'Perception', the senses create perception, which leads to learning, memory and attitudes. Allowing people to taste, see, smell, touch and hear cues that are consistent with your brand will increase the enjoyment.


Thus, customers want more than a good or service, they want an experience. Customer experience frameworks indicate there are six aspects to customer experiences:*

  	Cognitive—expectations, goals and thought processes
	Emotional—feelings and emotions
	Physical—physical surroundings
	Sensorial—the interaction with the senses
	Social—the influence of other people
	Practical—the usability or functionality of the service/good.


To generate an effective positive customer experience during the buying process, each of these six aspects needs to be positive although there is likely to be variation in the importance of these aspects. For instance, the physical aspect of experience may be more important than the emotional aspect of an accounting experience and the social aspect may be more important when shopping with friends than the cognitive experience.

The experience economy is now morphing into the transformation economy, with a focus on wellbeing and enlightenment. Where the experience economy is about staging the customer experience, the transformation economy is concerned with self-determination where the good or service experience guides the consumer (ref). A transformative experience is a profound change in a person that can be an epiphany or sudden insight.* Travel is often the experience that comes to mind when thinking of transformation. Volunteer tourism is an emerging travel activity and is the fastest growing alternative tourism type.* Research on volunteer tourism found that transformation is dependent on the level of authenticity and immersiveness of the experience.* This research also found that volunteer tourism can be seen as a rite of passage that facilitates identity change. See the chapter 'The culture of consumption' for more on rites of passage. 

      Contextual effects on buying

10.2 Explain the five contextual effects on buying and regeneration.

Many consumers dread the act of buying a car. In multiple studies over the past forty years, research shows that buying a car is the most anxiety-provoking and least satisfying of any retail experience.* But change is in the wind and the car showroom is being transformed. Car shoppers are logging into internet buying services, calling brokers who negotiate for them, buying cars at warehouse clubs and visiting areas where car dealerships congregate so they can comparison shop. This experience of buying a car illustrates some of the concepts to be discussed in this chapter. Making a purchase is often not a simple, routine matter of going to a store and quickly picking out something. An early classification scheme that summarised the various situational influences on the consumer contained contextual factors such as physical surroundings, social surroundings, temporal perspective, antecedent states and task definition (refer to Figure 10.1).*

  Figure 10.1 Key factors related to purchase and post-purchase activities
[image: A diagram shows the process of buying.]
 Image descriptionContextual effects on buying: physical surroundings, social surroundings, temporal, antecedent states, task definition and shopping orientation; purchase environment: the shopping experience, spontaneous or planned shopping, point-of-purchase stimuli, m-commerce and social media influences; post-purchase outcomes: consumer satisfaction, customer value, brand loyalty and word-of mouth; regeneration and disposal: recycling, upcycling, downcycling and discard.

 Consumers’ choices are affected by many personal factors, such as their mood, whether there is time pressure to make the purchase, and the particular situation or context for which the good or service is needed. In many situations, such as the purchase of a car or home, the car salesperson or real estate agent plays a pivotal role in the final selection. Today people are using the internet to arm themselves with product and price information before they even enter a car dealership or a store, which puts added pressure on retailers to deliver the value consumers expect.

Someone trying to impress a new love interest by playing the role of ‘sophisticated person-about-town’ may spend more lavishly by ordering champagne instead of beer—a purchase they would never consider when just hanging out with friends. Let’s see how these dynamics affect the way people think about what they buy.

      The effect of physical surroundings

Consumers’ physical surroundings affect their motives for product usage and the way they evaluate products. Important cues include the buyer’s physical environment, as well as the number and type of other consumers also present. Dimensions of the physical environment such as decor, odours and even temperature can significantly influence consumption. One study found that when the smell of a store is perceived as consistent with the image of the store (in this case a furniture retailer) people spend more time and money in the store.* Research has identified that people with a high need-for-smell were more likely to impulse buy.* Importantly, the dimensions of the physical environment should be considered for the holistic effect on customer experience; it is the combination of visual (sight), auditory (sound), olfactory (smell), tactile (touch) and gustatory (taste) stimulus that influences consumer behaviour.

Store image

With so many stores competing for customers, how do consumers choose one over another? As with products (see the chapter 'Personality'), we can think of stores as having ‘personalities’. Some stores have very clearly defined images (either good or bad). Others tend to blend into the crowd. They may not have anything distinctive about them and may be overlooked for this reason. This personality, or store image is composed of many different factors. Store features, coupled with such consumer characteristics as shopping orientation, help to predict which shopping outlets people will prefer.* Some of the important dimensions of a store’s profile are location, merchandise suitability, accessibility, reputation, promotions, atmosphere and in-store service.*

These features typically work together to create an overall impression. When shoppers think about stores, they may not say, ‘Well, that place is fairly good in terms of convenience; the salespeople are acceptable, and services are good’. They are more likely to say ‘That place gives me the creeps’ or ‘I always enjoy shopping there’. Consumers often evaluate stores using a general evaluation, and this overall feeling may have more to do with intangibles such as interior design and the types of people they find in the store than with such aspects as returns policies or credit availability. As a result, some stores are likely to be consistently in consumers’ evoked sets (see the chapter 'Individual decision making'), whereas others will never be considered.*

Atmospherics

Because a store’s image is now recognised as a very important aspect of the retailing mix, store designers pay a lot of attention to atmospherics, or the ‘conscious designing of space and its various dimensions to evoke certain effects in buyers’.* These dimensions include colours, scents and sounds. See the chapter 'Perception' for how these influence consumers. For example, stores done in red tend to make people tense, whereas a blue decor imparts a calmer feeling.* The use of natural rather than artificial light increases sales, in one case by 25%.* As the chapter 'Perception' noted, there is evidence that deliberately manipulating the scent in a store can increase sales. A Finnish experiment that tested chocolate vs strawberry scented stores found an increase in the sales of strawberry/chocolate compared with unscented stores.*

Many elements of store design can be cleverly controlled to attract customers and produce desired effects on consumers. Light colours impart a feeling of spaciousness and serenity, and signs in bright colours create excitement. A study by lighting supplier Lux found that lighting can increase sales, with customers spending more time where lights create a warm setting rather than a cool one.*  A retail store in Germany applied personality research to lighting preferences and increased sales by 12%. The study found that calm consumers prefer warm, bright, uniform lighting, whereas adventurous consumers like a contrasting shop with spotlights and accent lighting that is dimmer.* The use of lighting can affect the colour appearance of merchandise in a store, thus understanding the relationship between light and colour is important in designing the customer experience.

Music can affect eating habits. A study found that diners who listened to loud, fast music ate more food. In contrast, those who listened to Mozart or Brahms ate less and more slowly. The researchers concluded that diners who choose soothing music at mealtimes can increase weight loss by at least 2.25 kilograms a month!*

 

Atmospherics

What store experiences do you remember? What store layouts and architecture are memorable? Why do these stores stand out in your memory over the other stores you have visited?

  

Designing physical layout using choice architecture

In addition to visual stimuli, all sorts of in-store cues can influence behaviours, including the physical layout of the store and items in the store. Choice architecture is a term used by behavioural economists to describe different ways choices that influence decision-making can be presented in a physical environment. A review of studies on marketing mix and nudge strategies to promote healthy eating found examples of choice architecture such as lighting and visual cues that highlight healthy food and drinks, smaller plates and placing healthier options in restaurants at eye level and closer to the customer improved healthy eating.*

Researchers have found that the shape of a beer glass influences the pace of drinking.* If you are served beer in a curved, not a straight, glass, you will drink it quicker and thus spend more money at the bar. So if you want to drink moderately and save money, drink from a straight glass. Interestingly, there is no difference when drinking soft drink from different glasses.

 [image: ]
Consumers drink more slowly from a straight glass than from a curved one.Source: DisobeyArt/Shutterstock

Shopping centres as ‘third places’

The competition for customers is becoming even more intense with online channels such as websites and apps increasingly gaining sales at the expense of traditional retail outlets. With all these shopping alternatives available, how can a traditional store compete? Shopping centres have tried to gain the loyalty of shoppers by appealing to their social motives as well as by providing access to desired goods. In many communities, shopping centres are like the town squares of years past. They are the centres of communities, where residents gather to socialise. Many shopping centres are becoming giant entertainment centres, almost to the point that their traditional retail occupants seem like an afterthought. Shopping centres are places where consumers spend a lot of time (after home and work); they use the centres to play, do business, catch up with friends and buy items.* A consumer term to describe this role of shopping centres is ‘third place’: a public place where people gather for socialising beyond work and home.* Third places such as shopping centres meet consumers’ physical, social and emotional needs, which in turn creates meaning in their lives and loyalty (refer to Figure 10.2). It is now typical to find features such as children’s rides, miniature golf and theatrical performances in suburban shopping centres. Shopping centres such as Westfield are incorporating high-tech into their design, while others adopt a hi-touch approach, using people rather than technology.

  Figure 10.2 A relational third-place theory
[image: A flow chart explains a relational third-place theory.]
 Image descriptionThe diagram shows three types of consumer needs; namely, physical needs, social needs, emotional needs. Physical needs include Food, prices, ambient conditions, space or layout, signs, symbols, artefacts. Physical needs points towards social needs, which are remedy or prevent social loneliness through companionship. Social needs points towards emotional needs. Emotional needs include remedy or prevent emotional loneliness through emotional support. All the needs are related to place meaning, which are again related to the loyalty outcomes. Physical needs points towards place as practical, which further relates to loyalty outcomes of cognitive loyalty. Social needs points towards place as gathering, which further relates to loyalty outcomes of community loyalty. Emotional needs relate to place as home, which further relates to loyalty outcomes of ultimate loyalty.
Source: M Rosenbaum, ‘Exploring the social supportive role of third places in consumers’ lives’, Journal of Service Research, 2006, 9(1): 59–72.

The COVID-19 pandemic disrupted access to shopping centres as third places, along with other community gathering places such as coffee shops, gyms and libraries. While many were driven online, there is a sense of loss at not being able to access these third places either partially or fully.* Social distancing, capacity restrictions and lockdowns altered the way consumers could interact in third places, with many of these third places needing to change or close.* Post-pandemic, third places can be locations of recovery and shelter, with research yet to emerge about the long-time effects on consumer behaviour.

Retail theming

The quest to entertain means that many stores are going all out to create imaginative environments that transport shoppers to fantasy worlds or provide other kinds of stimulation. This strategy is called retail theming. Innovative merchants today use four basic kinds of theming techniques.

	Landscape themes rely on associations, with images of nature, the Earth, animals and the physical body. Kathmandu, for example, creates a simulated outdoor environment including outdoor scenes. 	
Source:  Emagnetic/Shutterstock;



	
Source: Cyril Young/Alamy Stock Photo; 


	Marketscape themes build on associations with human-made places. An example is LEGOland on Queensland’s Gold Coast, which reproduces real scenes and events using lego pieces. Here, British Royal Guards are shown playing in a band.
	Cyberspace themes are built around images of information and communications technology—eBay and ETSY’s retail interface instils a sense of community among vendors and traders. 

	
Source: Ian Dagnall/Alamy Stock Photo;



	
Souce: Kzenon/Shutterstock.

	Mindscape themes draw on abstract ideas and concepts, introspection and fantasy, and often possess spiritual overtones. Arajilla Spa, located on Lord Howe Island off the east coast of Australia, offers natural spa treatments based on a theme of ancient Indian medicines, spirituality and healing modalities. 




One popular theming strategy is to convert a store into a being space. This environment resembles a commercial living room where we can go to relax, be entertained, hang out with friends, escape the everyday or even learn. When you think of being spaces, cafés probably come to mind. Many cafés have quirky décor and seek to become our third place, where we spend the bulk of our time in addition to home and work. In Asia, venues such as Manboo and Fujiyama Land provide havens where gamers can do their thing 24/7—and even take a shower on-site during a break. Other spaces cater to the needs of minipreneurs (one-person businesses) as they offer work-centred ‘being’ spaces. At New York’s Paragraph, writers who need a quiet place to ruminate can hang out in a loft that’s divided into a writing room and a lounge area. TwoRooms (‘You Work, They Play’) provides office space and child care for home-based workers. Roam.co is a collaborative network of co-living spaces that includes hotel rooms and work spaces all in one.* 

       



CB as I see it: The light and dark side of online shopping

 Associate Professor Angela Dobele, RMIT University

 [image: ]

The wonderful side effect of the online world of marketing is that marketers can co-create marketing messages with customers. The conversational choices opened up via social media and online technologies include responding quickly and efficiently to customer comments or complaints—sometimes so fast the customer is still in the moment that caused them to complain, like being in a broken-down car at the side of the road. We can utilise customer comments and feedback in product and service design to the point where firms can crowdsource to speed up the content creation process and give voice to the community of users and brand advocates that are the heart of a strong brand (Brabham, 2013). Crowdsourcing provides an opportunity to collaborate with large groups of people, tapping into that collective intelligence (Leimeister, 2010). Co-creation of brand messages and promotional campaign content means message arguments can resonate more strongly with customers. The opening of these lines of communication means we give our community members a fan moment: their voices are heard, and they can meaningfully participate in the communication strategy we develop, launch and live by.

LEGO Ideas is one firm clearly showing the way to co-create with consumers.* The company actively encourages users to design new products, and these are tested for demand potential (Schlagwein & Bjorn-Andersen, 2014). Accepted design ideas result in the creator receiving 1 per cent royalty on the net revenue, and LEGO opens the opportunities for its product range by incorporating ideas it knows are backed by consumer demand. Another example is Lay’s and the introduction of Cheesy Garlic Bread flavour following the Do Us a Flavour crowdsourcing campaign. Karen Weber-Mendham, who suggested the flavour, won when her suggestion was voted the most popular flavour, but so did Lay’s as the new flavour contributed to an 8 per cent increase in sales in the three months following its release (e.g. BrandIndex, 2014; Saelinger, 2013).

 That’s the good news.

On the dark side of co-created consumer commentary, feedback and marketing campaign development is the potential for negative sentiment. Such negativity in social media could overshadow a company’s corporate imaging work as the customer empowerment scale swings mostly or entirely to the company side, away from company controls (Cooper, Stavros, & Dobele, 2019). The popularity of consumers using social media to express brand opinions—sometimes based on experience, sometimes based on hearsay, gossip or rumour and sometimes fabricated—is at a level now that firms need to be both proactive and reactive in their marketing of public relations strategies.

 We know the growth in online shopping has been steady for many years, but COVID-19 kicked adoption rates into hyperdrive. I’ve heard it said that we experienced five years of e-commerce growth in six months (Perez, 2020). We were ordering online as a connection to the outside world during lockdowns, even if it was just the doorbell going (‘yay, I have friends!’). Those online connections were perhaps best represented in jigsaw puzzles and craft hobby supplies delivered to the doorstep (‘yay, pressies for me!’).

 Our marketing design mandates haven’t changed from those we considered in our marketing communications classes wrapped around the original 4Ps; we’re still looking to design (new products, innovations, campaigns, ideas) for meaning. It all comes down to fulfilling customer needs, online or in-store. Retailers and suppliers need to hold to our marketing definition foundations, the bit about exchanging something of value for something of value. 

In-store, we can have attentive service staff, atmospherics that play to our desires and a product range that calls our names and induces us to show them the money. The digital experience can mirror these complexities. Artificial intelligence is providing exceptional customer service, virtual reality can provide us with the experience of shopping in-store, and the great strides in positive technologies can provide digital experiences that engage and connect customers with their shopping experiences (e.g. Chui, 2017; Oosthuizen, Botha, Robertson, & Montecchi, 2020).

 I turn to the wellbeing literature to signpost my proposed way forward. The wellbeing literature tells us that our basic needs are autonomy (feeling agency), competence (feeling able) and relatedness (feeling connected) (Ryan, 2009). Keep those feelings in mind when you are designing a consumer experience that is retail, e-tail or a blend of both. 

  

      The effect of other customers (social surroundings)

In addition to physical cues, the social surroundings significantly affect many of a consumer’s purchase decisions. In some cases, the sheer presence or absence of co-consumers, the other patrons in the setting, can function as a product attribute. For example, when an exclusive resort or boutique promises to provide privacy for privileged customers, the absence of other customers would be a positive attribute, whereas a sparsely attended ball game or an empty bar would be a depressing sight.

The presence of large numbers of people in a consumer environment increases arousal levels, so a consumer’s subjective experience of a setting tends to be more intense. This boost, however, can be positive or negative—the experience depends on the consumer’s interpretation of this arousal. It is important to distinguish between density and crowding for this reason. Density refers to the actual number of people occupying a space, while the psychological state of crowding exists only if a negative affective state occurs as a result of this density.* For example, 100 students packed into a classroom designed for 75 may result in an unpleasant situation for all concerned, but the same number of people jammed together at a party occupying a room of the same size might just make for a great rave. The COVID-19 pandemic drew sharp attention to the influence of other customers in the environment as a negative influence.

In addition, the types of consumers who patronise a store or service or who use a product can influence evaluations. We often infer something about a store by examining its customers. For this reason, some clubs and restaurants require men to wear a jacket for dinner (and supply a rather tacky one if they don’t), and security personnel at some ‘hot’ nightspots hand-pick people waiting in line based on whether they have the right ‘look’ for the club. As comedian Groucho Marx once said, ‘I would never join a club that would have me for a member!’

Emotions can be transferred from one individual to another simply by the receiver observing the expressed emotions of the other person; this is called emotional contagion.* A number of studies have established the importance of an organisation’s frontline staff expressing positive emotions (service with a smile) in front of their customers. ‘Infecting’ customers with these positive emotions has been shown to increase positive evaluations of the service encounter and influence customer satisfaction, attitudes towards products and repatronage.* Emotional contagion among customers influences repurchase intentions and plays a significant role in creating atmosphere within a consumption environment.* For example, a study of spectator behaviour at baseball games showed that the displayed emotions of the individual spectators tended to converge to create a communal emotion that contributed to the atmosphere.* This emotional contagion between customers was also found to occur in a study of restaurant patrons.* In the restaurant setting, displays of negative emotions, by even one table, led to other customers feeling annoyed. The outcome for the restaurant was a negative change in the customers’ attitude towards repatronage and recommendations. Emotional contagion can also occur in the online buying environment. Research has found that crowdfunding videos depicting people’s emotional reactions influenced the viewer’s emotional reactions and resulted in financial investment.* Analysis of social media posts by influencers found that when viewers felt the emotions displayed by the influencer (emotional contagion), their perceptions of the influencers’ expertise increased, which led to increases in views and subscribers.*

      Temporal factors

Time is one of consumers’ most precious resources. We talk about ‘making time’ or ‘spending time’ and we are frequently reminded that ‘time is money’. Common sense tells us that a more careful information search and deliberation occurs when we have the luxury of taking our time. A meticulous shopper who would normally price an item at three different stores before buying might be found sprinting through the shopping centre at 9 pm on Christmas Eve, furiously scooping up anything left on the shelves that might serve as a last-minute gift.

More than ever, consumers are seeking convenience*—from the two-minute game app they are playing on their smartphone to buying groceries—and so modern marketers need to understand the level of importance consumers place on convenience for buying their product.

 

Are you willing to pay more for convenience? Explain why/why not.

  

Economic time

Time is an economic variable; it is a resource that must be divided among activities.* Consumers try to maximise satisfaction by allocating time to the appropriate combination of tasks. Of course, people’s allocation decisions differ; we all know people who seem to play all the time and others who are workaholics. Our priorities determine our timestyle.*

Many consumers believe they are more pressed for time than ever before; marketers label the concept as time poverty. This problem appears to be more perception than fact. The reality is we simply have more options to spend our time on, so we feel pressured by the weight of all of these choices. The average working day at the turn of the 19th century was 10 hours (six days per week) and women did 27 hours of housework per week. Men do more housework today than in previous decades and there are appliances such as washing machines and dryers that save time. There are plenty of male partners who now share the housework burden, and in some families it’s not as important as it used to be to maintain an absolutely spotless home as our values change (see the chapter 'Motivation and values'). However, in Australia mothers still spend a lot more time on housework than do single women, with an average of 16 hours per week before children arrive and peaking at 30 hours when the youngest child starts school.*

During the COVID-19 pandemic, research by the Australian Bureau of Statistics* showed that women were twice as likely as men to have spent time caring for children at home and doing housework. A report on gender equality during the pandemic identified that Australian women were experiencing higher economic vulnerability due to job loss, business disruption, higher childcare and housework burdens, and more adverse health effects.*
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Time poverty is creating opportunities for many new products, such as those from meal-kit companies, to help busy families eat well.Source: Daria Nipot/Shutterstock

Psychological time

‘Time flies when you’re having fun’, but other situations (such as some lectures and exams) seem to last forever. Our experience of time is very subjective and is influenced by our immediate priorities and needs. It is important for marketers to understand the fluidity of time because people are more likely to be in a consuming mood at certain times than at others.

A study examined how the timestyles of a group of American women influence their consumption choices.* The researchers identified four dimensions of time: (1) the social dimension refers to individuals’ categorisation of time as either ‘time for me’ or ‘time with/for others’; (2) the temporal orientation dimension depicts the relative significance individuals attach to past, present or future; (3) the planning orientation dimension alludes to different time management styles varying on a continuum from analytical to spontaneous; and (4) the polychronic orientation dimension distinguishes between people who prefer to do one thing at a time and those who have multitasking timestyles. After they interviewed and observed these women, the researchers identified a set of five metaphors that capture the participants’ perspectives on time:

  	Time is a pressure cooker. These women are usually analytical in their planning, other-oriented and monochronic in their timestyles. They treat shopping in a methodical manner and often feel under pressure and in conflict.
	Time is a map. These women are usually analytical planners; they exhibit a future temporal orientation and a polychronic timestyle. They often engage in extensive information search and comparison shop.
	Time is a mirror. Women in this group are also analytical planners and have a polychronic orientation. However, they have a past temporal orientation. Because of their risk-averseness in time use, these women are usually loyal to products and services they know and trust. They prefer convenience-oriented products.
	Time is a river. These women are usually spontaneous in their planning orientation and have a present focus. They go on unplanned, short and frequent shopping trips.
	Time is a feast. These women are analytical planners with a present temporal orientation. They view time as something they consume to pursue sensory pleasure and gratification, and for this reason they value hedonic consumption and variety-seeking.


The psychological dimension of time—how it is actually experienced—is an important factor in queuing theory, the mathematical study of waiting lines. A consumer’s experience of waiting can radically influence their perception of service quality. Although we assume that something must be pretty good if we have had to wait for it, the negative feelings aroused by long waits can quickly turn customers off.* Marketers have adopted a variety of ‘tricks’ to minimise psychological waiting time. These techniques range from altering customers’ perceptions of a line’s length to providing distractions that divert attention away from waiting.*

  	One hotel chain, after receiving excessive complaints about the wait for lifts, installed mirrors near the banks of lifts. People’s natural tendency to check their appearance reduced complaints, even though the actual waiting time was unchanged.
	Airline passengers often complain about waiting to claim their baggage. In one airport, they would walk one minute from the plane to the baggage carousel and then wait seven minutes for their luggage. By changing the layout so that the walk to the carousel took six minutes and bags arrived two minutes after that, complaints were almost entirely eliminated.*


      Antecedent states: if it feels good, buy it

In the chapter 'Attitudes and attitude change' we noted that emotions and moods are part of a class of human responses called affect, but we discussed only emotional responses to attitudes. In this chapter we look at the other type of affective response, moods. A person’s mood or physiological condition at the time of purchase can have a big impact on what they buy or how they evaluate their purchase.* One reason for this is that behaviour is directed towards certain goal states, as discussed in the chapter 'Motivation and values'. If you don’t believe it, try supermarket shopping on an empty stomach! A consumer’s mood can have a big impact on purchase decisions. For example, stress can impair information-processing and problem-solving abilities,* but feeling happy means we process ads with less elaboration. We pay less attention to specifics of the message and we rely more on heuristics (see the chapter 'Individual decision making').* 

In the United States, Whole Foods wants customers to feel really, really mellow before they cruise the grocery aisles. The natural supermarket chain is testing a spa-within-a-food-store concept. ‘Refresh—The Everyday Spa’ at the Whole Foods Market prototype in Dallas is enclosed with a soundproof lounge complete with fountains, several treatment rooms and a private balcony where clients can order lunch.* After a Shiatsu massage, it’s unlikely customers will care too much if those exotic guavas are on sale before they throw them in their trolley.

Two dimensions, pleasure and arousal, determine whether a shopper will react positively or negatively to a consumption environment. People can enjoy or not enjoy a situation, feel stimulated or not. As Figure 10.3 indicates, different combinations of pleasure and arousal levels result in a variety of emotional states. For example, an arousing situation can be either distressing or exciting, depending on whether the context is positive or negative (e.g. a street riot versus a street festival). Maintaining an ‘up’ feeling in a pleasant context is one factor behind the success of theme parks such as Seaworld, which try to provide consistent doses of carefully calculated stimulation to visitors.*

  Figure 10.3 Dimensions of emotional states
[image: A diagram illustrates the different dimensions of emotional states.]
 Image descriptionThe details of the diagram are as follows: The emotional states ‘arousing’, ‘pleasant’, ‘sleepy’ and ‘unpleasant’ are placed at the four ends of two intersecting lines. Four other states are placed in independent bubbles in between these four as follows: Exciting (between arousing and pleasant) Relaxing (between pleasant and sleepy) Gloomy (between sleepy and unpleasant) Distressing (between unpleasant and arousing).

A specific mood is some combination of pleasure and arousal. For example, the state of happiness is high in pleasantness and moderate in arousal, whereas elation is high on both dimensions.* A mood state (either positive or negative) biases the judgement of products and services in that direction.* Put simply, consumers give more positive evaluations when they are in a good mood (this explains the popularity of the business lunch).

Moods can be affected by store design, the weather or other factors specific to the consumer. In addition, music and TV programming can affect mood, which has important consequences for commercials.* When consumers hear happy music or watch happy programs, they have more positive reactions to commercials and products, especially when the marketing appeals are aimed at arousing emotional reactions.*

According to Phil Ruthven of IBISWorld, Australian households are outsourcing services in increasing numbers, with the largest expenditure being financial services (21.6%) followed by entertainment and health services. One newspaper story on this topic featured a Sydney barrister who pays a whopping $6,500 a week outsourcing domestic tasks, childcare and parts of her work.

Airtasker is a Sydney-based online service platform that launched in 2012 where consumers can hire other consumers to do, well, anything. You can hire someone to paint your house, clean, garden, move a lounge or help with a uni assignment. Interestingly, one-third of the workers on Airtasker are over 55—they find that offering their services helps keep them busy as well as being an additional source of income in retirement. Insurance and roadside assistance company NRMA has invested in Airtasker and offers its services to NRMA members. As Airtasker moves forward, it intends to focus on the customer experience, ensuring that when consumers use its platform the contact with others forms a culture that keeps bringing them back.

A competitor to NRMA, RACQ has also recognised the outsourcing trend but rather than team up with an external company like Airtasker, RACQ offers an in-house service called home-assistance where you can book a plumber, electrician or locksmith in the same way you can phone RACQ for roadside assistance.

The outsourcing trend by consumers, combined with sharing platforms like Airtasker, is likely to continue and we will see many more marketing opportunities created.

Source: Airtasker; K Hardy, ‘Spend time, not money and don't outsource your life’, Sydney Morning Herald, 30 October 2015; L. Ham, ‘Outsourcing your life’, Sydney Morning Herald, n.d.; M. Beeche, ‘Airtasker’s $6.5 million capital raise shows that Chinese VCs have a taste for Aussie startup’, Startup Daily, 5 May 2015; S. Kimmorley, ‘Airtasker just raised $22 million, and now it wants to become an Australian household name’, Business Insider Australia, 7 June 2016; P. Ruthven, ‘Small changes make a big difference to the way we work’, LGPro, 2017 Annual Conference; RACQ, Home rescue—how it works, online.

       



Marketing opportunity

Outsource your life

Consumers are time poor: there is never enough time to get everything done. There seems to be a never-ending list of items on the to-do list and more keep creeping in. This consumer trend has spawned new services, which include picking up your unwanted household junk, getting the dry-cleaning and even paying your bills.

Task definition

Task definition refers to the usage contexts that consumers find themselves in. For instance, people behave differently and buy different products when purchasing a gift compared with purchasing for themselves. Common sense tells us that people tailor their purchases to specific occasions, and that the way we feel at a specific point in time affects what we feel like buying or doing. Smart marketers understand these patterns and tailor their efforts to coincide with situations in which people are most prone to buy.

But the sale doesn’t end at the time of purchase. A lot of important consumer activity occurs after a product has been taken home. After using a product, the consumer must decide whether they are satisfied with it or not. The satisfaction process is especially important to savvy marketers who realise that the key to success is not selling a product on one occasion, but rather forging a relationship with the consumer so that they will continue to buy the company’s products in the future. In this chapter we consider many issues related to purchase and post-purchase phenomena.

Usage situations

By systematically identifying important usage situations, market segmentation strategies can position products that will meet the specific needs arising from these situations. Many product categories are amenable to this form of segmentation. For example, consumers’ furniture choices are often tailored to specific settings. We prefer different styles for a city apartment, beach house or executive suite. Similarly, motorbikes can be distinguished in terms of what riders use them for, including commuting, riding them as dirt bikes or using them on a farm.*

Jobs to be done

Consumers do not buy goods or services for the sake of it; they buy them to get a job done. Theodore Levitt, a famous Harvard Business School professor, once said, ‘People don’t want to buy a quarter-inch drill, they want a quarter-inch hole’. The jobs-to-be-done framework identifies the key drivers of the purchase (what the customer wants to achieve), what the task is that the customer needs done.* When you think about construction companies and ask ‘What do they sell?’, the easy answer is ‘homes or buildings’. This was a question asked by a condominium company in the USA many years ago that was struggling to explain why the many open-house inspections were failing to convert to sales. After listening to their customers, they discovered that customers needed a home that would accommodate not only people but well-loved items of furniture that were meaningful and symbolic in their lives—in particular the family dining room table. The company changed the size of the dining room to be larger and offered a sorting service to help consumers leave behind items. The result was a 25% increase in sales. So the job-to-be-done was not building a house, it was moving lives.* Research that applied the jobs-to-be-done framework  to a food pantry (free food relief that provides healthy food items to people in need) identified social (felt socially responsible), functional (opportunity to spend money on other essentials such as electricity or health) and emotional (reallocate emotional energy to other areas, i.e. caregiving, job searching, pride, reduced embarrassment) aspects of the job that the food pantry was fulfilling.*

  

Source: Airtasker; K Hardy, 'Spend time, not money and don't outsource your life', Sydney Morning Herald, 30 October 2015; L. Ham, 'Outsourcing your life', Sydney Morning Herald, n.d.; M. Beeche, 'Airtasker’s $6.5 million capital raise shows that Chinese VCs have a taste for Aussie startup, Startup Daily, 5 May 2015; S. Kimmorley, 'Airtasker just raised $22 million, and now it wants to become an Australian household name', Business Insider Australia, 7 June 2016; P. Ruthven, 'Small changes make a big difference to the way we work', LGPro, 2017 Annual Conference; RACQ, Home rescue—how it works, online.

      Shopping orientation: a job or an adventure?

Some people shop even though they do not intend to buy anything at all, while others have to be dragged to a shopping centre. Shopping is a way to acquire needed products and services, but social motives for shopping are also important. Thus, shopping is an activity that can be performed for either utilitarian (functional or tangible) or hedonic (pleasurable or intangible) reasons.* Indeed, some researchers suggest that most women ‘shop to love’ while most men ‘shop to win’. According to this view, women find emotional fulfilment in the act of buying while men seek to demonstrate their expertise or ability to procure status items.* Obviously, there are many exceptions to this viewpoint, but nonetheless it’s clear that the reasons we shop are more complex than may appear on the surface. 

Reasons for shopping

Do people hate to shop or do they love it? It depends. Consumers can be segmented in terms of their shopping orientation, or general attitudes and motivations about shopping. These orientations may vary depending on the particular product categories and store types considered. A consumer may hate shopping for a car but love to browse in record stores. Our feelings about shopping are also influenced by the culture in which we live. In a survey of women around the world, more than 60% said they enjoyed shopping for clothes, except for women in Hong Kong, where only 39% responded so positively. The ‘shopping’ prize went to Latin Americans: more than 80% of women in countries such as Brazil and Colombia agreed that clothes shopping was a favourite activity. Other high-scoring countries included France, Italy and Japan.*

Research on hedonic (for pleasure) shopping motives identify the following:*

  	adventure shopping: stimulation, adventure and entering another world
	social shopping: time with friends, family and bonding with others
	idea shopping: information search, trendspotting
	role shopping: shopping on behalf of others
	value shopping: bargain hunting.


Reasons for not shopping

Despite the many millions of shoppers who enjoy shopping for both retail therapy and the products they can take home, a growing number of consumers are trying to reduce the amount of products bought. As discussed in the chapter 'Buying, having and being', some consumers are trying to curb the level of consumption to simplify life and reduce the human impact on the planet. As a result of this consumer trend, events such as International Buy Nothing Day* have emerged. The purpose of the day is to raise consciousness about the costs that consumer culture has for people and the environment, by persuading people to abstain from shopping for just one day. However, Westinghouse Electric Corporation, in a letter rejecting the commercial highlighting this event, went as far as saying that Buy Nothing Day is ‘in opposition to the current economic policy of the United States’. It may be worth noting that the amount spent on advertising convincing Americans to consume is higher than the gross domestic product of sub-Saharan Africa.

 

Shopping or buying

Summarise reasons why a consumer may choose to shop, and then explain what can influence whether a consumer buys.

  

      The purchase environment

10.3 Identify how the purchase environment influences the consumer buying process.

Despite all their efforts to ‘pre-sell’ to consumers through advertising, marketers increasingly recognise that many purchases are strongly influenced by the store environment. Women tell researchers, for example, that store displays are one of the major information sources they use to decide what clothing to buy.* This influence is even stronger when we shop for food: it’s estimated that about two out of every three supermarket purchases are decided in the aisles. And people with lists are just as likely to make spontaneous purchases as those without them.*

Marketers are scrambling to engineer purchasing environments to increase the likelihood they will be in contact with consumers at the exact time they make a decision. This strategy even applies to drinking behaviour: Diageo, the world’s largest liquor company, discovered that 60% of bar customers don’t know what they will drink until seconds before they place their order. To make it more likely that customers’ orders will include Smirnoff vodka, Johnnie Walker whiskey or one of its other brands, Diageo launched its Drinks Invigoration Team to increase what it calls its ‘share of throat’. The Dublin-based team experiments with bar ‘environments’, bottle-display techniques and how to match drinks to customers’ moods. For example, the company researchers discovered that bubbles stimulate the desire for spirits, so it is developing bubble machines to put at the back of bars. Diageo has even categorised bars into types and is identifying the kinds of drinkers who frequent each type—and the drinks they prefer. These include ‘style bars’, where cutting-edge patrons like to sip fancy fresh-fruit martinis and ‘buzz bars’, where the clientele is receptive to a drink made of Smirnoff and Red Bull.*

Spontaneous or planned shopping?

When a shopper suddenly decides to buy something in the store, one of two different processes explains this:

  	They engage in unplanned buying when they’re unfamiliar with a store’s layout or perhaps are under some time pressure. Or, if they see an item on a store shelf, this might remind them that they need it. About one-third of all unplanned buying occurs because a shopper recognises a new need while they’re in the store.*
	A shopper engages in impulse buying when they experience a sudden urge they simply can’t resist.*


To cater to these urges, so-called impulse items such as sweets, chocolate bars and chewing gum are conveniently placed near the checkout. Similarly, many supermarkets have installed wider aisles to encourage browsing, and the widest tend to contain products with the highest profit margins. Low mark-up items that are purchased regularly tend to be stacked high in narrower aisles to enable shopping trolleys to speed through.* A high-tech tool has been added to encourage impulse buying: a device called the Portable Shopper is a personal scanner that allows customers to ring up their own purchases as they shop.

Shoppers can be categorised in terms of how much advance planning they do. Planners tend to know what products and specific brands they will buy beforehand. Partial planners know they need certain products but do not decide on specific brands until they are in the store, whereas impulse purchasers do no advance planning whatsoever.*

As mentioned in the chapter 'Individual decision making', the behavioural economists have coined the phrase nudge: this involves positive reinforcement (rewards) for people that require little effort and are low cost to the person as well as to the organisation behind the strategy.* A nudge encourages people to change their behaviours by ‘nudging’ them in the right direction. Examples of nudges are placing confectionery at a supermarket checkout away from children’s eye level so they don’t see it, having an opt-out system for organ donation (most people can’t be bothered to opt out and so the number of people on a donation register is maximised) and automatically including rainwater tanks in new home purchases. However, while nudge strategies are gaining in popularity, particularly with governments seeking a ‘light touch’ to change consumers’ behaviour in areas such as healthy food choices, alcohol consumption and smoking, nudges only work when the decision is spontaneous/unplanned or passive, and when there is an incentive rather than negative reinforcement or punishment.* 

      Point-of-purchase stimuli

Displays can boost impulse purchases by as much as 10% and are called point-of-purchase (POP) stimuli. A POP stimulus can be an elaborate product display or demonstration, a coupon-dispensing machine or even someone giving out free samples of a new biscuit in the grocery aisle. Some of the more dramatic POP displays have included the following.*

The importance of POP stimuli in shopper decision-making explains why product packages increasingly play a key role in the marketing mix as they evolve from the functional to the fantastic:

  	Matua Sauvignon Blanc wine bottles have snowflake labels that turn blue when the wine is chilled to the right temperature.
	Huggies’ Henry the Hippo hand soap bottles have a light that flashes for 20 seconds to show children how long they should wash their hands for. 
	Evian’s ‘palace bottle’ turns up in restaurants and luxury hotels. The bottle has an elegant swanlike neck and sits on a small silver tray. 
	Unilever North America sells Axe shower gel bottles shaped like video game joysticks. 
	Some companies are considering the insertion of a computer chip and tiny speaker inside a package. This gimmick might be useful for cross-promotion. For example, a packet of cheese could say ‘I go well with Arnott’s crackers’ when a shopper takes it off the shelf.*


 

Point-of-purchase stimuli

Have you ever purchased something because of the marketing surrounding it? Maybe there was a new drink or chocolate at the supermarket? Or was something displayed in a store: maybe it showed a beach set up?

  

 [image: A photo shows a bin with noodles placed on the top. A pair of chopsticks has been stuck in. The product advertised is Maggi Fusian noodles.]

 [image: A photo shows several images of the tactics used to advertise the movie <i>Cars</i> by Disney Pixar; for example, aisle interrupters, end-of-aisle displays, and an interactive race track.]
Award-winning point-of-purchase displaysSource: (top) MAGGI and FUSIAN are registered trademarks of Société des Produits Nestlé S.A., Vevey, Switzerland; (bottom) courtesy of POPAI

      Online and face-to-face purchase environments

10.4 Compare the online and face-to-face purchase environments.

Online and face-to-face purchase environments are traditionally thought of as separate concepts and experiences, and we use terms such as ‘reality’ or ‘real world’ to describe in-person or face-to-face customer experience and virtual reality, augmented reality or virtuality to describe technology-enabled experiences.* When marketers blend these realities along the customer journey, we call this omnichannel marketing. So, for instance, Amazon launched a luxury clothing platform called Amazon Luxury store during COVID-19, which is viewable from the website or app and includes a ‘View in 360’ tool that allows customers to see how the garment would look on different-sized models, skin tones and body types. Other examples of blended reality include where customers sitting in a restaurant can view an augmented reality version of a meal via a mobile device where the food looks 3D, snapcodes on the menu that link to snapchat or augmented reality of a restaurant featured on Instagram.* This relates to the DigitalReality consumer trend outlined in the chapter 'Buying, having and being'. 

 [image: A person holding a phone with the display showing a sofa.]
Many virtual shopping experiences became popular during the COVID-19 pandemic. For example, people are able to use their tablet or smartphone to see what furniture would look like in their home.Source: Andrey_Popov/Shutterstock

The line between digital and reality has always been blurred for Generation Z, who have never known anything but the internet.* Gen Z seamlessly integrate digital experiences with real experiences, which provides both challenges and opportunities for marketers. 

      Online buying: from bricks to clicks

Online buying is part of an omnichannel approach to selling goods and services and comes in a number of forms. You may have heard of terms such as e-commerce (electronic) or m-commerce (mobile) but have you heard of f-commerce (Facebook)? Total Australian online sales has grown from $665 million in 2015 to $3.6 billion in October 2020.* Incidentally, sales skyrocket every October, possibly due to early Christmas shopping. In the pandemic, there was a sharp rise in the number of online purchase with an average of one million additional households buying online.* 

      e-commerce: Un-Australian or globally smart?

Online people do not make any money. The whole world was conned with online retailing ... These are the famous words of Gerry Harvey, CEO of Harvey Norman (furniture retailer) in 2008. Three years later, Harvey Norman went online as the growth in Australian e-commerce continued* and had its most successful year in 2020 due to pandemic sales.* e-commerce has increased substantially over the past few years, with sales of more than $20 billion.* So what are people buying?*

  	department store goods: 32%
	fashion: 26%
	homewares and appliances: 11%
	specialty food and liquor: 9%
	media: 14%
	health and beauty: 6%.


Two reasons for the increase in online purchasing by Australians is the strength of the Australian dollar (making it cheaper to buy items from overseas) and our increased familiarity and trust with buying online. However, contrary to popular belief, the proportion of consumers buying overseas goods decreased from 47% in 2011 to 27% in 2015* and increased to 36% in 2020.* This decreased spending on overseas products is due to cheaper local delivery and pro-Australian buying.* The pandemic in particular prompted consumers to seek local businesses rather than offshore suppliers due to the disruption in international supply chains and the desire to support local businesses.* There has been a rise in marketplace business platforms that showcase local businesses and facilitate e-commerce. For instance, the marketplace business, Buy from the Bush, which started in October 2019, brings rural businesses to sellers. The platform rose to prominence with the January 2020 bushfires and quickly pivoted when COVID-19 lockdowns struck two months later. Buy from the Bush has extended the distribution channel to add retail shopfronts and holidays in the bush.* 

 [image: ]
Source: Buy From The Bush © 2021

When online became a serious threat to bricks-and-mortar retailers, their initial reaction was to try to stem the tide. Some retailers responded by charging a fee to try on clothes and products and then removing it if the consumer buys; apparently 25% of consumers agree with this approach.* The types of retailers applying the fee are suppliers of speciality products, such as ski equipment, wedding dresses and cameras. However, ultimately this tactic annoys consumers and drives business away. Essentially, every threat can be a marketing opportunity in disguise. Remember how the music and movie companies fought illegal downloading of music and films? Well, after years of litigation, piracy warnings and threats, these companies woke up to the fact that there was a new distribution channel in town and it was one that could be just as profitable as the traditional channel. Now consumers just crank up Netflix rather than head down to the local video store. The same opportunity exists for Australian retailers: instead of criticising consumers, threatening or wringing their hands, perhaps retailers should think of ways of embracing online themselves. In a global economy, it is unclear why the retail giants are not playing the offshore competitors’ game and establishing an offshore site themselves. This would enable them to compete overseas; and with a cheaper price due to the strong Aussie dollar, maybe international customers would buy from these overseas sites.

 [image: An image shows three mobile phone screenshots displaying stages of the online shopping process; for example, various products under appropriate categories, the specials, and the barcode screen meant for scanning to make the purchase.]
The Coles app provides complementary services to the bricks-and-mortar store channel.Source: Coles

m-commerce

In the 2020 PayPal m-commerce index,* the number of Australians using a mobile phone to make a purchase decreased from 73% in 2019 to 55% in 2020 (possibly reflecting the lack of mobility people had during COVID-19). Younger shoppers have higher use of m-commence: Millennials (66%) and Gen Z (65%). Australians are spending more and using their mobile phones more frequently. The most popular use of m-commerce is bill payment (59%), followed by food and drink (52%) and health and beauty (34%). This differs from earlier years when, after bill payment, the most bought items were tickets for movies, concerts and entertainment (53%). While there is increasing use of mobile devices for buying, there is also a lot of frustration among consumers. This frustration is largely due to ease of use, security and trust and the need for a seamless customer experience. The often-poor user interface on mobile phones can make entering credit card information tedious and repetitive, resulting in abandoned online shopping trolleys or the time required being too long. To help overcome this, in the United States, Google Wallet teamed up with Shopify to provide a ‘buy with Google’ button on their mobile websites,* so there is no need to enter credit card details and addresses.

Back when it was called the World Wide Web, and it was recognised as a potential marketing tool by businesses in the mid 1990s, there was an explosion of pages placed in cyberspace. The content on these pages ranged from the single page ‘we have to be on this internet-thing so here we are’ to fully functional, multi-page, easy-to-navigate sites. The question that was asked by marketers over the next 15 years was always one of comparison: ‘Should we go online or have a physical (bricks-and-mortar) outlet?’ However, the question now is not about which option is best, the question is ‘How do we integrate both clicks and mortar into our strategy?’ In March 2005 there were 5.98 million internet users in Australia; in 2008 there were 7.23 million subscribers;* and there were 22.3 million users in 2020 (88% of the population).* The debate over whether e-commerce is here to stay is over—it’s now a question of how marketers can provide value to customers through this medium. Consumers want the digital experience to be part of their shopping experience.* Technology is getting more sophisticated to facilitate streamlined digital access that is tailored to consumer preferences and needs based on their previous transactions. This personalisation also allows for recommendations at the point of purchase when consumers are in-store. 

The key success factor is to avoid cannibalising your market. The optimal strategy is about the online presence complementing the offline store for customers and increasing the share of the wallet. An example of a retailer that has successfully understood how to integrate the two channels is Coles supermarket. Consumers can buy either online (with delivery) or in the store. The online presence also provides access to recipes (written and video) and an iPhone app called Coles Shopmate, which provides recipes, a store locator, a barcode scanner to check prices, a price special finder and a shopping list. Incidentally, this app won gold in the 2017 tech design awards for user experience.*

f-commerce

As we move through the alphabet of commerce we arrive at f-commerce, buying on Facebook. When f-commerce was introduced in 2009, it bombed and then bombed again in 2011. In the beginning, consumers could buy Facebook credits using PayPal and use these credits to purchase from Facebook websites that used the Socialshop 2 app developed by BigCommerce.* The app allowed consumers to browse products, fill their cart, purchase, manage orders, redeem gift certificates and write product reviews, all within Facebook.* The revamped version is a Buy Button, introduced in 2015, which businesses embed into their Facebook page. Fast-forward to 2019 and the Buy button on Facebook, Instagram and Pinterest has done remarkably well, with 27% of consumers buying through social channels.* The limits to buying from social channels is the lack of businesses willing to use social media as a payment channel, with only 18% offering payment options.* While most consumers in 2021 indicated a preference for buying off websites (40.5%) this was closely followed by buying off Facebook (36%) and Instagram (24.5%).* Facebook marketplace was launched in 2016* with three main features: browse to buy, sell your stuff (just upload a photo) and search your surroundings. The main difference between f-commerce and Facebook Marketplace is that there is no payment processing on Facebook marketplace: it is just a classifieds listing. 

Here are some f-commerce success stories:*

  	Eventbrite: an online tool that helps people promote and sell tickets to an event. Every Facebook share generates $2.53 in ticket sales for Eventbrite.
	BabyandMeGifts: unique gifts for babies and mothers: 50% of online sales are from Facebook.
	How Fast Time Flies: a digital scrapbooking service that increased sales by 70% in 2011 using Facebook credits.


There are two success factors for using f-commerce: engagement and incentives.* Engagement refers to keeping content, which potentially changes every day, current and interesting. Incentives such as flash sales and group offers provide a competitive advantage compared with the plethora of organisations on Facebook that only have a static presence.

      The role of social media influencers

  Social media influencers are playing an increasing role in both the real and online purchase environments. Influencer activities include product reviews, recommendations and DIY tips to provide authentic commentary on brands and products.* Influencers are now a key aspect of the purchase environment and can be involved at all stages of the customer journey. Customers trust influencers as experts to provide reliable information on product quality, style and value for money. For example, British influencer Sophie has 1.3m+ followers on her YouTube channel SophDoesLife.* She is one of the top 10 UK influencers* and offers fashion and beauty reviews and advice. Influencers affect consumer purchase through attractiveness, likeability, source credibility, appropriate disclosure of sponsorship, trustworthiness and expertise.* ‘I tried *VIRAL* TIKTOK FASHION ITEMS so you don’t have to ...😬’ – YouTube  
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Source: Diego Cervo/Shutterstock

App abandonment

Accompanying the rise in m-commerce has been an explosion in the number of apps available for mobile devices. In March 2017 there were an estimated 2.8 million apps in Google Play and 2.2 million in the Apple Store, with worldwide app revenue of $88.3 billion. This has increased to 3.48 million apps in Google Play and 2.22 million in the Apple Store in 2021.* With that number of apps, marketers have to fight through the clutter to create awareness among consumers of their app. Approximately 25% of people use an app only once, with most people using an app fewer than 11 times.* This high abandonment rate presents a pitfall for marketers to avoid.

In 2016, publishers of mobile health apps brought to market 100,000 more apps, a 57% increase on 2015. There were more than 350,000 health apps available globally to consumers in 2021.* The explosion in health technology is worth an estimated $233 billion and it is expected to continue to grow. Despite the availability of these digital tools to assist consumers in managing and improving their health, many people abandon an app after only one use.* The challenge for the current crop of digital applications is therefore not only to ensure that their services are compelling enough to the general public, but also to make sure they are addressing a real market need. And, what can marketers do to increase use of their apps once they have been downloaded onto a mobile device? Or to phrase differently, with the same screen experience as other applications, how does an app remain relevant enough that it is not deleted? Research shows that the use of push notifications, messages and interaction, as well as tracking and rewards, increases the use of apps. However, over time, users can turn notifications off if the flow of communication does not match their preferred level of interactions.

Online versus face-to-face shopping experience

One thing to keep in mind is that the experience of acquiring a product or service may be quite different between online and face to face. This aspect of the transaction can add value over and above the good or service you buy. A major drawback of shopping online is the waiting time for delivery or, worse, getting to the end of the online order only to find that the company doesn’t offer international delivery. The waiting problem was recognised by Zoom2U, which offers a same-day delivery service to both businesses and consumers.* Same Day Courier uses Zoom2U and uses an app to help consumers track their item.* 

For marketers, the growth of online commerce is a sword that cuts both ways: on the one hand, they can reach customers around the world even if they’re physically located at the back of beyond; on the other hand, their competition now comes not only from the store across the street, but from thousands of websites spanning the globe. A second problem is that offering products directly to consumers has the potential to cut out the intermediaries—the loyal, store-based retailers that carry the company’s products and sell them at a marked-up price.*

 [image: A photo shows a woman signing for a delivery that is being made to her by a courier.]
Don’t want to wait while your online purchase is delivered? Use a courier service for same-day delivery.Source: Dima Sidelnikov/Shutterstock 

So what makes e-commerce sites successful? Some e-tailers take advantage of technology to provide extra value to their customers that their land-locked rivals can’t. For example, some retail clothing brands are using Snapchat’s augmented reality features to simulate trying on clothes via a virtual dressing room.*

 [image: ]
Source: Andrey_Popov/Shutterstock

More generally, online shoppers value these aspects of a website:

  	The ability to click on an item to create a pop-up window with more details about the product, including price, size, colours and inventory availability
	The ability to click on an item and add it to your cart without leaving the page you’re on
	The ability to ‘feel’ merchandise through better imagery, more product descriptions and details. This includes being able to view the product from multiple angles and to zoom in to see quality
	The ability to enter all data related to your purchase on one page, rather than going through several checkout pages
	The ability to mix and match product images on one page to determine whether they look good together.*


However, all is not perfect in the virtual world: e-commerce has its limitations. Security is one important concern. We hear horror stories of consumers whose credit card details and other identity information have been stolen. Although an individual’s financial liability in most theft cases is limited, depending on your credit card provider, the damage to your credit rating could last for years. The use of trusted third parties such as PayPal helps overcome this issue.

Almost daily we hear of hackers accessing a business or government website and causing havoc. The hacker who accessed thousands of blood donor records in 2016 shone a spotlight onto security.* Businesses risk the loss of trade secrets and other proprietary information, and so must spend significant amounts to maintain security and conduct regular audits to ensure the integrity of their sites.

 [image: A photo shows a screenshot of a website that specialises in personalising various gift items, for example, coasters, mugs and so on.]
Websites that enable consumers to personalise products are a good use of online technology.Source: thepersonalisedgiftshop.com.au

Other limitations of e-commerce relate to the actual shopping experience. Although it may be satisfactory to buy a computer or a book on the internet, buying clothing and other items for which touching the item or trying it on is essential may be less attractive. Even though most companies have very liberal returns policies, consumers can still get stuck with large delivery and return shipping charges for items that don’t fit or simply aren’t the right colour.

Table 10.1 summarises some of the pros and cons of e-commerce. It’s clear that traditional shopping isn’t quite dead yet, but bricks-and-mortar retailers do need to work harder to give shoppers something they can’t get (yet, anyway) in the virtual world: a stimulating or pleasant environment in which to browse.

 Table 10.1 Pros and cons of e-commerce
	BENEFITS OF E-COMMERCE	LIMITATIONS OF E-COMMERCE
	For the consumer
• Shop 24 hours a day
• Less travelling
•  Can receive relevant information in seconds from any location
• More choice of products
•More products available
• Greater price information

•  Lower prices so that less affluent can purchase

• Participation in virtual auctions

• Fast delivery
• Electronic communities

• Emailed receipts so harder to lose
	For the consumer
• Lack of security 
• Fraud 
• Items can get lost in the mail 
• Can’t touch items 
• Exact colours may not reproduce on computer monitors 
• Clothes' fit may not be right
• Expensive to order and then return to less-developed countries 
• Potential breakdown of human relationships









	For the marketer 
• The world is the marketplace 
• Decreases costs of doing business 
• Very specialised business can be successful 




	For the marketer 
• Lack of security 
• Must maintain site to reap benefits 
• Fierce price competition 
• Conflicts with conventional retailers




Source: MR Solomon, GW Marshall & EW Stuart, Marketing: Real people, real choices, 2nd edn., © 2018. Reprinted and electronically reproduced by permission of Pearson Education, Inc., New York, NY.

      Post-purchase outcomes

 10.5 Evaluate post-purchase outcomes.

There are several key outcomes that marketers use to measure the success of their strategies. These are customer satisfaction, perceived value, loyalty and word-of-mouth. These four post-purchase issues are the fifth and final stage of the consumer decision-making model (Figure 9.5 from the chapter 'Individual decision making'). Refer to Figure 10.4.

A key post-purchase behaviour that marketers need to consider is regeneration, which includes recycling, upcycling, downcycling and disposal. In recent years the ability to regenerate product components and give them new life has become an important decision criterion for consumers. The concept of designing products that do not end up in landfill is called the circular economy. 

  Figure 10.4 Stages in consumer decision making
[image: A flow chart explains the stages in consumer decision making.]
 Image descriptionThe different stages in consumer decision making are as follows. Problem recognition followed by information search. The text box beside this step reads: Richard realises he is fed up with his tiny TV that has bad reception. Information search is followed by evaluation of alternatives. The text box here is labelled: Richard surfs the internet to learn about TVs. Evaluation of alternatives is followed by product choice. The text box here is labelled: Richard compares several models in the store in terms of reputation and available features. Product choice is followed by Post purchase outcomes. The text box here is labelled: Richard chooses one model because it has a feature that really appeals to him. Post purchase outcomes are satisfaction, customer value, loyalty and product disposal. The text box here is labelled: Richard brings home the TV and enjoys his purchase. An upward arrow is shown from post purchase outcomes, which ends at problem recognition.

Consumer satisfaction

Our overall feelings about a product after we’ve bought it—what researchers call consumer satisfaction/dissatisfaction (CS/D)—play an important role in our future behaviour. Consumers engage in a constant process of evaluating the goods and services they buy as they integrate these products into their daily consumption activities.* In a sense, each of us is a product reviewer whether or not we bother to talk or blog about our experiences. Satisfaction is an evaluation of a consumption experience.

Companies that score high in customer satisfaction often have a big competitive advantage—especially when so many companies skimp on the attention they pay to customers. A five-year study of customer satisfaction in the Canadian banking industry provides typical results: banks that provided better service commanded a larger ‘share of wallet’ than did others (i.e. their customers entrusted them with a larger proportion of their money).*

Good marketers constantly look for reasons why their customers might be dissatisfied so they can try to improve.* An early example of measuring satisfaction is illustrated by United Airlines. The airline wanted to identify specific aspects of air travel that ticked people off. Researchers gave frequent flyers crayons and a map that showed different stages in a long-distance trip. Respondents coloured in these stages: they used hot hues to symbolise areas that cause stress and anger and cool colours for parts of the trip they associate with satisfaction and calm feelings. Although many of them painted jet cabins in a serene aqua, they coloured the ticket counters orange and terminal waiting areas fire-red. As a result, United focused more on improving its overall operations instead of only the in-flight experience.* More recently, satisfaction has been measured using the netpromoter score (which involves rating the likelihood of recommending a good or service to a friend or colleague)* or sentiment analysis of social media comments and reactions. Sentiment analysis tracks comments, likes, emojis and shares across social media platforms and uses an algorithm to identify the valence (positive or negative) and intensity of the response.* Interestingly, the focus in organisations has moved from measuring overall satisfaction to measuring the satisfaction with the customer experience.

Satisfaction perceptions change over time. A study that examined blood donation experiences and online movie review services found that satisfaction changes over time due to the focus on different elements of the experience.* When the experience is recent, the focus of satisfaction is on the more concrete aspects of the experience (e.g. food offered, the venue) whereas as the experience becomes more distant in time, the focus is on the more abstract aspects (e.g. information gained and involvement). 

      Acting on dissatisfaction: complaining

If a person is not happy with a product or service, what can be done? A consumer has three possible courses of action (more than one can be taken):*

  	Voice response. The consumer can appeal directly to the retailer for redress (e.g. a refund).
	Private response. The consumer can express dissatisfaction about the store or product to friends and/or boycott the store. As discussed in the chapter 'Groups and social influence', negative word-of-mouth (WOM) can be very damaging to a store’s reputation.
	Third-party response. The consumer can take legal action against the merchant, register a complaint with the appropriate ombudsman or government department or perhaps write a letter to the newspaper.


Consumers can vent their dissatisfaction to a global audience via such sites as YouTube, and social networking spaces such as Snapchat, forums and Facebook. The use of these social spaces is discussed in more detail in the chapter 'Groups and social influence'.

In one study, business students wrote complaint letters to companies. Those who were sent a free sample in response indicated that their image of the company significantly improved, but those who received only a letter of apology did not change their evaluation of the company. Students who got no response reported an even more negative image than before, indicating that some form of response is better than none.*

Sometimes, the reason consumers give when they complain is not the real reason; sometimes, they complain because they want to have their opinion validated for revenge or to appease hurt pride. Recent research into complaints for a government third party revealed that consumers complain for emotional reasons as well as to gain compensation, and sometimes customers go to great efforts over minimal or no money at all.*

A number of factors influence which route is eventually taken. The consumer may be a generally assertive or a meek person. Action is more likely to be taken for expensive products, such as household durables, cars and clothing, than for inexpensive products.* In addition, consumers who are satisfied with a store are more likely to complain; they take the time to complain because they feel connected to the store. Older people are more likely to complain and are much more likely to believe the store will actually resolve the problem. Shoppers who get their problems resolved feel even better about the store than if nothing had gone wrong: this is called the service recovery paradox.* Consumers who do not believe that the store will respond well to a complaint are more likely to simply switch than fight.* Ironically, marketers should actually encourage consumers to complain to them: people are more likely to spread the word about unresolved negative experiences to their friends than they are to boast about positive occurrences.* Despite the evidence that complaints can help organisations improve and gain loyalty and market share, organisations are often defensive and react poorly to customer complaints.* 

Sometimes consumers can go beyond complaining: they can also engage in retaliation and other dysfunctional behaviours. The responses to satisfaction and dissatisfaction as identified by Huefner and colleagues*- have been classified in Table 10.2. Retaliation is a behaviour that goes beyond voice and exit and has high levels of emotion, with the customer often seeking more than redress. Often the sense of justice is so outraged that the customer is looking to ‘even the score’.* And examples of retaliation include using a chainsaw to destroy furniture for sale in a store, phoning a hairdresser and making fake appointments, and physically threatening service workers.* With consumers having easy access to online complaint channels, dissatisfaction can be amplified and extend internationally through electronic word-of-mouth (e-WOM). This is covered in more detail in the chapter 'Groups and social influence'.

 Table 10.2 Behavioural responses to satisfaction and dissatisfaction
	SATISFACTION	DISSATISFACTION
	Do nothing	Do nothing
	Positive comment to individual (compliment)	Negative comment to individual (complain) (V)
	Positive comment to manager/owner (compliment)	Negative comment to manager (complain) (V)
	Short-term return (repurchase)	Short-term avoidance (buy elsewhere/other brand) (E)
	Long-term return (brand/store loyalty)	Long-term avoidance (grudge-holding) (E)
	Positive word-of-mouth (alert others)	Negative word-of-mouth (warn others) (V)
	Beneficial word-of-mouth (aid/assist/help seller)	Damaging word-of-mouth (harm seller) (V)
	Substantial helping (do nice things, straighten)	Substantial hurting (retaliation) (R)
	Compliment to outside agency	Complain to outside agency (V)
	(V) 5 voice, (E) 5 exit, (R) 5 retaliation



Source: D Keeffe, ‘When things go wrong: Cognitive, emotional and behavioural responses to service recovery strategies’, unpublished Honours thesis, University of Queensland, 2005; JC Huefner, BL Parry, CR Payne, SD Otto, SC Huff, MJ Swenson & HK Hunt, ‘Consumer retaliation: Confirmation and extension’, Journal of Consumer Satisfaction, Dissatisfaction and Complaining Behavior, 2002, 15: 114–27.

While satisfaction is important, it is not the most important indicator of a healthy brand. Satisfied customers may still switch brands for a number of reasons such as variety-seeking, a better offer, low involvement levels or a change in their needs/situation.* As most companies have a bottom-line goal of sales, a more useful metric is customer value, word-of-mouth or loyalty.

      Customer value

Why does one consumer buy organic foods that come with a high price tag while another buys the ugly fruit that is cheap? The answer is different perceptions of customer value. Customer value was first conceptualised in the marketing literature by Morris Holbrook* and represents the unique benefits that a customer gains from buying or consuming a product. Holbrook proposed that customer value consisted of four dimensions:*

  	Economic value: the efficiency and cost-effectiveness that is gained from a brand or a product.
	Social value: the status-enhancing benefit that is gained from a brand or product.
	Hedonic value: the aesthetic benefit or enjoyment benefit that is gained from a brand or product.
	Altruistic value: the ethical or spiritual benefit that is gained from a brand or product.


Customers can seek all four types of value or just one when buying a good or service. Savvy marketers use customer insights to understand the core value proposition sought by customers and then tailor the product to deliver that value. For example, in 2021, Suzuki provided buyers of new vehicles with a free sashbelt—a sash that attaches to the seatbelt—reminiscent of pageant winner awards that reward buyers for recognising the value of a Suzuki and demonstrate their savviness to other consumers.* A social marketing program that used gamification (Reduce Your Juice) to help save people money by reducing electricity use identified these key value propositions.* The game helped people co-create value using a framework that adapted the Holbrook typology for sustainability behaviours: ecological (altruistic), economic, emotional, social and functional value.*

Customer value is highly dependent on the individuals’ perceptions and the context. The same person can seek different value propositions for the same product depending on the purpose of the purchase and the purchase occasion. For instance, people buy different brands of wine for drinking at home with dinner compared with for a special occasion such as dinner with friends, or an event.* In a choice experiment, consumers were asked to choose a bottle of red wine from two alternatives in two scenarios: as a gift or for their own use.*  When wine is bought as a gift, consumers seek social value (famous brand, more expensive wine) where the giver is perceived in a positive light and the relationship is enhanced. 

Customer value is measured in a number of different ways due to the subjective and contextual nature of the concept. However, all measures have elements that reflect economic (functional, quality or price), social, altruistic and hedonic (emotional) value. For example, the customer value of donating blood consists of emotional, social, altruistic and functional value with emotional value playing a key role in determining outcomes such as future donation behaviour (loyalty) and word-of-mouth (ref) while the customer value of buying in a retail environment consists of emotional, social quality/performance and price/value for money.*

      Loyalty

When a customer prefers your brand/product and buys it regularly, this is called loyalty. Loyalty has two core components: attitudinal (thoughts and feelings about rebuying) and behavioural (the action of rebuying).* Sometimes, consumers repurchase regularly and this can look like loyalty. Without attitudinal loyalty, however, it is merely inertia (discussed in the chapter 'Individual decision making') and is not considered to be true loyalty. In this instance, a customer may continue to buy because it’s convenient, there is nothing else similar or you are the only supplier, but all it takes is for a more convenient substitute to be offered and they will switch. Attitudinal loyalty can be split into two aspects: emotional loyalty and cognitive loyalty (remember in the chapter 'Individual decision making' we covered these two aspects of attitudes). When you combine these two aspects of attitudinal loyalty with behavioural loyalty there are eight possible types of buyers with different loyalties:*

  	Stable loyals: high emotional, cognitive and behavioural loyalty
	Hot potentials: high emotional and cognitive loyalty but low behavioural loyalty
	Passionates: high emotional and behavioural loyalty but low cognitive loyalty
	Hopefuls: high emotional loyalty but low cognitive and behavioural loyalty
	Hot potentials: high emotional and cognitive loyalty and low behavioural loyalty
	Functional loyals: high cognitive and behavioural loyalty but low emotional loyalty
	Cold potentials: high cognitive loyalty but low emotional and behavioural loyalty
	Vulnerables: high behavioural loyalty but low emotional and cognitive loyalty
	Disloyals: low emotional, cognitive and behavioural loyalty.


So what drives people to be loyal? Remember the functional theory of attitudes from the chapter 'Attitudes and attitude change'? The four functions in this theory were adapted for attitudinal loyalty in a study of 268 Australian consumers across 22 goods and services. The results showed that people are loyal because they receive utilitarian, value-expressive, ego-defensive or knowledge benefits. Attitudinal loyalty was divided into emotional and cognitive components, where cognitive loyalty was found to be driven by utilitarian or knowledge functions, while emotional loyalty was driven by ego-defensive functions.* For instance, if airline marketers know that the primary function (purpose) of being loyal is utilitarian, they could increase loyalty by focusing on a brand’s functionality and ease of use (e.g. the airline’s seats are comfortable and the entertainment system offers on-demand movies). If the primary function of being loyal is knowledge (based on heuristics or mental shortcuts), then marketers should focus on convenience and minimisation of effort. An ego-defensive function could be leveraged by emphasising the status or prestige of an airline, while value-expressive functions of loyalty are tapped into using the values associated with the brand (e.g. Qantas’s ‘The Australian airline’, or Virgin Australia’s ‘Keeping the air fair’).

Loyalty can be measured in a variety of ways: behavioural loyalty is measured as preference (the proportion of expenditure compared with proportion of expenditure on other brands) or allegiance (spending over time on the same brand); emotional loyalty is measured using questions about emotional commitment; while cognitive loyalty is measured using cognitive commitment and questions about intentions to repurchase.*

 

Customer loyalty

Are you loyal to a brand? Explain what type of loyal you are being to this brand and consider why this is the type of loyalty you have.

  

      Word-of-mouth

Word-of-mouth (WOM) is informal communication between consumers about a product or organisation* and is an increasingly important post-purchase outcome. With the advent of the internet and social media, electronic word-of-mouth (eWOM) is increasingly part of the marketing communications mix aimed to ensure that consumers and influencers are talking positively about a brand, product or organisation. Reading eWOM (i.e. online reviews or social media posts) affects the perceived customer value of a product, which in turn can affect the eWOM that customers themselves provide to others.* In a recent review of research on eWOM, researchers used the MOA framework (see the chapter 'Motivation and values') to show how eWOM motivates, and creates opportunities and abilities for both consumers and marketers.* Word-of-mouth is discussed in more detail in the chapter 'Groups and social influence'. 

      Product regeneration and disposal: the circular economy

10.6 Apply consumer behaviour theories to understand different options for product regeneration and disposal.

The circular economy

Prior to the 21st century, the production of goods was dominated by the industrial linear production approach of Take-Make-Waste.* While the move towards a circular economy was commenced in piecemeal fashion by some organisations and countries, mainstream acknowledgement by consumers has only occurred in the 21st century. Indeed, there was little research on consumption in the circular economy until 2015.* The circular economy is a contrast to the traditional industry linear model of take-make-waste and has three principles:*

  	Design out-waste and pollution
	Keep products and materials in use
	Regenerate natural systems.


There are a number of schools of thought about the circular economy concept as outlined by one of the leading non-profit organisations in this field, the Ellen Macarthur Foundation:*

  	Cradle-to-grave: A 1970s design philosophy that considered all materials involved in the production process
	Performance economy: Early 2000s; focuses on efficiency around four main goals: product-life extension, long-life goods, reconditioning activities and waste prevention.
	  Biomimicry: Draws on the sustainable principles of nature and biology to inspire innovation in goods and services
	Industrial ecology: Study of material and energy flows through industrial systems
	Natural capitalism: An approach where the interests of people and planet overlap through sustainable use of natural assets
	Blue economy: Open-source movement that promotes solutions determined by their local environment and physical/ecological characteristics
	Regenerative design: A process that mimics nature by restoring or renewing energy and materials.


A common theme across these different schools of thought is the central role of nature and the physical environment as a source of inspiration for sustainable goods and services. Products (goods and services) that are created by mimicking nature are called biomimicry; they aim to be in harmony with the planet.* For example, a paint manufacturer (Cypris materials) has drawn inspiration from the structure of butterfly wings to develop coatings for materials that avoid the use of toxic pigments and dyes. The coating reflects light in a way that produces brilliant colours.* 

 [image: ]
Source: Vladimirkarp/Shutterstock

Research shows that when humans are outdoors we experience lower stress and better moods.* Drawing on the natural world, researchers developed the Attention Restoration Theory (ART) framework,* which has been used to design hospitals, homes, shopping centres and office buildings. A study that investigated consumer responses to videos simulating different levels of greenery in shopping centres showed that consumers were more likely to feel restored when seeing trees, green spaces and water fountains.*
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Source: Jordi C/Shutterstock

      Waste hierarchy

The options available to consumers for post-use of a product are largely driven by the waste-management policies and strategies of governments and organisations. Organisations have a number of options relating to waste management, with the most preferable being prevention and re-use and the least preferable being disposal where products end up in landfill (refer to Figure 10.5).

  Figure 10.5 Waste hierarchy
[image: ]

However, companies do not always adopt ethical disposal practice; sometimes they use the Third World as a dumping ground. As if other kinds of waste weren’t bad enough, one consequence of our infatuation with new technology is figuring out what to do with the stuff that quickly becomes obsolete. Now, even discarded mobile phones are becoming a problem as customers rapidly switch between mobile services and upgrade to new models. One popular solution seems to be to ship unwanted electronic waste, such as old computer monitors and circuit boards, to developing economies. As much as 50% to 80% of electronics waste collected for recycling in the United States is placed on container ships and sent to China, India, Pakistan or other developing countries, where it is reused or recycled under largely unregulated conditions.* Recycling industries in these locations often use young children to handle cathode ray tubes filled with lead and other toxic substances. Likewise, plastics are often sent by developed countries to developing nations to recycle. However, a high proportion of these plastics end up being burned (generating noxious fumes) or in landfill.* The European Union was so concerned about the problem that it implemented a Waste Framework Directive in 2019 requiring manufacturers to take cradle-to-grave responsibility for their products.* In Australia, the National Waste Policy Action Plan was implemented in 2019. It banned the export of waste plastic, paper, glass and tyres by the end of 2020 and planned to reduce total waste over a variety of timelines (ref). The role of consumers in reducing waste are classified as recycling, e-waste drop-offs, food waste, plastics and packaging use and oil (ref).

Circular consumption

Consumer attitudes towards circular economy behaviours such as recycling and waste reduction are on the rise. In 2014 only 50% of consumers were willing to pay more for sustainable products* compared with 73% in 2019.* However, as we noted in the chapter 'The self: mind, gender and body', attitudes and intentions do not always lead to behaviour. Ultimately, when the price for sustainable products is higher than the price for other products there is less demand; less demand means reduced economies of scale and higher prices*—it’s a vicious cycle. There are also differences across age cohorts: 75% of millennials are willing to pay more for sustainable products, compared with 63% of Gen Z and 64% of Gen X.* Interestingly, while millennials are more engaged than Gen Z with buying environmental products, Gen Z are more willing to buy ethical products.* One new product category that has zero-waste is shampoo bars. These products are projected to grow by 5% to 6% per year, with an estimated market worth of $US 47.75 million.* The demand for this product has seen many Aussie businesses start up, one of which is ‘Shampoo with a Purpose’, owned by a mother–daughter team in New South Wales, Australia.* ‘Shampoo’ bars retail for $16 each and combine shampoo and conditioner; they provide the equivalent of six bottles of shampoo and conditioner, so they save money and the planet.
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Source: Sarah Finnegan Photography, supplied by Shampoo with a Purpose.

From consumable to sustainable

The increase in consumer preference for products that are ethical has led to schemes such as FairTrade and organisations adopting a cause. This is particularly evident in the United Kingdom, where retailers from sandwich makers (Pret A Manger) to clothing stores (H&M) offer products that are ethically sourced or where partial profits support a cause. For instance, H&M takes your old clothes and recycles them into new ones—a new spin on trading in your appliances! Consumers now consider product regeneration as an input to their decision making with information search, evaluation of alternatives and product/brand choice. Major retailers Coles and Woolworths removed single-use plastic bags from their stores across Australia in 2018* and offered more durable bags for 15 cents or longer use green-bags for $1. The Green Building Council of Australia was established in 2002 to engender sustainable thinking in the property development industry and offers a Green Star program to sustainable building programs.* The Sydney Opera House was awarded a Green Star in 2015 for the use of a seawater cooling system, lighting upgrade and a reduction in electricity use.* In Australia, commercial buildings receive a NABERS rating (National Australian Built Environment Rating System), which provides a simple, reliable and comparable sustainability measurement. This helps owners compare and benchmark their building’s sustainability performance. At present, there is no equivalent measurement for domestic homes.
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Supermarkets have moved from single-use plastic bags to reusable bags.Source: J Chizhe/Shutterstock

       

Marketing pitfall

The unintended consequences of banning plastic bags

Starting in 2018, the major grocery stores in Australia banned free single-use plastic bags for shopping. This meant that shoppers needed to bring their own green bag or buy a more durable bag at the store (ref). Fast-forward to 2021 and while resistance to the ban has dramatically receded, there have been some unintended consequences.

  	There has been an increase in other single-use bags and thicker plastic shopping bags (ref). It seems that consumers are motivated to buy other bags. One reason for this is that consumers were using the free single-use bags for other purposes such as dog poop and bin liners. Rather than buy purpose-designed, more expensive biodegradable bags, they wish to use the cheaper option so they buy the thicker plastic bags at the checkout. 
	 There has been an increase in the use of paper bags, which could increase greenhouse gas emissions through the paper production process. Paper requires cutting down trees or recycling paper involving toxic chemicals and fuel for heavy machinery (ref). 
	Small businesses have borne the cost of providing alternative bags. This cost is passed on through reduced availability of funds for employees or inconvenience for consumers who don’t have a bag for items such as take-away food (ref).


So essentially, the idea of banning plastic bags is positive for the environment. However, unintended consequences need to be considered and addressed prior to banning them, to avoid creating other problems.

  

      Sustainable behaviours

There are a number of sustainable behaviours that consumers engage in when participating in the circular economy to reduce waste and avoid items ending up in landfill. These behaviours align with the waste hierarchy: prevention, re-use, upcycling, recycling and downcycling (behaviours corresponding to business recycling processes) and disposal. Prevention is the avoidance of unsustainable products or packaging and re-use involves using a product more than once. Upcycling is more effective and more energy efficient than recycling, while downcycling is the least effective and least energy efficient.* Disposal is where items are destroyed or buried in landfill. Refer to Figure 10.6.

  Figure 10.6  Consumer regeneration and disposal behaviour
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Products that facilitate sustainable behaviours

Marketers are developing a range of products to support consumers in sustainable behaviours. Interestingly, a number of these products are coming from micro-business rather than from large organisations.

  	Prevention: Prevention can occur by reduction at source, or substitution with other materials to design out-waste. Strip Clean is an Aussie laundry strip invented by a Sydney mum who wanted a more sustainable alternative to laundry products that came in throw-away plastic containers.*
	Re-use: Re-use involves using an object for the same purpose without altering the form of the product. Keep Cups were invented by two Melbourne café owners in 2007, initially as soup cups. These became a barista standard cup for coffee and are sold in more than 75 countries.*
	Upcycling: Upcycling involves repurposing an item into a new item. Moccona recognised that its jars have a distinctive shape that people repurpose into other items and developed a website that shows creative uses of the jars. The website encourages consumers to join the community and post images of their upcycled Moccona jars.*
	Recycling: Recycling converts an item into something that is approximately the same value as the original item. Typically this means putting the material back into the same product. Visy recycles used plastic bottles into new plastic bottles for use by Schweppes Australia, Goodman Fielder (dressings, sauces and vinegars) and Natures Organics (cleaning products).*
	Downcycling (also known as cascading): Downcycling converts an item into a different item of lesser value. Unwanted clothes are often converted to rags by organisations such as Vinnies. These are then sold for use in painting, mechanics, hospitality and cabinet making.*
	Disposal: Disposing means destroying or removing items out of the consumption cycle. This results from consumers throwing items into the rubbish bin or depositing them at council landfill services. 


 [image: A set of six photos show the different uses that jars can be put to; for example, to hold writing instruments, cookies, pickles and preserves, juice, flowers, spices and condiments, and so on.]
Jars lend themselves to a variety of upcycling uses.Source: Sokom/Shutterstock; OJO Images Ltd/Alamy Stock Photo; Wiktory/Shutterstock; iuliia_n/Shutterstock; Cat Act Art/Shutterstock; Ahanov Michael/Shutterstock; images72/Shutterstock; LUMIKK555/Shutterstock.

A systematic literature review of studies focused on factors that facilitate or inhibit consumers’ participation in the circular economy through sustainable behaviours such as purchasing circular products, recycling, upcycling and downcycling found seven categories of factors (refer to Figure 10.7).*

  Figure 10.7 Factors that influence consumer participation in the circular economy
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Lateral cycling: junk versus ‘junque’

Interesting consumer processes occur during lateral cycling, in which already purchased objects are sold to others or exchanged for other things. Many second-hand purchases are made. The online Freecycle and ReUseIt groups provide a forum where people can offer goods they no longer want and ask for items they need that others may have to give away. The reuse of other people’s things is especially important in our throwaway society because, as one researcher put it, ‘there is no longer an “away” to throw things to’.*

Flea markets, garage sales, classified advertisements, bartering for services, hand-me-downs and the black market all represent important alternative marketing systems that operate alongside the formal marketplace. These outlets provide consumers with opportunities to buy and sell items related to popular culture events and people to which they have long-term attachments—for example, demand for rock ’n’ roll memorabilia from icons such as The Beatles or Buddy Holly remains strong.*

The internet has revolutionised the lateral cycling process, as millions of people flock to eBay to buy and sell their ‘treasures’. This phenomenally successful online auction site started as a trading post for Beanie Babies and other collectibles. Now, two-thirds of the site’s sales are for practical goods. Ironically, an economic slowdown is good news for auction sites such as eBay because it’s the kind of business that prospers when other businesses aren’t doing well. As one analyst explained, ‘The interesting thing about eBay is that it may benefit because some people may choose not to buy something new, like a computer or consumer electronics’. Hobbies and crafts are also selling strongly, which may be due to the number of people staying home rather than travelling.

Despite its success, there is at times a bittersweet quality to eBay. Some of the sellers are listing computers, fancy cars, jewellery and other luxury items because they desperately need the money. As one vendor explained when he described the classic convertible he wanted to sell, ‘I am out of money and need to pay my rent, so my toys have to be sold’. The site witnessed a particularly strong surge in these kinds of messages following 9/11, when many people were laid off in the wake of a sluggish economy. In the words of an accountant who lost his job, ‘Things were bad before, and then they got really bad after the bombings. Everything completely dried up.’ Noting that he used to sell merchandise on eBay as a hobby but now was forced to sell some of his own possessions, including his BMW and his wife’s jewellery, he commented, ‘If it weren’t for eBay, I’m not sure what I’d be doing. We definitely would not be able to pay the bills.’*

Second-hand markets

A new generation of second-hand storeowners is developing markets for everything from used office equipment to cast-off kitchen sinks. Operations such as Reverse Garbage* offer off-cuts and discards from business for use in other projects, rather than turning them into landfill. These efforts remind us that recycling is actually the last step in the familiar mantra of the environmental movement, ‘reduce, reuse and recycle’. 

In Australia, flea markets can be popular. These markets advertise on Facebook and have a large following. One of the key products that attracts people to flea markets is vintage clothing.* Other growth areas include student markets for used computers and textbooks, as well as ski swaps, at which consumers exchange millions of dollars’ worth of used ski equipment. 

If our possessions do indeed come to be a part of us, how do we bring ourselves to part with these precious items? The way we divest ourselves of our things may make a statement (think about throwing out things an ex-partner gave you). One study found that people who are very attached to their ‘stuff’ may engage a professional organiser to help them declutter and simplify their lives; in essence, the organiser is an intermediary who helps the person to detach from reminders of their former life so that they can move on.*

 [image: ]
Source: Ian Allenden/123RF  

      Marketing sustainability

There are three approaches suggested by researchers for marketing to achieve sustainability: green marketing, social marketing and critical marketing:*

  	Auxiliary sustainability marketing: ‘Doing what we do better’—achieving sustainability by integrating throughout the marketing mix. This approach is used to reduce costs, for reputational gain and for pre-empting regulation. 
	Reformative sustainability marketing: achieving sustainability by demarketing harmful or undesirable products. This approach aligns sustainable products with sustainable lifestyles and is used when there is consumer demand for change. 
	Transformative sustainability marketing: achieving sustainability through transformation of institutions (organisations). This approach is used when significant system or paradigm change is required. 


There are alternative terms for sustainability marketing including green marketing, social marketing and critical marketing:

  	Green marketing: achieving sustainability by integrating efforts into core marketing and business processes. Examples of green marketing are the Toyota Prius (a hybrid petrol and electric car), shade-grown coffee, CFC-free kitchen appliances and energy generated from solar sources.
	Social marketing: influencing consumers, suppliers and structures to encourage behaviour change. Examples are programs such as Activesmart Geraldton by UrbanTrans ANZ where consumers receive coaching sessions and tools to increase exercise levels and reduce car use, and Brisbane City Council’s CityCycle bicycle hire program in the city centre.
	Critical marketing: stimulate, regulate and control innovation in markets to encourage sustainability. When marketing alone cannot achieve the desired outcomes, a critical examination of the marketing systems to identify barriers to sustainability is needed. An example would be making FairTrade products mainstream rather than niche as a way of placing more power in the hands of ethical consumers.


      Disposal

When a consumer decides that a product is no longer of use to them and they do not/cannot engage in circular consumption, the item needs to be disposed of. This behaviour sits at the bottom of the waste hierarchy and is the least beneficial to society and the planet as items end up in landfill or incinerated. Sometimes, the difficulty in disposing of an old object can prevent or inhibit the purchase of a replacement. For instance, when you buy a new fridge, how do you get rid of the old one? Businesses that offer a solution to disposal find this is a competitive advantage as well as a legal requirement. In 2021, the European Union was considering mandating that all manufacturers of e-products (i.e. computers, devices, keyboards and printers) be required to arrange for disposal. This disposal includes recycling critical metals such as lithium and neodynmium.* The issue of product disposal is doubly vital because of its enormous public policy implications. We live in a throwaway society, which creates problems for the environment and also results in a great deal of unfortunate waste. 

Disposal services

The problem of disposal is faced by many consumers at key life events: moving house, changing relationships status and death of loved ones. There are numerous businesses that offer to collect your unwanted items—for example, services such as 1800-got-junk, mini-skip services (where a large skip bin is delivered outside your home and then taken away with all your unwanted items) as well as some charities. The World’s Biggest Garage Sale is a social enterprise that started in Brisbane in 2013 and uses the circular economy business model.* After decluttering, consumers can drop off items to their warehouse or they can be picked up from your house. Then the items are sorted (there is a large group of volunteers) and either repurposed, recycled or upcycled through their ReLoved online store shop.worldsbiggestgaragesale.com.au.

The consumer trend of pro-environmental consciousness is represented in the move towards minimalism. Minimalist consumption can be seen through the purse of household items, decluttering or even the purchase of tiny homes. According to consumer researchers, there are three dimensions of consumer minimalism: the number of possessions, spares aesthetic and mindfully curated consumption.* Consumer minimalisms predicts consumer preferences and behaviours such as frugality and materialism. The art of decluttering is exemplified by Marie Kondo in her global business success, which shows people how to declutter. Her KonMari MethodTM* recommends that people organise their items into categories: clothing, books, paper, miscellaneous and mementos. Then, only retain items that ‘spark joy’. 

 

Kon Mari method

Do you think this is a method you could try to follow? Do you think it increases sustainability?

  

       

CB as I live it: Recycling and upcycling my way to purchasing

Laura Peachey Burgess, Queensland University of Technology, Australia

 [image: An image of Laura Peachey Burgess.]

Global sustainability is an issue that is increasingly important to Australian consumers. Growing awareness of the effects of our purchase and consumption behaviour is changing the way in which we choose what we purchase, and the brands we interact with. As a kid, I can remember being taught to ‘reduce, reuse, recycle’, yet I feel that sometimes as consumers we forget to reduce and reuse, primarily focusing on the recycling in this mantra. Of course, it is important to recycle any items that can be, it reduces waste entering landfill, but wouldn’t it be better if those items could be reused, or the volume reduced entirely? Even so, here in Australia we are still far behind other countries in our recycling efforts; it was over 20 years ago that I remember being ever so slightly perplexed by the sophisticated recycling system in Germany, when visiting as a kid.

During my undergraduate degree, one of my lecturers, whose research was in waste reduction, spoke of a book she'd read, called Waste and Want (Strasser 2000) that highlights the fact that as humans, we tend to move our waste to our physical margins. Over time those margins have become further and further away. Starting in the 19th century when household rubbish and dishwater were thrown out of the house through the window, to now where we see shiploads of our waste sent away to developing countries. Out of sight out of mind.

My waste reduction practices have built gradually over time, but I still have a long way to go. There was a time when I wouldn’t think twice about buying a bottle of water, but now, like many people, I will carry a reusable bottle with me most places.

As consumers, we can reduce waste at home through our purchase, consumption, and disposal behaviours. We also, however, have the power to make decisions that lead to waste reduction further up the supply chain in the retail environment, as well as in manufacturing and for producers.

My local grocer sells large boxes of fruit and vegetables, as is, for $20—you get what you get. These boxes contain produce that might be an odd shape or colour, yet the nutritional value and taste are not compromised. We have been conditioned to expect only perfect produce at the supermarket. When I buy these boxes, I think of how I am saving these fruit and vegetables from the risk of ending up in landfill. The scraps that cannot be eaten are put into worm farms! Purchasing imperfect produce from your supermarket or local grocer is a simple yet effective way for the consumer to contribute to the reduction of food waste in the retail environment. Better yet, it also has the potential to create long-term change for the type of produce that these retailers will accept from producers.  

We can reduce waste not only through what we buy, but also by choosing who we buy from. A few years ago, I was looking for a new hairdresser. After narrowing my search to a few contenders, I was ultimately influenced by the fact that one of these hairdressers participated in the ‘Sustainable Salons’ program. This organisation uses specialty sorting depots across Australia and New Zealand to repurpose a variety of waste products typically produced in hairdressing salons. These products range from the hair itself, to electrical waste and aluminium foil. Metals are sold off for recycling with the proceeds going to charity and ponytails are used to make wigs for those going through cancer treatment. Participation in the program gave my current hairdresser the competitive advantage required for me to choose their services. The practices used by this organisation align with my own values, and therefore, I am more than happy for them to add $2 extra to my bill to support this initiative.

When it comes to waste reduction, no one is perfect. It is probably unrealistic to aspire to be one of those people who can contain their yearly waste to a mason jar—but good for you if you can! To really make an impact I believe it will take a whole lot of people making small behavioural changes in their day-to-day life.

Source: Strasser, S. Waste and want: A social history of trash, 1st edn, New York: Holt Paperback, 2000.

  

Divestment of products

Some researchers examined how consumers practise divestment rituals, where they take steps to gradually distance themselves from things they treasure so that they can sell them or give them away (more on rituals in the chapter 'Lifestyle, income and social class'). As they observed people getting items ready to be sold at garage sales, the researchers identified these rituals:

  	Iconic transfer ritual: taking pictures and videos of objects before we sell them
	Transition-place ritual: putting items in an out-of-the way location such as a garage or an attic before we dispose of them
	Ritual cleansing: washing, ironing and/or meticulously wrapping items.*


Product hoarding

Despite the many options available for environmentally friendly disposal of products, some consumers hoard items. Hoarding is a form of   psychological ownership whereby items are imbued with intense emotional significance for the owner.*Consumers are motivated by the need to have control and hoarders experience discomfort if somebody tries to move their possessions or get rid of them. Extreme forms of hoarding can lead to psychological disorders and physical danger for consumers. It is interesting that many people pay hundreds of dollars to store items they do not use and may never use again in storage facilities rather than sell or donate the items. Hoarding as a trend is also becoming untrendy, where in 2009–2013 hauling, buying as many items and showing them on YouTube and other sharing sites, was popular; now such a display would be poorly received and therefore consumer trends have shifted the practice from being in vogue.  

      Learning snapshot

  	The act of purchase can be affected by many factors. These include the five classes of contextual factors: social surroundings, physical surroundings, antecedent states, temporal factors and task definition.
	The shopping experience is a pivotal part of the purchase decision. In many cases, retailing is like theatre—the consumer’s evaluation of stores and products may depend on the type of ‘performance’ they witness. The actors (e.g. salespeople), the setting (e.g. the store environment) and the props (e.g. store displays) influence this evaluation. A store image, like a brand personality, is determined by a number of factors such as perceived convenience, sophistication and expertise of salespeople.
	There are five components of customer experience that need to be considered: cognitive (expectations, goals and thought processes); emotional (feelings and emotions); physical (physical surroundings); sensorial (the interaction with the senses); social (the influence of other people; and practical (the usability or functionality of the service/good).
	Online buying is as important as in-store buying and has altered the role of other people on the purchase experience. For some products, online buying is the dominant channel of purchase. 
	Consumer satisfaction, customer value, loyalty and word-of-mouth are important post-purchase outcomes that influence future purchase. 
	The waste hierarchy outlines the preferred methods for businesses to support consumers in circular consumption.
	Consumer preference for circular consumption behaviours of recycling, upcycling and downcycling is driving new products and services.


      Case study 

Waste is something we do, not something that is

Kade Hamalainen, Reverse Garbage Queensland Co-op Ltd

The ancient Roman emperor Marcus Aurelius said ‘What we do now echoes in eternity’.* The idea is that we are not passive observers of society—we also affect the world, now and forever. This is especially true for the topic of this case study, which is waste. Indeed, certain forms of human-induced waste, such as some nuclear wastes, can echo for millennia.*As marketers, we share responsibility at all stages of the life cycle of our products, including after their useful life. This case study offers an alternative conceptualisation of waste and the ensuing relationships between waste, producers and consumers. Waste offers new opportunities for marketers in terms of competitive advantage and profit source. 

Conceptualising waste

In his book about effective living, Stephen Covey says ‘the way we see the problem is the problem’.* This is true for waste, which is defined as ‘an unwanted or unusable material’.* However, this definition can be misleading, especially when many ‘waste’ materials discarded by some people still have value for others. Indeed, it is in the Australian Government’s National Waste Policy to manage waste as a resource.* Likewise, many business models, such as community recycling enterprises, are built around recovering ‘waste’ resources.*

An important factor in how we conceptualise waste is to do with whether we consider ‘waste’ as a noun or a verb. The former assumes that waste simply is, while the latter explains that waste is something that we do. The product stewardship approach acknowledges that all parties involved with a product, whether pre- or post-production, distribution or consumption, have a responsibility to ensure sustainable outcomes.* Sustainability considerations also involve ‘waste’ in the product life cycle ‘wasting’ other resources, such as dye from textile factories polluting rivers.* Another aspect of waste is that many people see the environment as something separate from, or loosely related to, the economy and society (refer to Figure 10.8).

  Figure 10.8 Conventional and modern economic paradigms involving the environment
[image: An illustration shows elements of conventional and modern methods and their arrangements.]
 Image descriptionThe conventional method shows economy, society, and environment with a common end. The modern method shows three elements: economy, society and environment interconnected together.

Source: Based on MS Cato, Green economics: an introduction to theory, policy and practice. London: Earthscan, 2009.

Consumers and waste

When discussing waste, often the first question that people ask is what they can do as consumers. This approach is called ethical consumerism and relates to any form of purchasing behaviour where ethical standards are the primary decision-making criterion.* Consumer action is especially attractive as it has immediate results and validation. For example, ethical consumerism might mean purchasing a car primarily based on greenhouse gas emissions rather than price. Likewise, ethical consumption practices might include the extent to which people reduce, reuse and recycle. This matters: while the Australian population grew by 28% between 1996 and 2015, waste generation increased by 170%.*

While it is undeniable that consumer demand forces markets to adapt, critics of ethical consumerism point out that companies cannot always do well by doing good.* First, if ethical choices cost more, not all consumers can afford to pay for them. After all, we live in a time of stagnant wages, universal automation, skyrocketing house prices, low union membership, precarious employment contracts and rising living costs.*

Second, consumer behaviour is a complex phenomenon. Research by behavioural economists demonstrates that people are not perfectly rational and are motivated by a number of different pressures.* Ethical decision making can be influenced by something as minor as how choices are presented, such as by asking people to either include or exclude some competing alternatives.*

Third, even if consumers all agreed on ethical standards, information search costs are high. People make countless purchases every day, and it is difficult to complete detailed research as a consumer. Producers inherently know more about their processes and can undertake a number of acts to appear ‘green’ without paying the associated costs. This is visible with companies such as Beyond Petroleum (formerly British Petroleum), which has undertaken extensive advertising to convince customers of its green credentials, and yet contributes to record-breaking environmental disasters.* Such ‘greenwashing’ can also include symbolic rather than full disclosure, self-established standards to forestall mandatory ones, and philanthropic gestures to divert attention from other activities.*

Ethical consumerism is only a partial solution to resource sustainability issues throughout society. It alone will not drive change, but there are things we can do to encourage better consumer habits as marketers. As behavioural economist Irwin* puts it, ethical consumer values do exist, but it’s the marketer’s task to draw them out.

Producers and waste

If waste is a resource, then how we plan for it over the product life cycle is important. ‘Waste is really a design flaw’, says Kate Krebs, executive director of America’s National Recycling Coalition.* Unfortunately, it can be cheaper to waste than to efficiently use or avoid waste resources. For example, waste diverted from landfill correlates highly with the cost of discarding to landfill (refer to Figure 10.9). 

  Figure 10.9 Comparison of levy prices and waste diversion rates in Australia
[image: A graph shows the comparison of levy prices and waste diversion rates in Australia.]
 Image descriptionThe X axis of the graph shows the years from 2009 to 2014. The Y axis on the left shows the levy in dollars per ton from $ 20 to $ 140 in increments of $ 20. The Y axis on the right shows the diversion rate in percent from 35 percent to 75 percent in increments of 5 percent. The line representing the NSW levy is an upward-sloping straight line starting from $45 in 2009 and ending at $100 in 2014. The line representing the old levy starts at 0 in 2010, moves up to $35 in 2011 and again drops to 0 in 2012. The line representing the NSW diversion rate is an upward-sloping straight line starting from 62 percent in 2009 and ending at 70 percent in 2014. The line representing the old diversion rate starts at 44 percent in 2009, drops to 40 percent in 2010, rises to 48 percent in 2011, drops to 43 percent in 2012, rises to 45 percent in 2013, before ending at 43 percent in 2014.
Source: M Ritchie, ‘State of waste 2016—current and future Australian trends’, 2016. https://blog.mraconsulting.com.au/2016/04/20/state-of-waste-2016-current-andfuture- australian-trends

Indeed, many organisations only engage in sustainable behaviours around waste according to cost.* Some commentators argue that corporate social responsibility is difficult because of the competition for value between investors, employees and customers.* If wasting less costs more, it is not in the interests of any group to pay, even if all would benefit from a more sustainable society.

Introducing Reverse Garbage Queensland

In 1998, people dismayed by ecocidal economic practices were looking to build organisations that were environmentally, socially and economically sustainable.* These people wanted to avoid issues relating to the conflict between investors, employees and customers, and also to maintain responsibility to people and planet above profit. With the mission to promote sustainability, especially through resource reuse, Reverse Garbage Queensland (RGQ) was born.*

In order to ensure a long-term commitment to sustainability, RGQ was established as a not-for-profit enterprise. This means that while RGQ can make a profit, the profit made must be used to fulfil the organisation’s constitutional mission.* At RGQ, profits retained from revenue after paying costs are used for savings and infrastructure investment. Accordingly, because savings and investment are sufficient, prices can be lowered to make products cheap, and therefore accessible, to customers. Furthermore, constitutional commitments to sustainability ensure that strict environmental standards are built into the production process, rather than being applied  as an afterthought. This also applies to business purchases, where second-hand materials are the first choice. As an example, a former industrial-sized fridge was retrofitted to be the RGQ office.

The principles of cooperatives

RGQ was chartered as a non-trading worker cooperative without share capital. This means that while RGQ is managed by its employees, there are no shares or investors, and the profits can only be used to further the organisation’s constitutional mission.* The reason for this arrangement was that the founders wanted RGQ to exist to serve society, rather than investors. The employees are also more engaged in the business, because they have more decision-making power and responsibility.

 [image: A photo shows different materials and products, all related to handicraft, displayed in a workshop.]
Workshop materials and products developed in workshopsSource: Courtesy of Reverse Garbage Queensland shop, Australia.

The Rochdale Principles are a set of ideals for the operation of cooperatives. They were first established in 1844 by the Rochdale Society of Equitable Pioneers in Rochdale, England. The principles were later adopted by the International Co-operative Alliance in 1937. They include:

  	Voluntary and open membership
	Democratic member control
	Member economic participation
	Autonomy and independence
	Education, training and information
	Cooperation among cooperatives
	Concern for community.


RGQ services

RGQ fulfils its mission with three key services.

  	RGQ collects and retails high-quality industrial discards. RGQ approaches local businesses and offers to remove suitable discards, thus saving disposal costs. More than 300 businesses donate in this fashion, which diverts eight cubic metres of materials from landfill per week. Simultaneously, virgin materials are also saved when customers purchase second-hand rather than new. Interestingly, RGQ only purchases products that cannot be sourced second-hand, such as glue and paint. Imagine being the marketer for a business where all the products are waste materials from manufacturing! While most of the products are sold through the warehouse directly to the public, RGO does make some mail-order kits on demand for schools and individuals.
	RGQ offers creative workshops using salvaged materials, materials kits and upcycled art on a regular basis to educators, schools, children and adults. The workshops use salvaged items from the warehouse and teach not only craft skills, but also environmental ways of thinking about waste.
	RGQ sells items made from reused materials (not all materials come from the warehouse) in the craft gift shop called Reverse Emporium. The shop has an upmarket décor and is decorated using discarded materials. The items sold in the emporium are sourced from local artists and include high-quality art, jewellery, homewares and gifts.


 [image: A photo shows a store full of gift items such as scarves, bags, caps, hats and other handcrafted items.]
Gift shop at RGQSource: Courtesy of Reverse Garbage Queensland shop Australia.

Conclusion

All of the services at RGQ are intended not only to use sustainable materials, but also to teach and encourage sustainability generally, especially the creative reuse of materials. For a case study of the early history of RGQ written by one of the founders, see http://johnswheelbarrow.blogspot.com.au/2006/02/creatingecological-workers-co-op-case.html.*

 Source: Written by Kade Hamalainen on behalf of Reverse Garbage Queensland Co-op Ltd.

      Section 3 Data case

Cats, kibble and cable TV

Background and Goal

You are hired by PROSPEROUS PETS, a small regional chain of boutique pet care stores. PROSPEROUS PETS focuses on serving dog and cat owners all of their pet needs, including pet sitting, pet training, grooming, toys and food. PROSPEROUS PETS tends to serve customers who consider their dogs and cats as ‘surrogate children’ and who are willing to spend top dollar on quality services and products.

PROSPEROUS PETS is preparing to launch its first advertising campaign on cable TV. The management team has whittled down the list of potential channels to 11. Your task is to analyse additional information about the viewers of these 11 channels and come up with a shortlist of channels that you believe will be best for PROSPEROUS PETS to advertise on. To aid you in your task, management has handed you three reports generated from GfK MRI. The first report deals with the quantity of pets owned by viewers of each channel, the second report deals with the types of pet services used by channel viewers and the final report is about where people buy their pet food.

 The data

The data in each of the three reports can be interpreted in a similar manner.

  	The (mils) column is the estimated number (in millions) of people or US households who exhibited the target behaviour in the row and column. For example, 15.1 million US adults who own one dog report watching the AMC channel.
	The vertical percentage (%) column is the estimated percentage of all people in a column who watch the channel reported in the table’s row. For example, of all people who own one dog, 23.8% also report watching AMC.
	The horizontal percentage (%) column is the estimated percentage of all people in a row who also exhibit the behaviour reported in the column. For example, of all people who watch AMC, 29.7% own one dog.


These three pieces of information can be informative on their own. However, they can also be used to calculate other useful metrics.

Task: Understanding the data

 Table 1 Pet ownership and cable channel viewing
	
	1 DOG	2–3 DOGS	4+ DOGS	1 CAT	2–3 CATS	4+ CATS
	TARGET	(MILS)	VERT%	HORZ%	(MILS)	VERT%	HORZ%	(MILS)	VERT%	HORZ%	(MILS)	VERT%	HORZ%	(MILS)	VERT%	HORZ%	(MILS)	VERT%	HORZ%
	Total	63.8	100.0	26.9	29.5	100.0	16.7	5.8	100.0	2.4	29.0	100.0	12.2	21.4	100.0	9.0	5.8	100.0	2.4
	HH subscribes to cable	31.4	49.3	28.9	18.8	42.4	14.3	1.9	32.9	1.8	14.4	49.5	12.3	9.7	45.4	8.3	2.1	37.0	1.0
	AMC	15.1	23.8	29.7	9.2	23.3	18.1	1.3	21.8	2.5	6.9	23.9	13.8	5.0	23.2	9.7	1.4	25.3	2.8
	Animal Planet	15.5	24.2	29.8	11.4	28.9	22.0	1.6	27.5	3.1	7.5	25.8	14.4	6.0	28.0	11.6	1.6	27.9	3.0
	Comedy Central	9.8	15.4	28.9	7.1	17.9	20.8	0.9	15.0	2.8	4.5	15.4	13.1	3.9	18.3	11.6	0.9	15.3	2.5
	Cooking Channel	8.4	13.2	26.8	4.9	12.5	15.8	0.9	15.7	2.9	3.4	11.7	10.8	3.1	14.4	9.9	0.7	12.0	2.2
	Discovery Channel	19.3	30.3	28.3	13.4	33.9	19.6	1.8	32.0	2.7	9.0	31.2	13.2	7.0	32.5	10.2	1.7	30.1	2.5
	Food Network	16.2	25.4	28.6	9.7	24.5	17.1	1.5	26.4	2.7	7.0	24.2	12.4	5.6	26.0	9.8	1.3	22.5	2.2
	Fox News Channel	19.1	30.0	28.0	11.3	28.7	16.6	1.6	29.6	2.4	8.3	28.5	12.1	5.9	27.8	8.7	1.4	25.7	2.1
	History Channel	21.4	33.6	27.9	15.2	38.5	19.8	2.2	37.7	2.8	9.9	34.2	12.9	8.2	38.5	10.7	2.2	39.2	2.9
	HGTV	14.8	23.2	30.8	8.6	21.9	18.0	1.2	20.5	2.5	5.8	20.1	12.1	4.9	22.9	10.2	1.2	21.0	2.5
	Syfy	10.0	15.6	25.8	7.9	20.0	20.3	1.6	27.0	4.0	5.2	17.9	13.3	4.4	20.5	11.3	1.3	23.3	3.4
	Weather Channel	19.6	30.7	26.4	12.5	31.7	16.9	2.0	34.7	2.7	9.5	32.7	12.8	6.8	31.8	9.1	2.0	38.0	2.7



Source: Spring 2014 GfK MRI

Discussion and debate

 Table 2 Pet service usage and cable channel viewing
	
	HAS PET INSURANCE	USED PET DAYCARE	USED PET GROOMING	1 VET VISIT	2–3 VET VISITS	4+ VET VISITS
	TARGET	(MILS)	VERT %	HORZ %	(MILS)	VERT %	HORZ %	(MILS)	VERT %	HORZ %	(MILS)	VERT %	HORZ %	(MILS)	VERT %	HORZ %	(MILS)	VERT %	Horz %
	Total	7.1	100.0	3.0	3.5	100.0	1.5	31.9	100.0	13.5	34.8	100.0	14.7	42.1	100.0	17.8	24.1	100.0	10.2
	HH subscribes to cable	3.3	46.5	2.8	1.6	48.7	1.4	16.1	50.4	13.7	16.8	448.3	14.4	19.9	47.3	17.1	11.0	45.8	9.4
	AMC	1.5	21.8	3.0	0.9	26.0	1.8	7.9	24.7	15.5	7.8	22.4	15.3	10.2	24.2	20.1	5.3	22.1	10.4
	Animal Planet	1.6	23.1	3.2	0.7	19.0	1.3	8.0	25.1	15.5	8.3	23.7	15.9	11.1	26.4	21.5	6.6	27.5	12.8
	Comedy Central	1.1	15.6	3.3	0.7	19.5	2.0	5.4	16.9	15.9	5.5	15.9	16.3	7.1	16.8	20.9	4.4	18.1	12.9
	Cooking Channel	0.8	11.7	2.7	0.4	11.8	1.3	4.2	13.1	13.4	4.6	13.2	14.6	5.7	13.4	18.1	2.9	12.1	9.3
	Discovery Channel	2.0	28.3	2.9	1.1	31.2	1.6	10.4	32.5	15.2	10.5	30.1	15.3	13.9	33.1	20.4	7.8	32.4	11.4
	Food Network	1.8	25.2	3.2	1.1	31.5	1.9	8.7	27.4	15.5	8.6	24.8	15.2	10.8	25.7	19.1	6.2	25.8	11.0
	Fox News Channel	1.8	25.8	2.7	0.9	24.7	1.3	10.2	31.8	14.9	10.4	29.8	15.2	12.4	29.5	18.2	6.9	28.3	10.2
	History Channel	2.4	33.7	3.1	1.2	34.5	1.6	11.9	37.4	15.6	11.9	34.1	15.5	15.3	38.3	19.9	8.8	36.5	11.5
	HGTV	1.6	22.3	3.3	0.8	22.4	1.6	8.3	26.0	17.3	7.5	21.6	15.7	9.6	22.7	19.9	6.2	25.7	12.9
	Syfy	1.4	20.1	3.7	0.4	11.8	1.0	5.3	16.6	13.6	6.0	17.1	15.3	8.0	19.1	20.7	4.2	17.2	10.7
	Weather Channel	1.9
	26.4	2.5	1.0	27.9	1.3	10.6	33.2	14.3	10.7	30.9	14.5	13.4	31.9	18.1	8.4	34.7	11.3



Source: Spring 2014 GfK MRI

 [image: GfK logo. GfK US LLC, Mediamark Research & Intelligence division.]
 Source: GfK US LLC, Mediamark Research & Intelligence division.

      Section 4 CONSUMERS IN THEIR SOCIAL AND CULTURAL SETTINGS

 [image: A circular flow chart shows the four aspects of consumer behaviour, with the fourth aspect, namely Consumers in their social and cultural settings, highlighted.]
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Chapter 11 Groups and social influence

Chapter 12 Ethnicity, religion and age

Chapter 13 Lifestyle, income and social class

Chapter 14 The culture of consumption

  

The fourth and final section of this text focuses on the external factors that influence our identities as consumers and the decisions we make. These chapters consider some of the social influences that help determine who we are, with an emphasis on subcultures that shape consumers as members of broad cultural systems, which reminds us that everyday, mundane consumption activities are often grounded in deeper meaning. The chapter, ‘Groups and social influence’ provides an overview of group processes and discusses the reasons that we are motivated to conform to the expectations of others when we choose and display our purchases. In this chapter we also examine the role social media plays in consumer decision making and consumer engagement through online networks. The chapter, ‘Ethnicity, religion and age’ discusses the subcultures that help to determine how we buy and consume, and examines the influence of age, ethnicity and religion on consumption. In the chapter, ‘Lifestyle, income and social class’, we focus on the ways our income, lifestyle and social status relative to others help to define who we are. Finally, in the chapter, ‘The culture of consumption’ we explore the powerful cultural system influences on consumption practices of people around the world.

      Chapter 11 Groups and social influence

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

11.1 Describe how groups function and how they are classified.
11.2 Understand the effects of reference groups on consumption and group interactions.
11.3 Understand why the role of opinion leaders and word-of-mouth communication are important to marketing actions.
11.4 Appreciate how consumers’ engagement with digital platforms and social media changes communication.
  
 Introduction

Consumer behaviour is frequently influenced by others when it comes to making decisions about the types of products or services to be purchased. In this chapter we look into the various ways other people—friends, colleagues, family members, Facebook friends, Twitter followers or just casual acquaintances—influence our purchase decisions. In examining these relationships we discuss how individual preferences are shaped by group membership, and the desire to please or be accepted by others, as well as how this might motivate people to conform to the expectations of others when buying. We focus on groups, and the processes and social connections within and across groups that influence how people consume. A particularly important group, the family, is discussed by examining issues related to collective decision making and where more than one person might be involved in negotiating buying and consuming products purchased. We delve into why some people are more influential than others in affecting consumers’ product preferences, and how marketers, in both online and offline exchanges, go about finding those people and enlisting their support in the persuasion process.

      Groups

11.1 Describe how groups function and how they are classified.

Humans are social animals. We all belong to groups, try to please others and take cues about how to behave by observing the actions of those around us. In fact, some people’s desire to ‘fit in’ or to identify with desirable individuals or groups is the primary motivation for many of their purchases and activities. There are those who go to great lengths to please the members of a group whose acceptance they covet.*

Social identity theory argues that each of us has several ‘selves’ that relate to groups. These linkages are so important that we think of ourselves not just as ‘I’, but also as ‘we’.* Many of the products we purchase are consumed in public settings, and we often make judgements and form beliefs and attitudes based on what we observe of other consumer buying behaviours. Marketers also position their brand in a way that heightens the positive elements of their brand and accentuates the negative elements of the competitor’s brand. One strategy for achieving this is to link the competitor’s brand with a group that a consumer doesn’t wish to be associated with. There are many examples of consumers avoiding products associated with particular groups: the baby boomer, who won’t use products that are associated with being ‘elderly’, or the young teenager, who wouldn’t dream of wearing her mum’s perfume, are two examples. These examples demonstrate how groups serve as points of reference for how consumers think and behave.

The term reference group was first coined by Hyman (1942) when referring to those groups or group members who are ‘psychologically significant for one’s attitudes and behaviours’.* Park and Lessig (1997) developed the concept further by identifying that a reference group is an actual or imaginary individual or group conceived of having significant relevance upon an individual’s evaluations, aspirations or behaviour.* Although two or more people are normally required to form a group, the term reference group is often used a bit more loosely to describe any external influence that provides social cues.* The referent may be a cultural figure and have an impact on many people (e.g. the Pope) or a person or group whose influence is confined to the consumer’s immediate environment (e.g. a person’s social club). Reference groups that affect consumption can include parents, a political party, a sports team or even the latest reality-TV celebrity from The Bachelor or The Bachelorette.

 [image: A photo shows a young man and two young women, all carrying shopping bags, looking at something displayed in a store window.]
Friends influence our social identity and buying behaviours because we think of ourselves not just as ‘I’, but also as ‘we’.Source: Cathy Yeulet/123RF.com

      Types of reference groups

A reference group can take the form of a large, formal institution that has a recognised structure, complete with a charter, regular meeting times and officers (refer to Table 11.1). Or it can be small and informal, such as a group of friends or students living together at university. Marketers tend to be more successful at influencing formal groups because they are more easily identifiable and accessible. An example of a formal group is a sporting club; being a member of the club means adhering to the rules of conduct when entering the sport’s club premises to socialise by sharing a meal and drinking. In addition, formal goals of a brand community can formalise a group, such as when a group of Harley-Davidson HOG members who typically ride in groups for purely recreational purposes get involved in fundraising (e.g. raising funds for the Asian tsunami victims) or launch competitions or political protests (e.g. anti-helmet law rallies in the United States).* Research also shows that larger, formal groups tend to be more product or activity specific and thus are high in comparative influence.*

 Table 11.1
Types of reference groups
	REFERENCE GROUP TYPE	DEFINITION
	Membership (or associative) group
Positive associations	A membership group is formed of ordinary people whose consumption activities provide informational social influence
	Formal group
Member of the group	A formal group is typically influenced by outside structures and is likely to have a formalised constitution and set of rules of conduct for members
	Informal group
Member of the group	An informal group does not necessarily have any formally defined structure or people who are known to each other, nor does the group have to gather together physically; members get together because of a mutual interest or through friendship
	Aspirational group
Non-member of the group	An aspirational group is composed of celebrities and other high-profile people such as sports stars or businesspeople who a consumer can identify with or admire from a distance, and who they aspire to be like
	Dissociative (or avoidance) group
Negative associations	A dissociative group is a group that the individual wishes to avoid being associated with and about which the individual feels a sense of disidentification




As a rule, however, it is small, informal groups that exert a more powerful influence on individual consumers. Small, informal groups tend to be more a part of our day-to-day lives and more important to us because they are high in normative influence. Informal groups are unique in that they need not be formally defined, involving people known to each other, physically present in space or even motivated to intentionally influence others.* For example, a type of informal group is created when a crowd forms in a store. Researchers have studied social crowdedness (i.e. social density) to explore how consumer perceptions of social status are influenced by the numbers of consumers in a store. Across a number of studies they found that an individual perceives a store to be of lower social status when the number of consumers who comprise an informal group—a crowd—is high, which ultimately decreases the amount of money they are willing to spend.*

Research on smoking cessation programs powerfully illustrates the impact of reference groups. One US study found that smokers tend to quit in sets: when one person quits, this creates a ripple effect that motivates others in their social network to give up too. The researchers followed thousands of smokers and non-smokers for more than 30 years, and they also tracked their networks of relatives, colleagues and friends. They discovered that over the years, the smokers tended to cluster together (on average in groups of three). As the overall smoking rate declined dramatically during this period, the number of clusters in the sample decreased, but the remaining clusters stayed the same size; this indicated that people quit in groups rather than as individuals. Not surprisingly, some social connections were more powerful than others. A spouse who quit had a bigger impact than did a friend, whereas friends had more influence than siblings. Colleagues had an influence only in small companies where everyone knew one another.*

A membership reference group consists of people we actually know. In contrast, although we don’t know those in an aspirational reference group, we admire them anyway. Not surprisingly, many marketing efforts that specifically adopt a reference group appeal concentrate on highly visible, widely admired figures. These people are likely to be successful businesspeople, athletes, artists or anyone else who rocks our world. For example, one study that included business students who aspired to the ‘executive’ role found a strong relationship between products they associated with their ideal self (refer to the chapter 'The self: mind, gender and body') and those they assumed would be owned or used by executives.*

Reference groups influence our buying decisions both positively and negatively. In most cases, we model our behaviour to be in line with what we think the group expects us to do. Sometimes, however, we also deliberately do the opposite if we want to distance ourselves from dissociative groups.* Individuals will avoid being associated with and ‘disidentify’ with dissociative groups by carefully studying the style or mannerisms of a disliked group (e.g. ‘nerds’ or ‘druggies’) and scrupulously avoiding buying anything that might identify them with that group. For example, rebellious adolescents often resent parental influence and may deliberately do the opposite of what their parents would like as a way of making a statement about their independence. In the marketplace, consumers are motivated to differentiate themselves from dissociative groups by avoiding products associated with negatively viewed social identities. This results in dissociative groups having important implications for consumers’ self-brand connections, evaluations and choice.*  It also has important implications for marketers who use differentiated marketing strategies that target multiple and distinct markets. For example, the Skechers footwear brand established its brand identity with a female target audience—shifting from practical and comfortable shoes to fashionable ones with a range of new product innovations that combine high performance with ‘fashionability’.*  However, more recently the company has expanded its range to men, with ads featuring celebrity sports stars. Fashion-conscious women might dissociate themselves from the brand if they perceive it to be too strongly aligned with masculine performance connotations. Marketers need to be sensitive to negative crossover effects, particularly marketers who differentially target markets based not just on gender, but also on age, ethnicity or other social groups.*

Brand communities

Marketers and researchers are embracing an alternative perspective on reference groups as they identify groups built around shared allegiance to a product or an activity. Members of these groups participate in a brand community, which is a group of consumers who share a set of social relationships based on usage or interest in a product. Brand community members can be identified in virtually any category: you’ll find passionate brand communities such as the LEGO toy community crafting a different tone for young (LEGO’s kids zone) and old (adult website), Mecca (M-Power), Peloton Members Community where members share their success stories, and the global learning community connects through duolingo.

Unlike other kinds of communities, these members typically don’t live near each other. They may meet for brief periods at organised events or brandfests; for example, ones organised by community-oriented brand followers of Harley-Davidson; or the beauty Meccaland festival, which went for three days bringing together beauty devotees, local and international brand ambassadors and influencers all celebrating the brand Mecca.* Brand-sponsored events like these create bonds with fellow enthusiasts and strengthen their identification with the product as well as with others they meet who share their passion. Researchers find that people who participate in these events feel more positive about the sponsor’s products as a result, and this enhances brand loyalty. They tend to forgive product failures or lapses in service quality, and they’re less likely to switch brands even if they learn that competing products are as good as or better. Furthermore, these community members become emotionally involved in the company’s welfare, and they often serve as brand missionaries because they carry its marketing message to others.*

Brands stayed connected to their communities during the COVID-19 pandemic in multiple ways. Coca-Cola decided to go ‘dark’ by shifting its marketing resources away from advertising, redeploying the spend to supply healthcare workers and vulnerable communities with medical equipment, beverages, food and other critical supplies.* Also, in the early days of COVID-19, when many governments were grappling with how to respond, corporate brand advertising highlighted how they moved to make financial solutions for communities and workforces that were struggling.*

 [image: A photo shows busy volunteers packing food in boxes.]
Corporate branding was used in the early days of the COVID-19 pandemic to show how wealthy companies could provide financial solutions. Many ‘swooped in as heroes’ by freeing up capital to help communities. Source: Starbucks Stories & News © Starbucks Corporation

 [image: A photo shows the store front of a Foot Locker showroom. The shoes on display are visible through the glass panes.]
Foot Locker’s sneakerpedia taps into a consumer tribe—sneakerheads—and at the same time the campaign is creating the greatest sneaker archive about consumer tastes and thoughts on sneakers.Source: MikeDotta/Shutterstock

Researchers have found that brand community members do more than help the product to build buzz: their inputs actually create added value for themselves and other members as they develop better ways to use and customise products. It’s common for experienced users to coach ‘newbies’ in ways to maximise their enjoyment of the product, so that more and more people benefit from a network of satisfied participants.* Figure 11.1 demonstrates this process of  collective value creation.

  Figure 11.1 The process of collective value creation in brand communities
[image: A diagram explains the process of collective value creation in brand communities.]
 Image descriptionIn the figure, the four value creation programs conducted by organisations for their customers are represented by four cogged wheels linked together in sequence. All the wheels are turned by a force labeled as value. The details are as follows: Wheel 1: Community engagement, which involves documenting, badging, milestoning, and staking Wheel 2: Brand use that involves customising, grooming and commoditising Wheel 3: Social networking that involves welcoming, empathising and governing Wheel 4: Impression management that involves evangelising and justifying.
Source: HJ Schau, AM Muñiz & EJ Arnould, ‘How brand community practices create value’, Journal of Marketing, 2009, 73(5): 30–51. Reprinted with permission from Journal of Marketing, published by the American Marketing Association.

      Reference group influence

Reference groups influence consumers in three ways: informational, utilitarian and value-expressive.*

  	Informational reference group influence occurs during an internalisation process where an individual’s knowledge is enhanced by interactions about the marketplace (e.g. purchasing a product) or an ability to cope (e.g. by observing the behaviours of significant others). This type of information search by a consumer may require no actual interaction between the individual and the reference group.
	 Utilitarian reference group influence is similar to normative influence in that an individual in a product purchase situation will comply with the preferences or expectations of an individual or the group. This occurs when a consumer perceives that the behaviour is visible to group members and the group can mediate significant rewards or punishments, and the individual feels motivated to receive rewards or acknowledgement by the group to avoid punishment. For example, a member of a religious group may wear a symbol outside of their house of worship because the religion is part of the individual’s identity.
	Value-expressive group influence relates to a person’s motive to enhance or support their self-concept. Consumers may associate with positive referents and/or dissociate from negative referents. Companies regularly develop ads that link their brand to a visually attractive model or entity with a view to enhancing brand image through association made by connection to the admired individual.


When are reference groups important?

Reference group influences are not equally powerful for all types of products and consumption activities. For example, we are not as likely to take others’ preferences into account when choosing products that are not very complex, are low in perceived risk or can be tried prior to purchase.* In addition, the specific impact of reference groups may vary. At times, knowing what others prefer may determine the use of certain products rather than others (e.g. owning or not owning a tablet, eating junk food versus health food), whereas at other times this knowledge may exert specific effects on brand decisions within a product category (e.g. wearing Cotton On jeans versus Nudie jeans, or drinking Carlton Draught rather than Grolsch Amber).

Two dimensions that influence the degree to which reference groups are important are whether the purchase is to be consumed publicly or privately, and whether it is a luxury or a necessity. As a rule, reference group effects are more robust for purchases that are (1) luxuries rather than necessities (e.g. sailing boats) because products that are purchased with discretionary income are subject to individual tastes and preferences, whereas necessities do not offer this range of choices; and (2) socially conspicuous or visible to others (e.g. living room furniture or clothing) because consumers do not tend to be swayed as much by the opinions of others if their purchases will never be observed by anyone but themselves.* The relative effects of reference group influences on some specific product classes are shown in Figure 11.2.

  Figure 11.2 Relative reference groups’ influence on purchase intention
[image: A figure in the form of a 2 by 2 matrix explains the influence of relative reference groups on one’s purchase intention.]
 Image descriptionThe details of the 4 cells starting from the top left, in a clockwise direction, are as follows: Cell 1: Product consumed in private Private Necessity: refrigerator, mattress, air-conditioner Influence on decision to purchase the product: Low Influence on brand purchased: low Type of product: Necessity Cell 2: Product consumed in public Public Necessity: car, shoes, clothing Influence on decision to purchase the product: Low Influence on brand purchased: High Type of product: Necessity Cell 3: Product consumed in public Public luxury: iPad, jewellery, yacht Influence on decision to purchase the product: High Influence on brand purchased: High Type of product: Luxury Cell 4: Product consumed in private Private luxury: coffee-maker, exercise machine, home cinema system Influence on decision to purchase the product: High Influence on brand purchased: Low Type of product: Luxury

 [image: A photo shows Mariah Idrissi, a model of H and M, wearing a head dress and nose ring.]
 Muslim model Mariah Idrissi was featured in an H&M ad wearing a hijab and a nose ring. She represents a positive role model to young Muslim women through her display of religious symbolism, which has been admired by some but strongly criticised by others.*Source: David M Benett/Getty Images

      Conformity

The early bohemians who lived in Paris around 1830 made a point of behaving, well, differently from others. One flamboyant figure of the time became famous for walking a lobster on a leash through the gardens of the Royal Palace. His friends drank wine from human skulls, cut their beards in strange shapes and slept in tents on the floors of their garrets.* Sounds a bit like some student houses we’ve visited.

Although in every age there are those who ‘march to their own drum’, most people tend to follow society’s expectations regarding how they should act and look (with a little improvisation here and there, of course). Conformity refers to a change in beliefs or actions as a reaction to real or imagined group pressure. In order for a society to function, its members develop norms or informal rules that govern behaviour. Without these rules, chaos would result. Imagine the confusion if a simple norm such as stopping for a red traffic light didn’t exist.

We conform in many small ways every day—even though we don’t always realise it. Unspoken rules govern many aspects of consumption. In addition to norms regarding appropriate use of clothing and other personal items, we conform to rules that include gift-giving (we expect birthday presents from loved ones and get upset if they don’t materialise), sex roles (men are still stuck with certain expectations as to their behaviours, such as aggression or tribalism; women are still presumed to have certain innate characteristics such as intuition) and personal hygiene (we are expected to shower regularly to avoid offending others).

The pressure to conform conflicts with another motivation we’ve already discussed: the need to be unique. How can we reconcile these two goals? One study suggests that we try to have it both ways: we line up with a group on one dimension such as choosing a popular brand, but we differentiate ourselves on another by choosing a unique attribute such as colour.*

Within limits, people approve of others who exhibit non-conforming behaviour. This may be because we assume someone who makes unconventional choices is more powerful or competent so they can afford to go out on a limb. Researchers term this the red sneakers effect (to describe a brave person who sports a pair of red trainers in a professional setting). Indeed, they find that non-conforming behaviours under some conditions do lead to more positive impressions, but these disappear when the observer is unsure why the brave soul is violating a norm or if they decide the violator is not doing it intentionally (i.e. they are just clueless).*

Still, we don’t mimic others’ behaviours all the time, so what makes it more likely that we’ll conform? Some of the common influencing factors are:*

  	 Cultural pressures. Different cultures encourage conformity to a greater or lesser degree. The burger chain behind ‘Have it your way’ reflects the movement towards individualism. In contrast, Japanese society is characterised by the dominance of collective wellbeing and group loyalty over the individual’s needs. In a study, groups of passengers who arrived at an airport were asked to complete a survey: they were offered a handful of pens to use—for example, four orange and one green. People of European descent more often chose the one pen that stood out, and Asians chose the colour that was like the majority of the others.*
	 Fear of deviance. The individual may have reason to believe that the group will apply sanctions to punish behaviour that differs from that of the group. It is not unusual to observe adolescents shunning a peer who is ‘different’ or a corporation or university passing over a person for promotion because they are not a ‘team player’. This also plays out in the online gamer world: reporting systems where players can report undesirable behaviour for evaluation by the game staff operate to sanction and remove bad sports.
	Commitment. The more people are dedicated to a group and value membership in it, the more motivated they will be to follow the dictates of the group. Rock groupies and followers of TV evangelists may do anything that is asked of them, and terrorists may be willing to die for the good of their cause. According to the principle of least interest, the person or group that is least committed to staying in a relationship has the most power because that party won’t be susceptible to threatened rejection.* Remember that on your next date!
	Group unanimity, size and expertise. As groups gain in power, compliance increases. It is often harder to resist the demands of a large number of people than it is to resist those of just a few, and this difficulty is compounded when the group members are perceived to know what they are talking about.
	Susceptibility to interpersonal influence. This trait refers to an individual’s need to identify or enhance their image in the opinion of significant others. This enhancement process is often accompanied by the acquisition of products the person believes will impress their audience and by the tendency to learn about products by observing how others use them.* Consumers who are low on this trait have been called role-relaxed: they tend to be older and affluent and to have high self-confidence. Based on research identifying role-relaxed consumers, Subaru created a communications strategy to reach these consumers. In one commercial, a man is heard saying, ‘I want a car ... Don’t tell me about wood panelling, about winning the respect of my neighbours. They’re my neighbours. They’re not my heroes.’


 [image: A photo shows an ad brought out by Jeep, which shows a large model of Jeep with a motor boat trailing behind. The message says, She bought a jeep.]
The Jeep ads played in Australia tapped into the ‘role-relaxed’ mindset by challenging notions of who makes the family decision to buy a car.Source: Fiat Chrysler Group

       

CB as I see it: The proof is in the pictures

Dr Jenna Drenten, Loyola University Chicago

 [image: A photo shows Dr Jenna Drenten from Loyola University Chicago.]

Modern technology has a language of its own to describe the new ways we interact with others and with the marketplace. The phrase ‘pics or it didn’t happen’ captures the idea that consumers’ experiences and identities can be validated through visual evidence. We share snapshots of live concerts to prove we are part of the music scene. We share workout pictures to prove we are part of the fitness scene. We share frazzled selfies cramming for exams to prove we are part of the university scene. Today’s consumer culture instils a desire to ‘prove it’ through pictures.

Why are consumers motivated to share pictures and videos of consumption activities, and how is it affecting consumer wellbeing? Research suggests the content we share online symbolically reflects our social identities, or how we define ourselves as part of a group.

Think back to when you were an adolescent. Maybe you wanted to try a new clothing style or experiment with different music genres. Adolescence is a period of testing the waters when it comes to who you are and who you want to be. Young consumers increasingly use online photos to explore their identities. In a study on adolescent mobile phone photo sharing, I analysed teenage girls’ online photos on social media. Participants were motivated to share group selfies at school, at home, at shopping centres and everywhere in between, to build bonds with friends and reinforce their social identities.

 The push towards ‘proving it’ also changes consumers’ experiences in the marketplace. In the same study, interviews revealed that teens snapped photos with the sole intention of uploading them to social media in anticipation of getting feedback from friends. Instead of capturing a moment in time, and then deciding to share the picture, teens in the study worked hard to capture the perfect photo knowing they would share it online.

Think about what this means for marketplace settings like retail stores and restaurants. As consumers seek that one perfect picture, marketers face even higher demands to provide share-worthy backdrops and products. A young consumer can try on an expensive outfit at the store specifically to snap a quick picture of the experience to share with her friends. Thus, she uses the product to symbolically display a desired social identity without committing to purchasing the product itself.

Social media provides a platform for consumers to connect with one another and express their social identities; however, it’s not always a positive platform. A survey from the Royal Society for Public Health finds Instagram and Snapchat—two image-based social media platforms—are the most detrimental to young people’s (aged 18–24) psychological wellbeing, especially in the areas of FOMO (‘fear of missing out’), bullying and body image.

In a series of studies, a colleague and I explored how body ideals are reinforced through social media. We tracked online body-related challenges, like the #A4WaistChallenge, in which females upload selfies comparing their waists to the width of A4 paper (21 cm). In this case, the ‘pics or it didn’t happen’ mentality is detrimental to consumer wellbeing. Women are pressured to meet unrealistic and idealised expectations of beauty by proving they can successfully complete the body image challenge. So why would women participate in the first place? Our findings suggest they are motivated by social identity, to connect with other online consumers and to be viewed as a part of the larger community of participants.

An interesting question for consumer researchers is how might image-based social media provide a platform for consumer activism, particularly in response to oppressive power structures in the marketplace? In response to the #A4WaistChallenge, some online consumers began a counter-campaign, pairing protest images with the hashtag #NotPaperThin. Social media can indeed be empowering, allowing consumers to harness their collective power against potentially harmful cultural norms.

All of our uploaded pictures, shared videos and sent screenshots say something about who we are and how we connect with others. Sharing our consumption experiences through social media helps reinforce relationships and social identities, but it’s okay to opt out sometimes. You’ve got nothing to prove.

  

 

Have you ever taken a photo just to upload it to social media? Does this influence you to purchase particular items?

  

      Social comparison

Sometimes we look to the behaviour of others to provide a benchmark for reality. Social comparison theory asserts that this process occurs as a way of increasing the stability of our self-evaluation, especially when physical evidence is unavailable.* Social comparison even applies to choices for which there are no objectively correct answers. Stylistic decisions such as tastes in music and art are assumed to be a matter of individual choice, yet people often assume that some choices are ‘better’ or ‘more correct’ than others.* If you have ever been responsible for choosing the music to play at a party, you can probably appreciate the social pressure involved in choosing the right ‘mix’.

Although people often like to compare their judgements and actions with those of others, they tend to be selective about precisely who they will use as benchmarks. Similarity between the consumer and others used for social comparison boosts confidence that the information is accurate and relevant (though we may find it more threatening to be outperformed by someone similar to ourselves).* We tend to value the views of obviously dissimilar others only when we are reasonably certain of our own values.*

In general, people tend to choose a co-oriented peer, or a person of equivalent standing, when performing social comparison. For example, a study of adult cosmetics users found that women were more likely to seek information from, and trust the judgements of, similar others about product choices to reduce uncertainty.* The same effects have been found for evaluations of products as diverse as men’s suits and coffee.*

Resisting conformity

Many people pride themselves on their independence, unique style or ability to resist the best efforts of salespeople and advertisers to buy products.* Indeed, individuality is encouraged by the marketing system: innovation creates change and demand for new products and styles.

It is important to distinguish between independence and anti-conformity; with anti-conformity, defiance of the group is the actual object of behaviour.* Some people will go out of their way not to buy whatever happens to be in at the moment. Indeed, they may spend a lot of time and effort to ensure that they will not be caught ‘in style’. This behaviour is a bit of a paradox because, in order to be vigilant about not doing what is expected, one must always be aware of what is expected. In contrast, truly independent people are oblivious of what is expected; they really do ‘march to their own drum’.

In addition, people have a deep-seated need to preserve freedom of choice. When they are threatened with the loss of this freedom, they try to overcome the loss. Reactance is the negative emotional state that results when we are deprived of our freedom to choose.* This feeling can drive us to value forbidden things that in normal circumstances would be of no interest to us. Many efforts to censor books, TV shows or music lyrics that some people find objectionable ironically result in an increased desire for these products.* Just think of the increased viewing of banned ads watched on YouTube; advertisers are increasing exposure (at lower costs) and creating greater interest in their ads by exploiting the openness of the internet’s culture.

       

CB as I live it: Being a global citizen

 Afiya Holder, The University of Queensland

 [image: A photo shows Afiya Holder from The University of Queensland.]

 I am she/her. I am Afro-Caribbean. I am Trinidadian/Barbadian. I am a resident of Australia. I have lived in many continents. I am single. I am a daughter, sister, niece, friend. I am a Research and Teaching Academic. I am a Strategy and Marketing professional. I am an avid cultural, fashion, food, wine and travel enthusiast. I am a Global Citizen. If social identity theory was a person, these expressions of myself support the argument that each of us has several ‘selves’ that we identify with internally (self-identity), externally (social identity) and ideally (ideal self).

 I have spent decades navigating diverse social settings; for example, my family, friend groups, workplace, cities and countries as both an ingroup as well as outgroup member. As a consumer, navigating the marketplace is no different. There are complexities linked to intersecting multiple identities, social structures and environments shaped by gender, age, status, social standards and cultural expectations, among other factors. 

As I Live it, a common experience is navigating a foreign destination as a tourist or an immigrant. As a Black, educated, female, oftentimes, I experience a continuum of encounters due to being different from mainstream/dominant consumers. On one end of the continuum where I stand out, I experience being stared at or followed around. Other times I am admired by staff and other customers, mistaken for a celebrity, asked to touch my skin or hair, or to be in a photo. Yet, on the other spectrum, I am often dismissed, ignored, rejected, not allowed to enter some establishments or be served. Some exceptions occur when I demonstrate obvious qualities synonymous to dominant cultures such as being a well-spoken English native, being knowledgeable or displaying status symbols. Other times, these same qualities are also seen as threatening and intimidating as it’s considered out of place or incongruent to the stereotypical young Black female. The irony of non-dominant social groups standing out yet being invisible is common in the media and marketplaces. However, as a consumer you learn from past experiences, word-of-mouth (WOM) or via the media, the brands and businesses that have discriminatory tendencies towards non-dominant social groups.

 This phenomenon has significant implications for both the consumer and businesses. Underrepresented consumers and social groups are influenced by self-representation, brand connectedness and brand alignment with their social values. I often support businesses and brands, and travel to destinations where I feel accepted and valued. With the rise of social movements and hashtag activism advocating for diversity and equality in consumer representation, brands are acknowledging and implementing initiatives to connect with multiple social groups despite their size, gender, disabilities, sexual preference and other identity labels. Illustrative examples can be seen with brands that promote images of black celebrities Serena Williams and Robyn ‘Rihanna’ Fenty (both my muses 😊) as aspiring lifestyle, fashion and cultural icons. The ‘Nike dream crazy/Voice of belief’ ad reframes stereotypes about Serena Williams’ traits as strengths and characteristics of black excellence. Similarly, Rihanna’s Fenty ‘Beauty for All’ brand campaign celebrates all identities and expressions of beauty with models of all shapes, sizes, genders, religions and ethnicities, as well as pregnant models. Let’s hope more acceptance towards diversity and equality is normalised in the marketplace. 

 Source: Nike, ‘Dream Crazier’, narrated by Serena Williams, YouTube, uploaded by quinonesanibal, 2 July 2019: https://youtu.be/g0rh6VGE5LI; FENTY SKIN, ‘Introducing the new culture of skincare | Fenty Skin’, YouTube, 18 July 2020: https://www.youtube.com/watch?v=aP0IYMwOZ8U&feature=youtu.be; FENTY BEAUTY, ‘Rihanna Debuts Fenty Beauty Campaign Ft. Halima Aden, Slick Woods and Leomie Anderson’, YouTube, uploaded by Snobette, 2 September 2017, https://youtu.be/0_FoFRnZPh4.

  

      Social power and reference groups

11.2 Understand the effects of reference groups on consumption and group interactions.

Why are reference groups so persuasive? The answer lies in the potential power they wield over us. Social power refers to ‘the capacity to alter the actions of others’.* The degree to which you are able to make someone else do something, whether they do it willingly or not, is a measure of the power you have over that person. The following classification of power bases can help us to distinguish between the reasons a person can exert power over another, the degree to which the influence is allowed voluntarily and whether this influence will continue to have an effect in the absence of the power source.*

  	Referent power. If we admire the qualities of a person or group, we will try to imitate those qualities by copying the referent’s behaviours (e.g. choice of clothing, car, leisure activities, social cause commitment). Prominent people in all walks of life can affect people’s consumption behaviours by virtue of product endorsements (e.g. Taylor Swift advertising Apple’s playlist functionality),* distinctive fashion statements (e.g. the Kardashians either model for brands or even their own brands) or championing causes (e.g. Angelina Jolie working with UNICEF on behalf of refugee problems worldwide). Referent power  is important to many marketing strategies because consumers voluntarily change behaviours to identify with a referent.
	Information power. People can have power simply because they know something others would like to know. Editors of trade publications such as Choice magazine often possess power because of their ability to compile and disseminate information that can make or break individual brands or companies. People with information power are able to influence consumer opinion by virtue of their (assumed) access to the ‘truth’. Consumer-generated content (CGC) and consumer reviews are now a trusted source of information available to consumers. This new style of peer influence is similar to the trusted recommendations we get from friends. As consumers get smarter at spotting ads online, companies getting genuine endorsements from consumers through earned media (e.g. a Facebook share of a company’s product) (refer to Figure 11.3) are ever more valuable than paid media, and different channels also reveal different levels of trusted information.
	Legitimate power. Sometimes power is granted to people by virtue of social agreements, such as the authority we give to police officers, soldiers and, yes, sometimes even university professors. The legitimate power conferred by a uniform is recognised in many consumer contexts, including teaching hospitals where medical students don white coats to enhance their standing with patients.* Marketers ‘borrow’ this form of power to influence consumers. For example, an ad featuring an actor wearing a doctor’s white coat can add an aura of legitimacy or authority to the presentation of the product. This can be misused in cases where companies can persuade you to buy scam products. For example, fake pharmacies sell medication online that is either never delivered or not the correct product; consumers buy from these websites due to their authentic look and feel.*
	Expert power. US Robotics signed up the late British physicist Stephen Hawking to endorse its modems. A company executive commented, ‘We wanted to generate trust. So we found visionaries who use US Robotics technology, and we let them tell the consumer how it makes their lives more productive.’ Hawking, who had Lou Gehrig’s disease and spoke via a synthesiser, said in one TV ad, ‘My body may be stuck in this chair, but with the internet my mind can go to the end of the universe’.* Expert power, such as Hawking’s, is derived from possessing specific knowledge about a content area. This helps to explain the weight many of us assign to professional critics’ reviews of restaurants, books, movies and cars—even though with the advent of blogs and open-source references such as Wikipedia it’s getting a lot harder to tell just who is really an expert!*
	Reward power. When a person or group has the means to provide positive reinforcement (refer to the chapter ‘Learning and memory’), that entity will have reward power over a consumer to the extent that this reinforcement is valued or desired. The reward may be tangible, as occurs when an employee is given a pay rise. Or the reward may be intangible: social approval or acceptance is often what is exchanged in return for moulding one’s behaviour to a group or buying the products expected of group members.
	Coercive power. A threat is often effective in the short term but does not usually produce permanent attitudinal or behavioural change. Coercive power refers to influencing a person by social or physical intimidation. Fortunately, this type of power is rarely employed in marketing situations, unless you count those annoying calls from telemarketers! However, elements of this power base are evident in advertising fear appeals, the use of intimidation in personal selling and in some campaigns that emphasise the negative consequences that might occur if people do not use a product.


 [image: ]
Many people posted getting COVID vaccinated during the pandemic by posting to Instagram with photos of the jab or sticker. Source: Thurtell/Getty Images

  Figure 11.3 Earned and owned media remain the most trusted ad formats.
[image: A horizontal bar graph shows the percentage distrust of media in Australia. Details are traditional media, 48 percent; search engines, 47 percent; owned media, 33 percent; and social media, 24 percent.]
Source: Based on data from Edelman, ‘Trust Barometer 2022 Australia Report’, Daniel J Edelman Holdings, 16 February 2022.

      The family consumer group

The family unit is also defined as a consumer because it is the target for marketing activities and is also a unit of consumption.* Collective decision making within the family plays an important role in planning-consumption, enacting-consumption and socialising-consumption activities.* In recent times, both idealistic and simplistic notions of the family have been popularised by social scientists and media commentators as they consider the different roles within the family, and identify and explore the diverse ‘family’ constellations involving consumers in the 21st century. In the past few years, it has not been unusual to read news stories about the decline of the family unit. Although it is true that the proportion of people living in a traditional family structure, consisting of a married couple with children living at home, continues to decline, many other types of families are growing rapidly. Some experts have argued that as traditional family living arrangements have waned, people are placing greater emphasis on siblings, close friends and other relatives to provide companionship and social support.* Some people are even joining ‘intentional families’: groups of unrelated people who meet regularly for meals and who spend holidays together.*

Changing family structure

The extended family was once the most common family unit. It consisted of three generations living together and often included grandparents, aunts, uncles and cousins. As evidenced by TV families of the 1950s, the nuclear family—a mother and a father and one or more children (perhaps with a dog thrown in for good measure)—became the model family unit over time. The way we think of ‘family’, however, is evolving and changes in consumers’ family structures, such as those resulting from the upheaval caused by divorce, often represent opportunities for marketers as normal purchasing patterns become unfrozen and people make new choices about products and brands.*

Family size depends on such factors as educational level, the availability of birth control and religion.* The fertility rate is determined by the number of births per year per 1,000 women of child-bearing age. Marketers keep a close eye on the population’s birth rate to gauge how the pattern of births will affect demand for products in the future. For example, while a shrinking children’s population puts downward pressure on sales volume in sectors related to children, parents often put more emphasis on quality, which increases sales value.* Worldwide surveys show that almost all women want smaller families today. This trend is a problem for European countries whose fertility rates have plummeted over recent decades.

Paradoxically, while populations are booming in many less developed parts of the world, industrialised countries face future crises because there will be fewer young people to support their elders.

Although families are generally shrinking, the traditional extended family is very much a reality. Many adults are caring for their own parents as well as for their children. Middle-aged people have been termed the sandwich generation because they must attend to those above and those below them in age. In addition to dealing with live-in parents, many adults are surprised to find that their children are living with them longer. Dramatic falls in home ownership for young people, cost-of-living pressures, an ageing population and Australian Government moves to keep seniors out of nursing homes are forcing more Gen Xers and Baby Boomers to give extra care to their families. New technology and the internet of things (IoT) may offer solutions to families trying to manage care for elderly parents. A clever example is a monitoring system called Howz, which plugs directly into a home’s electricity meter, and once it’s 'learned' the routine of the household it will monitor home appliances. If there are any unexpected deviations, the app sends out an alert to connected family members.*

 [image: A photo shows a screenshot of the Howz application on the mobile phone.  The text on it says, last activity 1 minute 9 seconds ago. There are no alerts.]
Howz is a smart meter-like app that taps into the IoT to help families watch over elderly parents. Image descriptionA photo shows a screenshot of the Howz application on the mobile phone. It shows the time that movement was detected in different places at home, such as hallway and front door. A photo shows a screenshot of the Howz application on the mobile phone. The text shows, away from home mode, log out and contact details.
Source: Courtesy of Howz; Daboost/Shutterstock

Demographers call grown children who return home to live boomerang kids. In 2016, 43% of 20–24 year olds were still living with their parents, and other statistics put the rate at one-third of everyone over 20 yet to ‘fly the coop’.* In the popular media this group can be treated less sympathetically and has been described as ‘the insufficiently adult’ and been relabelled variously as adultescents, kidults and rejuveniles. Adultescents are challenging the expectations of adult behaviour, because all they want in life is (1) designer clothes, (2) to be famous, (3) to understand the internet, (4) to shop in prestige stores, (5) a university degree, (6) a million dollars and (7) to be recognised as an expert. For some, this list is more demeaning than insightful because they are more about generational ‘wars’. Every young adult, from whatever generation, has heard the comment ‘That wouldn’t have happened in my day’. Marketers, however, need to be able to recognise that the social rituals of adulthood are changing.*

Because they recognise that family needs and expenditures change over time, marketers apply the family life cycle (FLC) concept to segment households. The FLC combines trends in income and family composition with the changes in demands placed upon this income. As we age, our preferences and needs for products and activities tend to change. Households headed by 20-somethings spend less than average on most products and services because their households are small and their incomes are low. Income levels tend to rise (at least until retirement), so that people can afford more over time. Older consumers spend more per capita on luxury items such as gourmet foods and upmarket home furnishings.* In addition, many purchases that must be made at an early age do not have to be repeated very often. For example, we tend to accumulate durable goods such as large appliances and only replace them as necessary. Thus movement through the FLC is accompanied by significant changes in expenditure on leisure, food, durables and services, even after the figures have been adjusted to reflect changes in income.*

Family decision making

In just about every living situation, whether a conventional family, students sharing a house or some other non-traditional arrangement, group members seem to take on different roles. Much of the early research on household decision making only considered the roles of adult partners but, more recently, there has been a focus on children as marketing targets and their pester power in family decision making (we discuss this perspective in detail in the chapter, ‘Ethnicity, religion and age’). Social science research suggests that family members adopt various decision or influence strategies in an attempt to resolve conflict during purchase decisions. Some form of conflict is highly likely during family purchase decisions because decision making involves integrating various individual preferences.* Decisions will involve conflict between family members to the extent that they are somehow important or novel, or if individuals have strong opinions about good and bad alternatives. The degree to which these factors generate conflict determines the type of decision the family will make.* Some specific factors determining the degree of family decision conflict include the following:

  	 Interpersonal need (a person’s level of investment in the group): a teenager living at home may care more about what his family buys for the house than a high school student temporarily living at boarding school.
	Product involvement and utility (the degree to which the product in question will be used or will satisfy a need): a family member who is a coffee aficionado will obviously be more interested in the purchase of a new coffee-maker than a similar expenditure for some other domestic appliance.
	Responsibility (for procurement, maintenance, payment, and so on): people are more likely to disagree about a decision if it entails long-term consequences and commitments. For example, a family decision about getting a dog may involve conflict over who will be responsible for walking and feeding it.
	Power (or the degree to which one family member exerts influence over the others in making decisions): most families operate democratically and children typically accept the ultimate authority of their parents. Recent research suggests that as the family unit has become less patriarchal, children are becoming key to family decision-making processes. Power in the family from children’s perspective is wielded by mothers, rather than by fathers, as mothers are the most frequently consulted source of domestic authority.*


 

Referent power

Why is referent power an especially potent force for marketing appeals? What factors help to predict whether reference groups will or will not be a powerful influence on a person's purchase decisions?

  

       

Marketing opportunity

The rise of the cute economy

Being cute has created social media stars. Take for instance the now iconic ‘Charlie bit my finger’ viral session that amassed 850 million views and reportedly earned the two young children (who are now adults) a lot of money! That was probably the start of the cute economy (which media researcher James Meese defines as ‘the creation and circulation of user-generated content depicting entities (animals, babies, plants, objects, etc.) that are perceived to be cute’.*

Cute pet photos circulate widely on social media. While you might think that’s a uniquely social media phenomenon, it’s not. More than 100 years ago Harry Whittier Frees created novelty postcards of anthropomorphic animals that earned him a bit of income in the day.

‘Pet parents’ on social media humanise their fur babies using clothing accessories and props. Some even add sound effects such as catspeak, also known as meowlogisms! It does seem, however, that there is a ‘cute threshold’ and when anthropomorphism goes too far or is perceived to be inauthentic, content turns into cringe and the pet influencer loses followers.

So what are the benefits of consuming and sharing cute content? Firstly, it’s a gift of care and shows nurturing relationships. Secondly, consuming cute content can also be aspirational. Many people watching ‘dog survival’ stories now want to adopt a pet. Cute pet stories also provide vicarious connections to pets with people being able to consume care without having to allocate any resources to actual care for a real pet. Importantly, cute content can really motivate a cause and be a medium for change by raising awareness about cruelty-free co-existence with all animals. Finally, cute is also good for mental health, and shows how social media technology can have positive outcomes by strengthening people’s connections.

 Source: ‘Charlie bit my finger!’, YouTube, uploaded by jasminmakeup, 25 August 2010: https://youtu.be/0EqSXDwTq6U; G Shamayleh & Z Arsel, ‘Have an Instagram account for your pet?’, The Conversation, 24 December 2021: https://theconversation.com/have-an-instagram-account-for-your-pet-love-sharing-funny-animal-videos-youre-part-of-the-cute-economy-173311.

  

 

Marketing opportunity: Rise of the cute economy

Consider ‘cute’ content. Identify whether there is a type of power in this content, and how group identity can change the power of this content.

  

      Opinion leadership

 11.3 Understand why the role of opinion leaders and word-of-mouth communication are important to marketing actions. 

Although consumers get information from personal sources, they tend not to ask just anyone for advice about purchases. If you decide to sign up for a new music subscription, you will most likely seek advice from a friend who knows a lot about the digital services, and maybe music. This friend may hold many digital service subscriptions (Netflix, Stan, Amazon Prime, Spotify) or they may even be a regular blogger on technology sites and spend a lot of their free time browsing through online review sites. On the other hand, you may have another friend who has a reputation for being stylish or cool who spends their free time reading GQ and shopping at trendy boutiques. You might not discuss your latest technology acquisition with them, but you may take them with you to shop for this season’s latest fashion.

Everyone knows people who are knowledgeable about products and whose advice is taken seriously by others. These individuals are opinion leaders. An opinion leader is a person who is frequently able to influence others’ attitudes or behaviours.* Clearly, some people’s recommendations carry more weight than others'. Opinion leaders are extremely valuable information sources for a number of reasons:

  	They are technically competent and they possess expert power.*
	They have pre-screened, evaluated and synthesised product information in an unbiased way, so they possess knowledge power.*
	They are socially active and highly interconnected in their communities.*
	They are likely to hold offices in community groups and clubs and to be active outside the home. As a result, opinion leaders often wield legitimate power by virtue of their social standing.
	They tend to be similar to the consumer in terms of their values and beliefs, so they possess referent power. Note that, although opinion leaders are set apart by their interest or expertise in a product category, they are more convincing to the extent that they are homophilous rather than heterophilous. Homophily refers to the degree to which a pair of individuals is similar in terms of education, social status and beliefs.* Effective opinion leaders tend to be slightly higher in terms of status and educational attainment than those they influence, but not so high as to be in a different social class.
	Opinion leaders are often among the first to buy new products, so they absorb much of the risk. This experience reduces uncertainty for others who are not as courageous. Furthermore, whereas company-sponsored communications tend to focus exclusively on the positive aspects of a product, the hands-on experience of opinion leaders makes them more likely to impart both positive and negative information about product performance.


 

Opinion leaders

Explain how an opinion leader has referent power and describe an opinion leader in your life. Think about the types of advice you seek from them: clothing, new restaurants and bars, sporting equipment?

  

      How influential is an opinion leader?

When marketers and social scientists initially developed the concept of the opinion leader, it was assumed that certain influential people in a community would exert an overall impact on group members’ attitudes. Later work, however, began to question the assumption that there is such a thing as a generalised opinion leader: somebody whose recommendations are sought for all types of purchases. Very few people are capable of being expert in a number of fields. Sociologists distinguish between those who are monomorphic, or expert in a limited field, and those who are polymorphic, or expert in several fields.* Even opinion leaders who are polymorphic, however, tend to concentrate on one broad domain, such as electronics or fashion. An opinion leader for home appliances is likely to serve a similar function for home cleaners but not for cosmetics. In contrast, a fashion opinion leader whose primary influence is on clothing choices may also be consulted for recommendations on cosmetics purchases, but not necessarily on microwave ovens (unless the desire was for the most fashionable food warmer).*

A re-examination of the traditional perspective on opinion leadership reveals that the process isn’t as clear-cut as some researchers thought.* The original framework is called the two-step flow model of influence. It proposes that a small group of influencers disseminate information since they can modify the opinions of a large number of other people. This type of social influence illustrates the ‘influence in informal groups among peers’, which results in opinion leaders having the ability to informally shape the attitude, opinions and overt behaviours of others.* In influencer marketing, rather than marketing directly to a large group of consumers, a brand compensates influencers—who can be celebrities, content creators, customer advocates or employees—to spread and share the word on their behalf.*

 Researchers studying the effects of influencers found that the influence is driven less by influentials and more by the interaction among those who are easily influenced; they communicate the information vigorously to one another and they also participate in a two-way dialogue with the opinion leader as part of an influence network. These conversations create cascades of information,  which occurs when a piece of information triggers a sequence of interactions (much like an avalanche). One study tracked, on an hourly basis, the rate at which 50 million Facebook users installed 2,700 apps. The researchers found clear evidence of an information cascade: once an app was installed about 55 times in one day, its popularity took off. As Facebook friends got notified when someone installed the app, this feedback in turn prompted them to do it as well.*

      Types of opinion leaders

Early conceptions of the opinion leader role assumed a static process: the opinion leader absorbs information from the mass media and in turn transmits data to opinion receivers. This view has turned out to be overly simplified; it confuses the functions of several different types of consumers.

Opinion leaders may or may not be purchasers of the products they recommend. Early purchasers also tend to be innovators; they like to take risks and try new things. Opinion leaders who are also early purchasers have been termed innovative communicators. One study identified a number of characteristics of men attending university who were innovative communicators for fashion products. These men were among the first to buy new fashions and other students were likely to follow their lead when they made their own purchases. Other characteristics of the men included the following:

  	They were socially active.
	 They were appearance conscious and narcissistic (i.e. they were quite fond of themselves and self-centred).
	They were involved in rock culture.
	They were heavy magazine readers.
	They were likely to own more clothing, and a broader range of styles, than other students.*


Opinion leaders are also likely to be opinion seekers. They are generally more involved in a product category and actively search for information. As a result, they are more likely to talk about products with others and to solicit others’ opinions as well.* Contrary to the static view of opinion leadership, most product-related conversations do not take place in a ‘lecture’ format in which one person does all the talking. A lot of product-related conversation is prompted by the situation and occurs in the context of a casual interaction rather than as formal instruction.* One study, which found that opinion seeking is especially high for food products, revealed that two-thirds of opinion seekers also view themselves as opinion leaders.* Figure 11.4 contrasts this updated view of interpersonal product communication with the traditional view.

  Figure 11.4 Perspectives on the communication process
[image: A flow chart compares the traditional model of interpersonal product communication with the updated model.]
 Image descriptionThe details are as follows: Traditional model: ‘Mass media’ leads to ‘opinion leaders’, which leads to ‘recipients’. Updated model: ‘Mass media’ leads to ‘gatekeepers’ and ‘opinion leaders’. It also leads to ‘recipients’. ‘Recipients’ is connected by bi-directional arrows to ‘opinion leaders’ and ‘gatekeepers’. From ‘gatekeepers’, an arrow also points towards ‘opinion leaders’.

The market maven

Consumers who are experts in a product category may not actively communicate with others, whereas other consumers may have a more general interest in being involved in product discussions. A consumer category called the market maven describes people who are actively involved in transmitting marketplace information of all types. Market mavens are not necessarily interested in certain products and may not necessarily be early purchasers of products; they’re just into shopping and staying on top of what’s happening in the marketplace. They come closer to the function of a generalised opinion leader because they tend to have a solid overall knowledge of how and where to procure products.

Recent market mavenism research has explored the personality of mavens, identifying that they have an openness to experience, extraversion and agreeableness* (refer to the chapter 'Personality'). An interesting discovery from this research was that mavenism is negatively related to brand loyalty (which is not that unexpected) and positively related to frugality. How can market mavens be both materialistic and frugal at the same time? The answer is that while they seek material goods (more than other shoppers), they also want to conserve money by being smart shoppers, which involves using their knowledge of the marketplace to obtain the best value product for their money.*  

The surrogate consumer

In addition to everyday consumers who are instrumental in influencing others’ purchase decisions, a class of marketing intermediary called the surrogate consumer is an active player in many categories. A surrogate consumer is a person who is hired to provide input into purchase decisions. Unlike the opinion leader or market maven, surrogates are usually compensated for their advice.

Interior decorators, stockbrokers, professional shoppers and consultants can all be thought of as surrogate consumers. Whether or not they actually make the purchase on behalf of the consumer, surrogates’ recommendations can be enormously influential. The consumer in essence relinquishes control over several or all decision-making functions, such as information search, evaluation of alternatives and the actual purchase. For example, a client may commission an interior decorator to redo their house or a broker may be entrusted to make crucial buy/sell decisions on behalf of investors. The involvement of surrogates in a wide range of purchase decisions tends to be overlooked by many marketers, who may be mistargeting their communications to end consumers instead of to the surrogates who are actually sifting through product information.*

      Identifying opinion leaders

Because opinion leaders are so central to consumer decision making, marketers are quite interested in identifying influential people for a product category. In fact, many ads are intended to reach these people rather than the average consumer, especially if the ads contain a lot of technical information. The challenge for marketers in identifying opinion leaders is that most are everyday consumers. A celebrity or an influential industry executive is by definition easy to locate. They at least have a form of visibility or may be listed in published directories. In contrast, opinion leaders tend to operate at the local level and may influence a small group of consumers rather than an entire market segment.

 Because of the difficulties involved in identifying specific opinion leaders in a large market, most attempts to do so focus instead on exploratory studies through which the characteristics of representative opinion leaders can be identified and then generalised to the larger market. This knowledge helps marketers target their product-related information to appropriate settings and media.

Self-designation

The most commonly used technique to identify opinion leaders is simply to ask individual consumers whether they consider themselves to be opinion leaders. Although respondents who report a greater degree of interest in a product category are more likely to be opinion leaders, the results of surveys intended to identify self-designated opinion leaders must be viewed with some scepticism. Some people have a tendency to inflate their own importance and influence, whereas others who really are influential might not admit to this quality or be conscious of it.*

The fact that we transmit advice about products does not mean other people take that advice. For someone to be considered a bona fide opinion leader, their advice must actually be heard and heeded by opinion seekers. An alternative is to select certain group members (key informants) who in turn are asked to identify opinion leaders. The success of this approach hinges on locating those who have accurate knowledge of the group and on minimising their response biases (e.g. the tendency to inflate one’s own influence on the choices of others).

The self-designating method is not as reliable as a more systematic analysis (in which individual claims of influence can be verified by asking others whether the person is really influential), but it does have the advantage of being easy to apply to a large group of potential opinion leaders. In some cases not all members of a community are surveyed. 

Sociometry

The play Six Degrees of Separation is based on the premise that everyone on the planet indirectly knows everyone else—or at least knows people who know them. Indeed, it is estimated that the average American has 1,500 acquaintances and that five to six intermediaries could connect any two people in the United States.* A popular game challenges players to link the actor Kevin Bacon with other actors in much the same way.* 

Sociometric methods trace communication patterns between members of a group. These techniques allow researchers to systematically map out the interactions that take place between group members. By interviewing participants and asking them to whom they go for product information, researchers can identify those who tend to be sources of product-related information. This method is the most precise, but it is very difficult and expensive to implement because it involves very close study of interaction patterns in small groups. For this reason, sociometric techniques are best applied in a closed, self-contained social setting, such as in hospitals, prisons and army bases, where members are largely isolated from other social networks.

Sociometric techniques don’t just look at who talks (or texts) to whom; they also consider the type of relationships among members of a social network. Tie strength refers to the nature of the bond between people. It can range from strong primary (e.g. one’s spouse or partner) to weak secondary (e.g. an acquaintance one rarely sees). Although strong ties are important, weak ties are as well because they perform a bridging function. This type of connection allows a consumer access between subgroups. For example, you might have a regular group of friends that is a primary reference group (strong ties). If you have an interest in tennis, one of these friends might introduce you to a group of people who play on the tennis team. As a result, you gain access to their valuable expertise through this bridging function. This referral process demonstrates the strength of weak ties.

We use sociometric analyses to better understand referral behaviour and to locate strengths and weaknesses in terms of how one’s reputation flows through a community.*  To understand how a network guides what we buy, consider a study researchers conducted among women who lived together in a sorority house in the United States. They found evidence that subgroups, or cliques, within the sorority were likely to share preferences for various products. In some cases, they even shared their choices of ‘private’ (i.e. socially inconspicuous) products (probably because of shared bathrooms in the house).*

      Word-of-mouth communication

Word-of-mouth is said to be ten times more effective than traditional advertising.* While the rise of social media has impacted the word-of-mouth distribution model, it is face-to-face word-of-mouth that continues to be a strong influencer on grassroots efforts that motivate consumers to spread a brand or product message.* Word-of-mouth (WOM) is product information transmitted by individuals to individuals. Because we get the word from people we know, WOM tends to be more reliable and trustworthy than recommendations we get through more formal marketing channels. And, unlike advertising, WOM is often backed up by social pressure to conform to these recommendations.* Ironically, despite all the money pumped into creating lavish advertisements, WOM is far more powerful: it’s estimated to influence two-thirds of all consumer goods sales.*

If you think carefully about the content of your own conversations in the course of a normal day, you will probably agree that much of what you discuss with friends, family members or colleagues is product related. Whether you compliment a colleague on her dress and ask where she bought it, recommend a new restaurant to a friend or complain to your neighbour about the poor service you got at the bank, you are engaging in WOM. As far back as the Stone Age (well, the 1950s anyway), communications theorists challenged the assumption that advertising primarily determines what we buy. As a rule, advertising is more effective in reinforcing our existing product preferences than in creating new ones.* Studies in both industrial and consumer purchase settings underscore the idea that although information from impersonal sources creates brand awareness, consumers rely on WOM in the later stages of evaluation and adoption.* Quite simply, the more positive information consumers get about a product from peers, the more likely they will be to adopt the product.*

The influence of others’ opinions is at times even more powerful than our own perceptions. In one study of furniture choices, consumers’ estimates of how much their friends would like the furniture was a better predictor of purchase than their own evaluations.* In addition, consumers may find their own reasons to push a brand that takes the manufacturer by surprise: that’s what happened with Mountain Dew, whose popularity among younger consumers in the United States can be traced to the ‘buzz’ about the soft drink’s high caffeine content. As an advertising executive explained, ‘The caffeine thing was not in any of Mountain Dew’s television ads. This drink is hot by word-of-mouth’.*

The manufacturer of Dettol liquid antiseptic leveraged the power of WOM when it planned to increase product usage in China. The company achieved 46% reach through its traditional WOM campaign by targeting the influencer group of mothers, who were encouraged to try and sample the product and then share with ten friends. By the end of the campaign, brand awareness and purchase intention had increased, while sales increased 86%.*

 [image: A photo shows a Chinese advertisement for Dettol products in which the young mother is in the centre, being kissed on either cheek by her husband and her young daughter.]
The manufacturer of Dettol liquid antiseptic launched a successful WOM campaign in China by using mothers as influencers to trial and share the product.Source: Courtesy of Reckitt Benckiser

WOM is especially powerful when the consumer is relatively unfamiliar with the product category. Such a situation would be expected in the case of new products (e.g. medications to prevent hair loss) or those that are technologically complex (e.g. artificial intelligence systems). One way to reduce uncertainty about the wisdom of a purchase is to talk about it. Talking gives the consumer an opportunity to generate more supportive arguments for the purchase and to garner support for this decision from others. Consumers talk about products for several reasons:*

  	A person might be highly involved with a type of product or activity and gain pleasure from talking about it. Computer hackers, fashion addicts and football fans seem to share the ability to steer a conversation towards their particular interests.
	A person might be knowledgeable about a product and use conversations as a way to let others know it. Thus WOM sometimes enhances the ego of people who want to impress others with their expertise.
	A person might initiate such a discussion out of genuine concern for someone else. We are often motivated to ensure that people we care about buy what is good for them and do not waste their money.


 

Word of mouth

When was the last time you went somewhere or purchased something because a friend had given a you positive review? Were you glad you trusted them?

  

      Buzz building

In today’s marketplace it’s possible to share interests with people you have never met—and probably never will. Consumers have always been powerful marketers, but their toolbox for expression has been significantly upgraded with digital tools and social media that have dramatically expanded their power of voice and reach. The balance of power has shifted and the marketing message is only one input into a conversation that consumers conduct 24/7 in Reddit forums, on blogs and vlogs, on social networking platforms, via iPhones and elsewhere. Using these digital platforms and smartphone apps, brands and companies can create positive relationships by engaging consumers in online events and opportunities for collective discussions that turn everyday consumers into digital brand advocates and co-creators of online advertising content, product development and even service improvements. The benefits of this approach are many: real-time feedback on new products and services, the ability to recruit brand champions and the amplification of quality content to a consumer’s social networks drawing new followers to the brand.*

Marketers use guerrilla marketing strategies to create buzz among consumers. Typically achieved by using unconventional locations and intensive word-of-mouth campaigns to push products, big companies are buying into guerrilla marketing strategies to capture the attention of young consumers whom they can’t reach through traditional advertising. Of course, the guerrilla marketing/brand ambassador strategy works a lot better if you don’t boast about it on your website and in the mainstream media. No consumer appreciates being taken for a fool by a marketing gimmick. Some cool past examples that successfully re-created buzz include the following:

  	The ‘Google Nose BETA’ was released on April Fool’s Day. Google claimed: ‘You can use Google to not just search for things, you can also use it to smell your favourite things’. You just had to hit the ‘Try Google Smell’ button on the homepage. While this was an April Fool’s joke, the reality is that engineers are trying to build an electronic nose.*
	Vittoria coffee also ran an April Fool’s campaign that promoted its new white coffee bean which, when ground, would make white coffee (no milk needed). The ad, featuring a picture of the white bean with a phone number, ran in The Sydney Morning Herald. Each person who phoned to enquire about the white bean received a special Vittoria gift pack for being a good sport. The campaign generated hundreds of calls and worldwide coverage.
	Procter & Gamble’s Tremor division spreads the word about its products among young people. It recruits almost 300,000 children between the ages of 13 and 19 to deliver endorsements in school cafeterias, at sleepovers, by mobile phone and by email. It taps these ‘Tremorites’ to talk up just about everything, from movies and music to milk and moisturiser—and they do it for free. Tremor looks for young people with a wide social circle and a gift of the gab. To register, children fill out a questionnaire that asks them, among other things, to report how many friends, family members and acquaintances they communicate with every day. The company rewards them for their help with exclusive music mixes and other rewards such as shampoo and cheap watches.*


Sometimes, however, a campaign can create the wrong type of buzz. A classic case in point is the New Zealand Vodafone campaign, which called for ‘Vodafone streakers’. Two guys took up the challenge and ran out onto the field during a New Zealand vs. Australia rugby game wearing only the Vodafone company logo painted across their bodies. The resulting public outrage was fierce. Vodafone’s CEO had to issue a public apology and also made a donation to a local charity involved in reducing sports injuries. What might have appeared to be a good creative tactic for Vodafone during the planning stage became highly controversial when implemented.*

 

Word of mouth

Read the statements below. Decide whether you think they are 'True' or 'False'. Select 'Reveal the Answer' to check your answer.

True or False: Word-of-mouth advertising is said to be five times more effective than traditional advertising.


Reveal the Answer
False: Word-of-mouth communication is said to be 10 times more effective than traditional advertising.




True or False: WOM tends to be more reliable and trustworthy than recommendations we get through more formal marketing channels.


Reveal the Answer
True: Because we get the word from people we know, WOM tends to be more reliable than more formal marketing channels.




True or False: WOM is less powerful when the consumer is relatively unfamiliar with the product category.


Reveal the Answer
False: When a consumer is unfamiliar with the product category, WOM is especially powerful.




  

      Negative WOM

Word-of-mouth is a double-edged sword that can cut both ways for marketers. Informal discussions between consumers can make or break a product or store. Furthermore, consumers weigh negative word-of-mouth more heavily than they do positive comments. When we’re considering a new product or service, we’re particularly likely to pay more attention to negative information than to positive information and to tell others about our nasty experiences.* Research shows that negative WOM reduces the credibility of a company’s advertising and influences consumers’ attitudes towards a product as well as their intention to buy it.*

Negative WOM is even easier to spread online. Many dissatisfied customers and disgruntled former employees have been ‘inspired’ to create websites just to share their tales of woe with others. A now classic case example is the story of David Carroll, a Canadian musician, who wrote a song about his customer service nightmare with United Airlines.* The video he posted on YouTube became an internet phenomenon and picked up global media coverage, and at the time it was reported that United’s share price dropped in the weeks following the release of the video.

As we transmit information to one another, it tends to change. The resulting message usually doesn’t resemble the original at all. British psychologist Frederic Bartlett used the method of serial reproduction to examine how content mutates. As in the game of ‘Telephone’ many of us played as children, he asked a participant to reproduce a stimulus, such as a drawing or a story. He then gave another participant this reproduction and asked them to copy it, and repeated this process several times. Figure 11.5 illustrates how a message changes as people reproduce it. Bartlett found that distortions almost inevitably follow a pattern: they tend to change from ambiguous forms to more conventional ones as participants try to make them consistent with their pre-existing schemas (refer to the chapter 'Perception'). He called this process assimilation and he noted that it often occurs as people engage in levelling, when they omit details to simplify the structure; or sharpening, when they exaggerate prominent details.

  Figure 11.5 The transmission of misinformation
[image: A set of sketches illustrates the distortion that can occur in the transmission of information.]
These drawings provide a classic example of the distortions that can occur as information is transmitted from person to person. As each participant reproduced the figure, it gradually changed from an owl to a cat. Image descriptionIn the figure, the original drawing is of an owl. Over the next ten reproductions of the same drawing, made by different persons, certain details are missed, or misinterpreted, leading to the final reproduction resembling a cat.
 Source: FC Bartlett, Remembering, Cambridge: Cambridge University Press, 1932.

 

Reflect

As a marketer, you may be tasked with marketing a new tent. Propose how you could use opinion leaders and word-of-mouth to encourage consumers to purchase this tent.

  

       



Marketing pitfall

The dark side of the sharing economy

The sharing economy evokes strong passions. There are those who view the sharing economy model with enthusiasm, believing it is having a positive influence on the supply side of the market through increased competition based on giving consumers the ability to participate and create new market offerings without the cost of using intermediaries. On the demand side, consumers have the potential to get a better product and service offering based on the new rules of negotiation facilitated through online platforms. From a societal point view, the better use of underused assets and services—for a fee or for free—means a reduction in excess market capacity that can produce an environmental benefit.

Others point out, however, that the sharing economy, which brings together both social (relational, communitarian) and economic (allocative, profit-seeking) factors creates unique tensions for those engaging in these new business practices. Trust is at the heart of the sharing economy model, but some believe that this trust is misplaced. Critics argue that the sharing economy relies on low-cost checks, the consequences of which includes ride-share vehicles potentially being driven by people with criminal records. More broadly, others argue that the sharing economy skirts around regulation and taxation regimes, gaining an inappropriate business advantage. Other critics have also asked:

  	Are the freelancers truly ‘free’—who protects the rights of freelancers on TaskRabbit and AirTasker?
	Can reviews be fixed to mislead customers or to ostracise those marketing their products and services?
	What is the social cost for people who own homes in areas that are also popular with tourists on Airbnb?
	While some people are selling their ‘spare time’ by driving cars or doing odd jobs, what is the implication for those people whose livelihoods are being affected?


All new technologies that create disruptions have an upside, but there is also a dark side. These issues need to be resolved so that the sharing economy can fulfil its social and macroeconomic potential. Some of the suggested solutions include:

  	Community policing and self-regulation need to be established.
	Platform providers need to protect the ‘sharers’. They also need to be responsible for facilitating transactions and wear the costs of injury to people and damage to property.
	New regulations are needed that include taxation of sharing platforms to level the tax paying field.


 Source: G Keating, ‘The sharing economy: New opportunities, new questions’, Global Investor, 2: 15, 23 October 2015: www.oxfordmartin.ox.ac.uk/downloads/GI_215_e_GesamtPDF_01_high.pdf; K Erickson & I Sørenson, ‘Regulating the sharing economy’, Internet Policy Review, 5(2), 30 June 2016: https://doi.org/10.14763/2016.2.414; R Horne, ‘Sharing economy sounds caring, but let’s put it to the ethical city test’, The Conversation, 10 November 2017: https://theconversation.com/sharing-economy-sounds-caring-but-lets-put-it-to-the-ethical-city-test-87165; A Malhotra, ‘The dark side of the sharing economy—and how to fix it’, UNC Kenan-Flagler Business School, 1 December 2014: www.kenan-flagler.unc.edu/news/the-dark-side-of-the-sharing-economy-and-how-to-fix-it.

  

      The social connection evolution

11.4 Appreciate how consumers’ engagement with digital platforms and social media changes communication.

The odds are that today you have been online and interacted across multiple social media channels, and are part of the social media revolution that is changing how consumers interact with the marketplace and with one another. Sometimes people define social media in terms of hardware (like Android smartphones) or software (like Wikipedia), but really it’s first and foremost about online community: the collective participation of members who together build and maintain a site.* Many of us have become so enmeshed in our social networks that we feel the need to check them constantly to be sure we stay on top of what our (online) friends are up to 24/7 (oops, better stop reading this chapter and scan TikTok, Twitter or Instagram!). Do you know anyone like that? Some refer to this compulsion as the fear of missing out (FOMO). Certainly there are advantages to always feeling connected, but perhaps the downside is a vague feeling of regret or inadequacy that lurks in the background in case we chose not to be somewhere—or even worse, that we weren’t invited in the first place!*

Whether we feel left out or not, it seems clear that our passion for social media affects our emotions and experiences during the course of a typical day. Indeed, one study even found that people on Twitter tend to follow others who share their mood; people who are happy tend to retweet or reply to others who are happy, whereas those who are sad or lonely tend to do the same with others who also post negative sentiments.*

 [image: A photo shows four young women sitting on a bench, each of them totally absorbed with the gadget in their hands.]
Mobile devices that connect us to a multitude of social media platforms are changing how people talk and connect. Psychologist Sherry Turkle coined the term being ‘alone together’ to describe the behaviour, especially for the young, of being physically in groups but creating emotional connections predominately through smartphones.Source: Guruxox/123RF

      Online social networks and brand communities

Let’s take a closer look at the underlying fabric of social media. Each online platform, such as Facebook, Pinterest or Twitter, consists of a social network: a set of socially relevant nodes connected by one or more relations.* Nodes are members of the network (e.g. the more than one billion Facebook users) who are connected to one another. Ties stem from affiliations, such as kinship, friendship and affective bonds, shared experiences and common hobbies and interests. When we think of community, we tend to think of people, but in principle, members of a network can be organisations, articles, countries, departments in a company or any other definable unit. A good example is your university alumni association. The association is a community of networked individuals and organisations. Social networks are sometimes called social graphs, though this term may also refer to a diagram of the interconnections of units in a network.

 Flows occur between nodes. Flows are exchanges of resources, information or influence among members of the network. On Instagram you share news, updates about your life, opinions on your favourite books and movies, photos, videos and notes. As you share content, you create flows from among those in your network. In social media, these flows of communication go in many directions at any point in time and often on multiple platforms—a condition we term media multiplexity. Flows are not simply two-way or three-way; they may go through an entire community, a list or group within a network, or several individuals independently. For marketers, flows are especially important because they are the actionable components of any social network system in terms of the sharing of information, delivery of promotional materials and sources of social influence.

Successful online communities possess several important characteristics:

  	Standards of behaviour. These are the rules that specify what members can and can’t do on the site. Some of these rules are spelled out explicitly (e.g. if you buy an item on eBay, you agree that you have entered into a legal contract to pay for it), but many of them are unspoken. A simple example is discouragement of the practice of flaming when a POST CONTAINS ALL CAPITAL LETTERS TO EXPRESS ANGER.
	 Member contributions. A healthy proportion of users need to contribute content. If not, the site will fail to offer fresh material and ultimately traffic will slow. Participation can be a challenge, though. Remember the 80/20 rule we discussed in an earlier chapter? It applies to online consumption as well. The fact is that most members of an online community are lurkers, which means they absorb content that others post rather than contributing their own. Researchers estimate that only 1% of a typical community’s users regularly participate, and another 9% do so only intermittently. The remaining 90% just observe what’s on the site. Although they don’t contribute content, they do offer value to advertisers that simply want to reach large numbers of people. But what happens when we want to engage consumers more actively? How can a site convert lurkers into active users? The easier it is to participate, the more likely it is that the community can generate activity among a larger proportion of visitors. In part, this means ensuring that there are several ways to participate that vary in ease of use. Facebook is an example of an online community that has figured out how to offer several forms of participation. Members can post status updates (easy), make comments, upload pictures, share notes and links, play social games, answer quizzes, decorate their profiles, upload videos and create events (a bit harder), among other forms of participation.
	 Degree of connectedness. Powerful groups are cohesive; this means the members identify strongly with them and are highly motivated to stay connected. Online groups may be even more cohesive than physical groups, even though many of the members will never meet one another in person. For example, compared with the ‘six degrees of separation’ norm we discussed, researchers estimate that Facebook’s members on average have only four degrees of separation from each other. Although some users have designated only one friend and others have thousands, the median is about 100 friends. The researchers found that most pairs of Facebook users could be connected through four intermediate users, and this number shrank to three within a single country.* Because many of us devote so much time and energy to our online group relationships, connectedness also reflects our real-world relationships. One study, which analysed 1.3 million Facebook users and about 8.6 billion links among them, reported that couples who are in a relationship are more likely to stay together if they share a lot of mutual Facebook friends, and they’re more likely to break up within a few months if this indicator dips sharply because it implies their social lives aren’t overlapping much.*
	 Network effects. The quality of the site improves as the number of users increases. For example, Amazon’s ability to recommend books to you based on what other people with similar interests buy gets better as it tracks more and more people who enter search queries. Figure 11.6 illustrates this network effect.


  Figure 11.6 One person’s Facebook network
[image: A figure shows a series of four images representing four aspects of one person’s Facebook network.]
 Image descriptionIn the figure, the base of the four images is a circular pattern of random dots with the centre marked clearly. The first image, representing the All Friends network, shows numerous lines connecting the dots; the connections being very dense in two sectors. The second image, representing maintained relationships, shows a less dense network of connected lines, with one sector denser than the rest. The third image, representing one-way communication, shows a still less dense network of connected lines, with the same sector denser than the rest. The fourth image, representing mutual communication, shows a very thinly connected network of lines.
Source: Courtesy of Dr Cameron Marlow, Stanford University.

 

How do you use social media?

Each time you share something on Instagram or TikTok, you informs your followers about what you’re interested in. You may not be an influencer, but these posts can influence your friends. Describe the last time you were influenced to listen to a new song, watch a video or take up an activity because someone you follow on social media did it too. In your description consider whether this was one-way communication or mutual.

  

      Digital WOM

Viral marketing occurs when an organisation motivates visitors to forward online content to their friends; the message quickly spreads, much like a cold virus moves among students in a hall of residence. It usually takes off when the online content is entertaining or just plain weird. This strategy was effective for a multitude of products today, even for makers of commodity product’s such as Velcro—the sticky shoe fastener stuff. They made an ad and shared it on Twitter to get people involved with sharing and commenting on the ad (because it’s hilarious). The ad shows Velcro’s ‘lawyers’ singing along to a tune that attacks all the imitators and rip-offs of its product. It’s a witty ad aimed at protecting its patent and urging people to use its name correctly.*

Social media provides opportunities for both organisation and individual users. Via social media, individual users are able to share their knowledge and experience globally. Social media influencer marketing is enjoying rapid growth, with more than 60% of companies today experimenting with this new form of marketing. Some marketing experts expect social media influencers to become the primary type of marketing in the near future.*

Research on the social influence of social media influencers has found they exert informational and normative social influence over their readers, receivers or followers with regard to brands and products.* In this way, social media influencers overlap with how traditional endorsers function because they both exert influence with the content they create for a large number of followers, and they function as opinion leaders who influence consumers’ product decisions and evaluations.*  

Fundamentally, the power of social media influencers is the power of sharing. Sharing is a basic consumer behaviour, and it is distinct from other styles of consumer commodity exchange and gift-giving.* Consumer use of the internet and the rise of social media platforms demonstrate the cornucopia of shared information available to us all. Think about the difference between Wikipedia and the traditional encyclopaedia, and how platforms such as YouTube, Facebook and Google are transcending the perspective that information is something to be owned, bought and sold.* Rather, these social media platforms demonstrate how freely available content is and that often we can share something without losing.*

Researchers report that written communication about brands is more likely to include mentions of interesting or unusual brands, and the motivation to post about these items is driven to a greater extent by the desire for self-enhancement. When people share their opinions about products with their social networks, they may do so to satisfy one of several goals: to manage the impression they make on others, to regulate emotions by expressing affective reactions, to share and acquire information, to bond with others or to persuade others to change their opinions.*

Unlike a spontaneous conversation in the physical world, when consumers write about products they have more time to think strategically about what they’re saying—and about how these judgements reflect on them.* Indeed, much of what we post is actually about ourselves; one study reported that 80% of tweets people send focus on themselves rather than other topics.*

 A study that analysed Twitter data illustrates the care people take to portray themselves in a positive light, and that they avoid acting like they’re bragging when they tweet about products they’ve bought or experienced. When the researchers looked at posts regarding two luxury brands—Louis Vuitton and Mercedes—they found that people commonly mention these items ‘in passing’ as they comment on what they’re doing or feeling at the moment, or even try to downplay the brand’s positive characteristics to avoid looking too snobbish.*

      Learning snapshot

  	Consumers belong to or admire many different groups and are often influenced in their purchase decisions by a desire to be accepted by others.
	Individuals have influence in a group to the extent that they possess social power; types of social power include information power, referent power, legitimate power, expert power, reward power and coercive power.
	Brand communities unite consumers who share a common passion for a product. Brandfests organised by companies to encourage this kind of community can build brand loyalty and reinforce group membership.
	There are basically two categories of people who have two different reasons for conforming to the desires of others: (1) people who model their behaviour after others because they take others’ behaviour as evidence of the correct way to act are conforming because of informational social influence, and (2) those who conform to satisfy the expectations of others or to be accepted by the group are affected by normative social influence.
	Individuals or groups whose opinions or behaviours are particularly important to consumers are reference groups. Both formal and informal groups influence the individual’s purchase decisions, although the impact of reference group influence is affected by such factors as the conspicuousness of the product and the relevance of the reference group to a particular purchase.
	The number and type of households is changing in many ways, reflecting, for example, the delay in getting married and having children. New perspectives on the family life cycle, which focus on how people’s needs change as they move through different stages in their lives, are forcing marketers to consider more seriously consumer segments, such as same-sex couples, divorced persons and childless couples, when they develop targeting strategies.
	Opinion leaders who are knowledgeable about a product and whose opinions are highly regarded tend to influence others’ choices. Specific opinion leaders are somewhat hard to identify, but marketers who know their general characteristics can try to target them in their media and promotional strategies.
	Other influencers include market mavens, who have a general interest in marketplace activities, and surrogate consumers, who are compensated for their advice about purchases.
	Much of what we know about products is learned through word-of-mouth (WOM) communication rather than through formal advertising. Product-related information tends to be exchanged in casual conversations. Online technologies accelerate the WOM process by enlisting consumers to help spread the word.
	Although WOM is often helpful for making consumers aware of products, it can also damage brands and companies when harmful product rumours or negative WOM occurs.
	Social media changes the way we learn about and select products. These platforms are increasing our access to others’ opinions about products and services.
	Viral marketing techniques enlist individuals to spread online WOM about brands. Online opinion leaders play a pivotal role in disseminating influential recommendations and product information.


Consumer behaviour challenge

  	Compare and contrast the five bases of power described in this chapter. Which are most likely to be relevant for marketing efforts?
	The power of unspoken social norms often becomes obvious only when these norms are violated. To witness this result first-hand, try one of the following: stand facing the back wall in a lift; serve dessert before the main course; offer to pay cash for dinner at a friend’s home; wear pyjamas to class; or tell someone to not have a nice day.
	Reflecting on COVID-normal times, outline what reference group effects have been influential in shaping your consumer behaviours. Think of one social example, and one commercial example.
	Identify a set of avoidance groups for your peers. Can you identify any consumption decisions that are made with these groups in mind?
	Identify fashion opinion leaders on your campus. Do they fit the profile discussed in this chapter?
	How do current trends in the family life cycle affect the marketing of mobile phones to children?
	Under what conditions are we more likely to engage in social comparison with dissimilar others versus similar others? How might this dimension be used in the design of marketing appeals?
	Discuss some factors that influence whether membership groups will have a significant influence on a person’s behaviour.
	Evaluate the strategic soundness of the concept of guerrilla marketing. For what types of product categories is this strategy most likely to be a success?
	Conduct a sociometric analysis within your tutorial group, friends list, blog roll or suburb. For a product category such as music or cars, ask each individual to identify other individuals with whom they share information. Systematically trace all these avenues of communication and identify opinion leaders by locating individuals who are repeatedly named as providing helpful information.
	The strategy of viral marketing gets customers to sell a product to other customers on behalf of the company. That often means convincing friends to climb on the bandwagon and sometimes you get a cut if they end up buying something.* Some might argue that means you’re selling out your friends (or at least selling to your friends) in exchange for a piece of the action. Others might say you’re just sharing the wealth with those you care about. Have you been involved in viral marketing by passing along the names of your friends? If so, what happened? How do you feel about this practice?


      Case study

Using gamification to build social experiences and motivate behaviour

Dr Rory Mulcahy

How can Mario, Sonic and Pikachu help consumer researchers and marketers to build a social experience? In the past, games and game experiences were predominately designed for the individual. However, as digital technology has advanced, games have become an increasingly social experience. For example, with the rise of personal computers and the internet, we have seen the rise of massive multiplayer online role-playing games (MMORPGs) such as ‘World of Warcraft’ (WoW), which has had more than 100 million player accounts created in its lifetime.* In more recent times, games and technology have extended beyond the screen and encouraged social experiences outside the virtual realm, connecting players in the real world. This was seen in the ‘Pokémon GO’ craze, where the free-to-play mobile game used real-world mapping to encourage players to visit public spaces and engage with other players in their local community and surroundings.* So, how can marketers harness the power of games to build social experiences? The answer lies in gamification.

What is gamification and where do we see it at play in marketing?

Gamification is the use of game design elements in a non-gaming system to improve user experience and engagement.* These game design elements include features such as challenges, rewards (points, badges and medals), feedback, leader boards, avatars and levels. Marketers’ understanding and use of gamification is only just emerging, but already promising results are being seen. A popular example of gamification in marketing can be seen in fitness tracking technology services such as Nike+. This application measures the user’s physical activity, which is translated into NikeFuel points. Through the use of reward points, the user interacts socially with their friends and other users, as well as unlocking or sharing achievements.* Through the use of these gamification features, users are able to socially interact with other users, which in turn motivates all users to exercise more and improve their physical wellbeing.

Gamification allows marketers to connect with consumers as well as encouraging consumers to connect with each other like never before. As more and more consumers continue to play games on their smartphones, the use of gamification becomes more important to engage consumers through the creation of a social experience. What this means for marketers is that they need to think of ways to make ‘gameful’ social experiences through their products and services. But what type of social experiences can gamification allow marketers to create? It can create social connection, social recognition and social camaraderie.

Gamification for social connection

Have you ever played a game such as ‘Words with Friends’ or shared your Wordle attempt and felt more in contact with friends or family? Well, this form of social connection developed through a gaming experience is where gamification can assist marketers in creating a social experience. Research on games such as ‘Words with Friends’ and ‘Pokémon GO’ show that gaming experiences can assist consumers to connect and create social ties with others. For example, research shows that 90% of interviewed ‘Pokémon GO’ players played the game with family and friends.* This leads to greater enjoyment of the game as well as time spent with family and friends. Research also shows that gamification can encourage group conversations about consumption of goods and services.* In addition, games and gamification can be a useful icebreaker for consumers who feel socially shy or anxious, providing a common experience to discuss with other consumers, leading to a heightened sense of belonging.

Games and gamification for social recognition

You may have noticed a friend getting frustrated when another person’s Instagram post gets more likes than their own or when someone posts a new personal best on a fitness tracking app. This is another way marketers can use gamification for social experiences, through social recognition. Marketers use social recognition to encourage increased consumption of products or wellbeing behaviours such as exercise by using leader boards, points and achievements. Some individuals are competitive by nature and providing non-monetary rewards such as points mapped onto a leader board can be intrinsically motivating for consumers to perform a behaviour or use a product more. For example, a FitBit user may notice another user at the top of the step count leader board at 46,341 steps for the week in comparison with their 45,344 steps. Due to their competitive nature and desire for social recognition as being high on the leader board for the most steps for the week, the FitBit user is motivated to do a 30-minute run to become number 1 on the leader board.

Gamification for social camaraderie

Gamification can assist in creating social camaraderie benefits or a feeling of being part of a team. We can see this at play in the ‘Dry July’ campaign, where individuals can join teams to overcome the challenge of giving up alcohol consumption for the month of July, while also challenging themselves and other teams to raise the most money for cancer research. This is also the case with other charitable drives such as Movember where males can become ‘mo- bros’ and grow moustaches during the month of November to raise awareness of men’s health issues. Joining teams and making pacts or pledges to causes or actions provides individuals with feelings of social support and camaraderie, which in turn strengthens their motivation to achieve a goal. Marketers can therefore look to creating teams or other group experiences that facilitate feelings of camaraderie as a tool for recruitment, retention and goal achievement.

Source: Used with permission from Rory Mulcahy

 

Question 1: Highlight examples where you have seen gamification create social experiences for consumers. Also identify whether they were facilitated by social connection, social recognition or social camaraderie.

Question 2: Look through the apps on your phone. How many of them use gamification to create social experiences? And how do they facilitate this (e.g. what game design elements do they use and what are the most common elements)?

Question 3: You’ve been given the task of encouraging households to save electricity. Discuss how you would use gamification to create a social experience that motivates households to save electricity.

Question 4: Analyse the Nike+ app and discuss how this tracking technology uses gamification and social experiences for commercial and wellbeing benefits.

  

      Chapter 12 Ethnicity, religion and age

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

12.1 Discuss cultural theories that can guide the analysis of consumer culture.
12.2 Explain how consumer culture and subcultural influences of ethnicity, religion and age often guide consumption choices.
12.3 Explain the differences between high- and low-context cultures.
12.4 Understand how the generation into which a consumer is born can influence their lifestyle choices and buying behaviours.
  
 Introduction

Australia is a multicultural society with people from many continents represented in its population and contributing to the cultural landscape. Population diversity is represented in the number of languages spoken at home, which is a key marker of an ethnic group. Collectively, more than 300 different languages are spoken in Australian homes, and there are more than 100 religions and more than 300 different ancestries. Australia’s Indigenous people are two distinct cultural groups made up of Aboriginal and Torres Strait Islander peoples and collectively within these broad groups there are more than 250 different language groups in existence.*

Culture, a concept crucial to the understanding of consumer behaviour, may be thought of as a society’s personality. Culture develops from the patterns of meaning acquired by members of society expressed through knowledge, values, beliefs, ethics and laws, as well as the material objects and services, such as cars, clothing, food, art and sports that are produced or valued by a society. Put another way, culture is the accumulation of shared meanings, rituals, norms and traditions among the members of an organisation or a society. Culture is created from a range of sources including language(s), nationality, education, profession, group, religion, family, gender and social class* that merge to form a set of standards and beliefs that help us know how to behave.

Consumer culture is also affected by group memberships within the society at large. These groups are known as subcultures and their members share beliefs and common experiences that set them apart from others. Every consumer belongs to many subcultures. These memberships can be based on similarities in age, race or ethnic background, place of residence or even a strong identification with an activity or art form. In contrast to larger, demographically based subcultures, people who are part of a subculture freely choose to identify with a lifestyle or aesthetic preference. Subcultures can be based on fictional characters and movies—for example, the many devotees of Game of Thrones (GOT) have created a subculture that is expressed and played out at Comic-Con events. Fans who also admire brands create and contribute to brand communities, and in the era of prosumer capitalism, fans are increasingly seen as not only simple recipients of brand meaning, but also significant producers in creating value and experiences for the brand.*

 [image: A photo shows a group of 'Game of Throne' fans dressed in unique costumes representing the characters of the series.]
Fans of GOT demonstrate unique cultural practices and patterns of fan behaviour that define them as a specific subgroup within the popular culture today.Source: Robert Gauthier/Los Angeles Times/Getty Images

      Theories of culture

12.1 Discuss cultural theories that can guide the analysis of consumer culture.

Groups (discussed in the chapter 'Groups and social influence') exert significant influences on our individual consumer decisions. Still, some of our affiliations are more central to our cultural identify and value system than are others. External connections that play an influential role in defining who we are and what we value are race/ethnicity, religion and age. These important influences on culture will be discussed shortly. But first, the following section summarises useful theories that marketers have used to explain the influence of culture on consumers.

Cultural variation theory: Triandis

An important researcher who classified cultural variation was Triandis, whose studies on the relationship between culture and social behaviour found that cultures differ on three dimensions: complexity, tightness and collectivism (vertical and horizontal).* Each of these dimensions is bi-polar (opposites at the end of the dimension) with simplicity–complexity, tightness–looseness and collectivism–individualism as the anchors. These dimensions are shown in Figure 12.1. The characteristics on the left side of the dimension (e.g. simplicity, tightness and collectivism) tend to occur together in a culture, while the opposite characteristics occur together.* For example, the culture in Australia would be defined as complex (high use of technology, educational systems, high population density in cities and a developed economy), loose (tolerance of different norms among subgroups, geographic mobility and decentralised power in social systems) and individualistic (priority of personal goals over group goals, emphasise independence and resist authority).*

  Figure 12.1 A comparison of cultural characteristics theories
[image: A figure shows comparison of three theories of cultural characteristics for the years 1972, 1980, and 2006.]
 Image descriptionThe figure shows the following information: Triandis’ 1972 cultural variation theory: Simplicity–complexity Tightness–looseness Collectivism–individualism Hofstede’s 1980 theory of cultural differences: High–low power distance Collectivism–individualism Femininity–masculinity High–low uncertainty avoidance Long–short-term orientation GLOBE 2006: Power distance Collectivism I Collectivism II Uncertainty avoidance Gender egalitarianism Assertiveness Future orientation Performance orientation Humane orientation.

Five dimensions of culture: Hofstede

Building on Triandis’s research, the most widely cited theory of cultural differences in marketing is Hofstede’s work,* which defines five cultural dimensions: power distance, individualism, masculinity, uncertainty avoidance and long-term orientation. Power distance corresponds with the looseness dimension of Triandis* and collectivism is in both theories. Cultures differ in their emphasis on individualism versus collectivism. In collectivist cultures, people subordinate their personal goals to those of a stable in-group. In contrast, consumers in individualist cultures attach more importance to personal goals and are more likely to change membership when the demands of the group (e.g. workplace or church) become too costly. Whereas a collectivist society stresses values such as self-discipline and accepting one’s position in life, individualist cultures emphasise personal enjoyment, excitement, equality and freedom. Some strongly individualist cultures include Australia, the United States, the UK, Canada and the Netherlands. Venezuela, Pakistan, Taiwan, Thailand, Turkey, Greece and Portugal are some examples of strongly collectivist cultures.*

The degree to which we value long-term or short-term activities or objects differs greatly. Some cultures (such as Australia, the UK and the US) place more emphasis on the short term. Products that appeal to these cultures because of this orientation are ‘instant scratchies’, easy credit and credit cards. People are prepared to pay more for items that are useful now despite their lack of long-term use (e.g. low-quality toasters that look nice but might need replacing in a year). The disadvantage of this orientation is the low level of savings and high level of personal debt that then accrues. In many instances, these cultures are an example of ‘act now, regret later’.

Despite being very popular among business researchers and practitioners, the Hofstede approach has been critiqued for the following reasons:

  	The theory assumes that all dimensions of national culture have been discovered.
	It is unclear whether data obtained in a cross-cultural project 35 years ago mirror the country characteristics of today.
	Survey questions were designed to measure and compare cultural differences at a national macro level, not a micro, individual level. The instrument cannot be effectively used with individual consumers.
	The validity and reliability of the results have been questioned by other researchers.


Cultural clusters: the GLOBE project

A more recent approach that claims to overcome many of the problems associated with the Hofstede approach is the GLOBE project, which contains cultural clusters. A cultural cluster is a group of countries that share similar cultural characteristics. Building on the work of both Triandis* and Hofstede,* the GLOBE project studied 61 nations and developed nine cultural dimensions (see Table 12.1), grouping societies together based on their level of uncertainty avoidance, power distance, institutional collectivism, in-group collectivism, gender egalitarianism, assertiveness, future orientation, performance orientation and humane orientation.*

Review your understanding of GLOBE dimensions.

  	Uncertainty avoidance: The extent to which members of an organisation or a society strive to avoid uncertainty by reliance on social norms, rituals and bureaucratic practices to alleviate the unpredictability of future events.
	Power distance: The degree to which members of an organisation or a society expect and agree that power should be unequally shared.
	Collectivism I (societal collectivism): The degree to which organisational and societal institutional practices encourage and reward collective distribution of resources and collective action. Low scores reflect individualistic emphasis and high scores reflect collectivistic emphasis by means of laws, social programs or institutional practices.
	Collectivism II (in-group collectivism): The degree to which individuals express pride, loyalty and cohesiveness in their organisations or families.
	Gender egalitarianism: The extent to which an organisation or a society minimises gender role differences and gender discrimination.
	Assertiveness: The degree to which individuals in organisations or societies are assertive, confrontational and aggressive in social relationships.
	Future orientation: The degree to which individuals in organisations or societies engage in future-oriented behaviours, such as planning, investing in the future and delaying gratification.
	Performance orientation: The extent to which an organisation or a society encourages and rewards group members for performance improvement and excellence.
	Humane orientation: The degree to which individuals in organisations or societies encourage and reward individuals for being fair, altruistic, friendly, generous, caring and kind to others.


* The first six culture dimensions had their origins in the dimensions of culture identified by Hofstede (1980). The first three scales are intended to reflect the same constructs as Hofstede’s dimensions labelled uncertainty avoidance, power distance and individualism. *.  

The GLOBE Project grouped the countries in the study into 10 cultural clusters based on their similarities along nine cultural dimensions (see Table 12.1). Cultural clusters allow practitioners to identify the extent, nature and dynamics of cultural similarities and differences across the globe.* While some clusters contained countries geographically close (Arab cultures), others contained countries that are long distances from each other (Anglo cultures and Latin Europe).

 Table 12.1 GLOBE cultural clusters
	ANGLO	EASTERN EUROPE	SOUTHERN ASIA	LATIN EUROPE	LATIN AMERICA
	Australia
Canada
England
Ireland
New Zealand 
South Africa 
US
	Albania
Georgia
Greece
Hungary
Kazakhstan
Poland
Russia
Slovenia
	India 
Indonesia 
Iran
Malaysia 
Philippines
Thailand 
	France
Israel 
Italy 
Portugal 
Spain 
Switzerland (French speaking) 
	Argentina
Bolivia
Brazil
Colombia

Costa Rica
Ecuador
El Salvador
Guatemala
Mexico
Venezuela

	CONFUCIAN ASIA	NORDIC EUROPE	SUB-SAHARAN AFRICA	GERMANIC EUROPE	Middle East
	China
Hong Kong
Japan
Singapore
South Korea
Taiwan
	Denmark
Finland
Sweden
	Namibia
Nigeria
South Africa
Zambia
Zimbabwe
	Austria
Germany
Netherlands
Switzerland
	Egypt
Kuwait
Morocco
Qatar 

Turkey 




Source: R House, P Hanges, M Javidan, P Dorfman & V Gupta, Culture, Leadership, and Organizations: The GLOBE Study of 62 Societies, Thousand Oaks, CA: Sage Publications, Inc., 2004. https://globeproject.com/results

      Ethnic subcultures

 12.2  Explain how consumer culture and subcultural influences of ethnicity, religion and age often guide consumption choices.

Ethnic identity is a significant component of a consumer’s self-concept. An ethnic subculture is a self-perpetuating group of consumers who are held together by common cultural or genetic ties; it is identified both by its members and by others as being a distinguishable category.* Ethnic subcultures have distinct food and entertainment traditions, and in Australia these are shared with everyone else through cultural festivals. Each city or town typically has some food-related festival on the annual calendar of events that showcases the diversity of ethnicity within the country. In Brisbane, the annual Panyiri Festival celebrates all things Greek, with Greek dancing, plenty of yiros and baklava to eat and Greek coffee. In Adelaide, the Schutzenfest is a German festival that reflects the high number of German immigrants, who are responsible for establishing winemaking in South Australia. There are many festivals celebrating Indigenous culture in Australia, including the Mahbilil Festival, meaning gentle evening breeze, held at Kakadu. The festival features traditional arts and crafts, food competitions, exhibitions, music and dance in a celebration of Kakadu culture.

Ethnicity is a way of describing people who have a similar language, common racial ancestry and religion. We usually associate ethnicity with particular countries; however, as people migrate around the globe and countries become more diverse, the link between ethnicity and geographic regions is becoming weaker. Despite this movement, there are a vast number of countries whose population is dominated by a particular ethnicity which has a strong influence on the national culture of that country. Australia’s ethnic diversity has significantly changed since the first Census data collected in 1911 reported that Australia was a relatively homogeneous nation, and it has evolved over time as migration makes a continued enormous contribution to Australia’s economy and culture. Figure 12.2 provides a snapshot of Australia’s cultural diversity with the latest Australian census data showing that two-thirds of the population are born in Australia. It is interesting to note that overseas born Indian and Chinese people are increasingly represented in Australia’s ethnic diversity .*

  Figure 12.2 The top 10 countries of birth for people who have migrated to Australia
[image: A horizontal bar diagram shows the 10 countries of birth for overseas-born residents.]
 Image descriptionThe number and the percentage of Australia’s population are as follows: England, 986,000, 3.9 percent; China, 677,000, 2.7 percent; India, 660,000, 2.6 percent; New Zealand, 570,000, 2.2 percent; Philippines, 294,000, 1.2 percent; Vietnam, 263,000, 1.0 percent; South Africa, 194,000, 0.8 percent; Italy, 183,000, 0.7 percent; Malaysia, 176,000, 0.7 percent; and Sri Lanka, 140,000, 0.6 percent.

Source: Based on ABS data, Census of Population and Housing, 2016.

Marketers cannot ignore the import influence of cultural diversity and how it is reshaping mainstream society. Ethnic minorities spend considerable amounts on products and services, so companies must devise products and communications strategies tailored to the needs of these ethnic subcultures. While England continues to be the most common birthplace of migrants to Australia, the number of people from Asia now living in Australia indicates that for the first time there are more Australians of Chinese and Indian birth than of English birth. These population shifts further demonstrate Australia’s closer ties to Asia.*

 

The 2021 census: ancestries

The most recent Australian census was held on 10 August 2021, with the updated population figures being published in June 2022. Go to the ABS website (www.abs.gov.au) and review the updated population statistics. 

What trends do you identify? Can you see changes in the top 10 ancestries? Is there a sustained growth in Chinese and Indian birth rates? How do you think the COVID-19 pandemic has impacted representation of Australia’s ethnic subcultures?

  

      High- and low-context cultures

12.3 Explain the differences between high- and low-context cultures.

One important subcultural difference is how abstract or literal the cultural group is. Sociologists make a basic distinction. In a high-context culture, group members tend to be tightly knit, and they infer meanings that go beyond the spoken word. Communication in high-context cultures is indirect, implicit and nuanced. Non-verbal cues, symbols and gestures, rather than words, carry much of the weight of the message. In contrast, people who belong to a  low-context culture are more literal. As a result, communication is concise, straight forward, explicit and clear. Compared with Anglos (who tend to be low context), many minority cultures are high context and have strong oral traditions, so consumers are more sensitive to nuances in advertising communication that go beyond the message copy.

Being sensitive to ethnic communication should be the norm in countries such as Australia where 21% of Australians speak a language other than English at home.* During the COVID-19 pandemic when health communication messaging became even more critical, it showed how government advertising can be highly challenging when trying to meet the needs of a nation with high diversity. The first challenge for communicators is that COVID-19 is not only a medical issue, it is also a social-justice, economic and political issue, which makes it even more challenging to share information about it.* Next, and critically, the expectation that a government campaign can use a mass-marketing approach in the hope that it will address the needs of everyone in the Australian market is an outdated and ineffective approach. Consider the key points raised about segmentation and positioning to meet market needs in the video on the ‘Arm yourself’ campaign.

Products that companies market with an ethnic appeal are sometimes used by consumers outside that subculture. De-ethnicisation occurs when a product we associate with a specific ethnic group detaches itself from its roots and appeals to other groups as well. Think about the popularity of cappuccino coffees, a traditional Italian breakfast drink that’s mass-marketed today. Recent consumption variations in cafés include the babycino (frothed milk, no coffee, usually for children) and puppycino (a treat for the cappuccino-drinker’s pet).

Coffee drinking is such a part of Australian culture now there are often publications comparing the cost and popularity of different coffee drinks across Australian states and cities. In 2019, the cappuccino was still the most popular in New South Wales, but in Victoria it is the latte and in Queensland it is the flat white. A cappuccino is most affordable in New South Wales ($3.70) and most expensive in the Northern Territory ($4.50).* Following COVID-19, however, we are paying more for our coffee because of the sharp increase in freight and shipping costs hitting local Australian cafés.* Globally, coffee culture is also spreading and new creative innovations are being trialled—for example, you can pick up an activated charcoal coffee in New Zealand, Starbucks offers ‘nutrition infused’ variations and in Finland you can order cheese in your coffee! If you want to try a little cheese in your coffee, you need to ask for a ‘Kaffeost’.

      Subcultural stereotypes

Today, crude or unflattering advertising that employs stereotypical images of some races as subservient, or native cultures as ‘noble slaves’ are no longer tolerated. In the past, racial stereotypes were used as a ‘shorthand’ or brand association to convey product attributes. For example, in the United States, Aunt Jemima sold pancake mix and the caricature of Rastus, a grinning black chef, was used to pitch Cream of Wheat hot cereal. The Gold Dust Twins were black urchins who peddled a soap powder for Lever Brothers, and Pillsbury hawked powdered drink mixes via characters such as Injun Orange and Chinese Cherry—who had buck teeth.* As the civil rights movement gave more power to minority groups and their rising economic status began to command marketers’ respect, these negative stereotypes and images of enslavement began to disappear. Frito-Lay responded to protests by the Hispanic community and stopped using the Frito Bandito character in 1971, and Quaker Foods gave Aunt Jemima a makeover in 1989. In 2021 it removed the Aunt Jemima icon from all packaging and replaced the logo and name to reflect the company name ‘Pearl Milling Company’.* Other brands include Uncle Ben’s Rice, owned by Mars; Inco is evolving its brand; Eskimo Pie is now Edy’s Pie; and in Australia ‘Coon Cheese’ has been rebranded as ‘Cheers Cheese’ to join other brands that are changing to avoid racial bias.*

Stereotypes are consensually held sets of beliefs about a particular social group or type of person.* Many subcultures have powerful stereotypes the general public associates with them. In these cases, outsiders assume that group members possess certain traits. Unfortunately, a communicator can cast the same trait as either positive or negative, depending on its biases or intentions. For example, the Scottish stereotype in the United States is largely positive, so Americans tend to look favourably on their (supposed) frugality. The 3M company uses Scottish imagery to denote value (e.g. Scotch tape), as does Scotch Inns, a motel chain that offers inexpensive lodging. However, the Scottish ‘personality’ might carry quite different connotations from the British or Irish. One person’s ‘thrifty’ is another’s ‘stingy’.

More recently, Dove created outrage when it launched a body wash ad showing a black woman removing her top to reveal a white woman. While the ad format made for TV presented a clearer message—showing women of all ethnicities removing their t-shirts and turning into each other—when the ad was shortened for social media the three-second video clip on Dove’s US Facebook page showed a black woman turning white. Dove’s Real Beauty campaign history would suggest that this ad was not a deliberate or subliminally racist message, but it does demonstrate the challenges inherent in leveraging social media to start a conversation with the audience about your brand.*

The use of subtle (and sometimes not-so-subtle) ethnic stereotypes in movies illustrates how the media can perpetuate assumptions about ethnic or racial groups. In 1953, the Disney animated feature film Peter Pan caricatured Native Americans as tomahawk-wielding savages, but in the 1995 film Pocahontas the company tried to be more sensitive to stereotypes. Disney films have been a mainstay in people’s childhoods for generations. However, some elements of them do not hold up to today’s awareness of racial prejudice or discrimination. For example, the Disney Plus streaming service now includes a new content warning for children’s profiles stating that they contain racist depictions. Older movies such as Dumbo, Peter Pan, Fantasia, The Jungle Book and others are now acknowledged as showing negative depictions of non-white peoples.* A more recent movie that explored race and gender stereotypes, Hidden Figures, tells the story of three amazing African-American female pioneers who were working as part of the team of human ‘computers’ at NASA in the 1960s. They were members of a group, mostly made up of women, who calculated by hand the complex equations that informed the safe travel into space of heroes such as Neil Armstrong.*

       

Marketing pitfall

Brands are failing to achieve diverse representation in their advertising

Using racial stereotyping in advertising can provoke social controversy. Some members of society can feel offended and perceive portrayals as reflecting long-standing, entrenched racism, whereas others can consider the same portrayal as harmless. Globally, a range of brands have sparked this type of debate: from Kentucky Fried Chicken in the US, Tombola Bingo in the United Kingdom, MetroPCS in the United States, Mont Blanc in France and Sprite in India. Some commentators question whether the advertisers’ intent was a genuine mistake, or are some brands being purposefully offensive to create controversy and PR around the brand?

Because advertising is highly accessible, it makes the stereotype portrayed influential in spreading racist as well as sexist, classist and ageist ideologies.* An impressive body of research has examined race-related stereotypes in advertising, which has led to important knowledge about the social consequences of advertising. However, what if people don’t feel as though they are represented in advertising? What are the social consequences for groups and subcultures who don’t feel they are represented in advertising?

A new global study presented people with the statement, ‘I feel that people like me are fully represented in adverts’, and found that in Australia 42% disagreed with the statement, while only 22% agreed. The research, by marketing intelligence agency WARC and YouGov, found that globally, 44 per cent of adults say they are not fully represented in advertising. Are brands scared that they might suffer backlash if they attempt to incorporate cultural diversity? Or, is advertising perpetuating whiteness—that is, only representing a very narrow group of people in society? (Refer to Figure 12.3.)

The WARC report notes that advertising that deliberately chooses to reach diverse audiences in more contextual, more targeted and more representative spaces can have a bigger impact for brands. It recommends the way forward is to go for inclusive casting, inclusive story and inclusion as purpose to achieve market success. For brands, it recommends that actions need to purposeful, with concrete action rather than token-led stunts that might simply create a social-media firestorm of backlash.

  Figure 12.3 Percentage of adults who feel people like themselves are fully represented in ads, globally
[image: A diagram shows the global diversity in ads.]
 Image descriptionThe text reads “I feel that people like me are fully represented in adverts.” The percentage of adults agree and disagree are as follows: global, 19 percent and 44 percent; Denmark, 7 and 50; Germany, 8 and 60; Sweden, 10 and 59; Italy, 12 and 52; France, 12.5 and 50; Singapore, 13 and 35; China, 14 and 38; Hong Kong, 15 and 38; Poland, 16 and 50; Spain, 17 and 54; Great Britain, 20 and 50; Australia, 22 and 44; Australia, 23 and 45; Mexico, 23 and 44; United States, 24 and 42; Indonesia, 33 and 32; U A E, 34 and 22; India, 39 and 21. All values are approximate.

Source: Based on data from C. Kar, 'Global: Two in five consumers feel that they are not fully represented by the people they see in adverts', YouGov PLC, June 2021.

  

      Ethnicity and acculturation

Although some people feel uncomfortable with the notion that marketers should explicitly take into account people’s racial and ethnic differences when they formulate their strategies, the reality is that these subcultural memberships do shape many needs and wants. Research indicates, for example, that members of minority groups find an advertising spokesperson from their own group more trustworthy, and this enhanced credibility in turn translates into more positive brand attitudes.* However, marketers need to avoid the temptation to paint all members of an ethnic or racial group with the same brush: not only are these generalisations inaccurate, but they are also likely to turn off the very people a company wants to reach.*

Acculturation is the process of movement and adaptation to one country’s cultural environment by a person from another country.* This is an important issue for marketers due to our increasingly global society. As people move from place to place, they may quickly assimilate to their new homes, or they may resist this blending process and choose to insulate themselves from the mainstream culture. It’s typical for a new arrival in Australia, for example, to feel ambivalence or conflict about relinquishing old ways (and consumer behaviours) for new ones.

A study of Mexican immigrants that used the research technique of ethnography probed their acculturation as they adapted to life in the United States.* After the researchers interviewed these people, they reported a lot of ambivalence. On the one hand, they were happy about the improvements in the quality of their lives because of greater job availability and educational opportunities for their children. On the other hand, they reported bittersweet feelings about leaving Mexico. They missed their friends, their holidays, their food and the comfort that comes from living in familiar surroundings.

Consumer researchers have explored the complexities of migrants' adaptation to Western consumer cultures.* Individual differences, such as whether the person speaks the language of their new country, influence how rocky the adjustment will be. The person’s contact with acculturation agents—people and institutions that teach the ways of a culture—are also crucial. Some of these agents come from the culture of origin, including family, friends, the church, local businesses and ethnic language media, that keep the consumer in touch with their country of origin. Other agents come from the culture of immigration (in this case, the US) and help the consumer learn how to navigate in the new environment. These include public schools, English-language media and government agencies.

Several processes come into play as immigrants adapt to their new surroundings. For example, people may leave their home country because of the scarcity of jobs and the desire to provide a good education for their children. Also, on arrival, new immigrants will encounter a need to translate some of their existing lifestyle practices to the new environment. This means they try to master a set of rules for operating in the new environment, whether it’s learning how to decipher a different currency or figuring out the social meanings of unfamiliar clothing styles. This cultural learning leads to a process of adaptation, by which people form new consumption patterns. During the acculturation process, many immigrants undergo assimilation, during which they adopt products, habits and values they identify with the mainstream culture. At the same time, there is an attempt to maintain and hold onto practices associated with the original culture. Immigrants stay in touch with people in their home country and many continue to eat their ethnic foods and read ethnic newspapers. However, their continued identification with their culture may cause resistance, as they resent the pressure to submerge their ethnic identities and take on new roles. Finally, immigrants (voluntarily or not) may exhibit segregation: they are likely to live and shop in places that are physically separated from mainstream consumers. These processes illustrate that ethnicity is a fluid concept and that members of a subculture constantly re-create its boundaries.

The progressive learning model helps us to understand the acculturation process. This perspective assumes that people gradually learn a new culture as they increasingly come in contact with it. Thus, we expect that when people acculturate, they will mix the practices of their original culture with those of their new or host culture.* Research that examines such factors as shopping orientation, the importance people place on various product attributes, media preference and brand loyalty generally supports this pattern.* When researchers take into account the intensity of ethnic identification, they find that consumers who retain a strong ethnic identification differ from their more assimilated counterparts in these ways:*

  	They have a more negative attitude towards business in general (probably caused by frustration because of relatively low income levels).
	They access more media that’s in their native language.
	They are more brand loyal.
	They are more likely to prefer brands with prestige labels.
	They are more likely to buy brands that specifically advertise to their ethnic group.


The acculturation process occurs even when we relocate from one place to another within the same country. If you have ever moved (and it’s likely you have), you no doubt remember how difficult it was to give up old habits and friends and adapt to what people in your new location do.

      Religious subcultures

Popular culture has offered up some iconic stories based on religion and spirituality narratives. For example, there was the box office success of Mel Gibson’s movie The Passion of the Christ, the book turned movie trilogy of The Da Vinci Code and the hugely success Broadway hit The Book of Mormon.* Generally, when people consider their religion, they relate to a set of beliefs and practices, usually involving acknowledgement of a divine or higher being or power that influences their everyday life in both a practical way and a moral sense.* Australia’s earliest religious or spiritual beliefs date back to Indigenous Australians, who have inhabited Australia for more than 60,000 years.* The Dreaming, also referred to as Dreamtime, is the Aboriginal understanding of the world, its creation and stories and it provides a basis for Aboriginal identity and spirituality that is intrinsically linked to Australia’s land, sea and sky.

In many cultures, religion is one of the foundations of moral teaching.* Religious beliefs and values may motivate people to perform voluntary, unpaid work that complements services provided by government and charitable institutions. Religiosity has been shown to influence donation behaviour and volunteerism, which are critical resources for not-for-profit organisations.*Consequently, when reflecting on shifts in the nature and cultural foundations of our society, changes in religious affiliation and participation in faith-based institutions may also have implications for both the level of civic engagement and the provision of community services.*

Religion is also considered a key cultural force and the teachings and religious institutions of Judaism, Christianity and Islam, as well as other religious traditions, affect the nature of economic and marketplace activity in a variety of ways.* For example, marketing scholars have documented how the intersection between religion and the market affects (1) what we trade, (2) how we trade and (3) when and where trade occurs.* Just think about how religious holidays (e.g. Christmas and Easter), and the personal sacrifices made during religious events such as Ramadan and Passover, influence marketplace trade.

The religious profile of the world is changing rapidly, which is primarily attributed to differences in the fertility rate and the size of the youth population among the world’s major religions. The Pew Research Center forecasts that over the next four decades Christians will remain the largest religious group, and Islam will grow faster than all other religions.* The most represented Christian religious denomination in Australia is Catholic, followed by Anglican (refer to Table 12.2). Changes in Australia’s migration towards non-European countries is also reflected in the diversification in religious subcultures. Over the decade from the beginning of 2007 to 2016, of the recent arrivals (2,139,277 people): 

  	34% identified with a Christian religion
	31% identified with a non-Christian religion
	30% reported no religious affiliation.*


 Table 12.2 Change in religious affiliations in Australia: 2011–2016*
	 
	2011
	2016

	RELIGIOUS AFFILIATION
	Populations
(‘000)
	Populations
(%)
	Populations
(‘000)
	Populations
(%)

	Christian
	13 149.3
	61.1
	12 201.6
	52.1

	Catholic
	5 439.3
	25.3
	5 291.8
	22.6

	Anglican
	3 679.9
	17.1
	3 101.2
	13.3

	Other Religions
	1 546.3
	7.2
	1 920 .8
	8.2

	Islam
	476.3
	2.2
	604.2
	2.6

	Buddhism
	529.0
	2.5
	563.7
	2.4

	No Religion
	4 804.6
	22.3
	7 040.7
	30.1

	Australia
	21 507.7
	100
	23 401.9
	100




The most common religious affiliations reported in 2016 changed from Catholic and Anglican to no religion. Source: Based on ABS data, Census of Population and Housing, 2011 and 2016. 

      Organised religion and consumption

Religion constitutes one of the world’s most important social issues, unique in its cognitive, emotional, motivational and behavioural aspects. While some progress has been made in the study of religion by marketers, for many in marketing it remains a taboo subject.* As one research director noted: ‘Religion, along with sex and politics, is one of the three taboo topics that we’re never supposed to talk about’.* Religious sensibilities vary around the world, which can result in negative consequences for brands and their advertising because for some people religion and faith are too polarising. Here are some examples:*

  	Winning entries in the Doritos/Pepsi MAX ‘Crash the Super Bowl’ challenge get broadcast as ads during the Super Bowl. One entry caused a lot of controversy: ‘Feed the Flock’ showed a ‘pastor’ succeeding in bringing in new church parishioners by serving Doritos and Pepsi MAX from the altar—a scenario that some Catholics interpreted as mocking the religion’s sacrament of Holy Eucharist (formerly Holy Communion). A petition appeal went out to Catholic organisations urging PepsiCo not to approve the entry, which was described as a ‘horrific blasphemy’. The entry wasn’t chosen as a finalist and PepsiCo removed it from the gallery of thousands of entries that were posted on the contest’s website. However, the creators of the video posted it on YouTube, where it generated well over 100,000 views.
	A Lipton ad won the prestigious Gold Lion award in Cannes, but the company had to decline the honour in the face of objections. The ad mocked the Catholic Church as it showed a man standing in the communion line with a bowl of onion dip in his hand.
	In Salt Lake City, a proposed billboard for Polygamy Porter beer aroused the ire of Mormons worldwide. The billboard company under contract with the brewery refused to erect the ad. The board, which was going to show a picture of a scantily clad man, cherubs and a six-pack of spouses, advised drinkers to ‘take some home for the wives’.
	An ad for Levi’s jeans produced in London shows a young man who buys condoms from a pharmacist and then hides them in the small side pocket of his jeans. When he goes to pick up his date, he discovers that her father is the same pharmacist. The commercial was a hit in the United Kingdom, but people in strongly Catholic Italy and Spain didn’t appreciate it at all.
	The Urban Outfitters chain was called out recently for selling a shirt that features a pink triangle against grey and white stripes. The design is similar to the uniforms that gay male prisoners were forced to wear in Nazi concentration camps. A few years previously, the stores caught flack when they sold a shirt by the same designer that sported what resembled a Star of David emblem on the pocket like the ones Jews were forced to wear in Nazi Europe to identify themselves.*


     [image: The second poster of Mary shows the text Mother of God, what a dress!]


    [image: Two posters of a commercial. The first poster shows Mary and Jesus with the words Jesus Mary! What and style! ]
The right to use depictions of Jesus and Mary in commercial advertising was at the centre of a judgement balancing the freedom of expression with the protection of public morality. The European Court of Human Rights (ECtHR) decided that a national law prohibiting the use of the Christian figures was not compatible with the European Convention on Human Rights, as it is not necessary in a democratic society.Source: Robert Kalinkin


  

More recently, however, there has been a growth in pop-culture representation of faith and its intersection with entertainment.* For example:

  	Kanye West’s gospel album gave him his ninth consecutive No. 1 on the Billboard 200, resulting in 264,000 sales during its debut week alone.
	Lauren Daigle is a Christian singer, and she won both a Grammy award and Billboard Music award for the Best Contemporary Christian Music Performance/Song for her pop crossover song ‘You Say’.
	Justin Bieber took time out from his career to ‘get closer to God’. The pop star is regularly in the news for associations with faith and he was reported in the media as saying, ‘I wanted to rededicate myself to God in that way because I really felt it was better for the condition of my soul’. Bieber has 123.9 million Instagram followers.
	Chance the Rapper declared himself as a Christian rapper in 2018. He uses Jesus’s name on network TV, volunteers for Kids of the Kingdom in his home town of Chicago and shares his message of faith through his music. One of his most faith-driven endeavours, Coloring Book, reached 1.5 billion streams on Spotify in 2019.
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Clothing brand Elevated Faith is a Christian apparel company that uses merchandise to create conversations about faith. From all merchandise sales a proportion of profits is donated to Christian organisations.Source: Supplied by ELVTD (www.elvtd.com)

Born-again consumers

In the United States, there are approximately 1,600 megachurches and each serves 2,000 or more congregants per week—some actually attract more than 20,000 to Sunday services!* In Australia, Pentecostal churches are growing, while other Christian denominations are declining. Pentecostal churches are also polling well with young people, with people under 30 making up a large section of the congregations.* As a church marketing consultant observed: ‘Baby boomers think of churches like they think of supermarkets. They want options, choices and convenience. Imagine if Safeway was open only one hour a week, had only one product, and didn’t explain it in English.’* Clearly, religion is big business.

Despite this wide range of available faiths, the number of adults who attend formal religious services in Australia and other industrialised nations is falling. According to NCLS Research, only 15% of Australians attend church at least once a month.* Compared with other countries’ participation figures, Australian church attendance is quite low—for instance, in the United States, according to the World Values Survey conducted by Michigan’s Institute for Social Research, about 44% of the population attend church once a week (excluding funerals and christenings). There are also gender differences in church attendance with women more likely to attend than men.*

Islamic marketing

Muslims will be more than one-quarter of the Earth’s population by 2030, and during that same time period analysts expect the number of US Muslims to more than double. In several European countries, it’s predicted that Muslim populations will exceed 10% of the country’s total population.* In Australia, 2.6% of the population self-identify as Muslim, but the actual number is probably much larger as many people do not state their religion on the Census.* Today’s marketers are grappling with how to market to this growing, and geographically diverse, consumer subculture.

Nike committed a legendary error when it released a pair of athletics shoes in 1996 with a logo on the sole that some Muslims believed resembled the Arabic lettering for Allah. Muslims consider the feet unclean, and the company had to recall 80,000 pairs of the shoes globally. More recently, Nike got it correct with the launch of its Nike Pro Hijab, which was featured by a Saudi Arabian designer, Mashael Alrajhi, at the fashion event in Spring 2018. Other companies are also listening more closely to the needs of this religious subculture. For example, a Malaysian commercial for Sunsilk’s Lively Clean & Fresh shampoo depicts a young, smiling woman, but there isn’t a strand of hair in sight. Her head is completely covered by a tudung, the headscarf worn by many Muslim women in that country. Sunsilk’s pitch is that it helps remove excess oil from the scalp and hair, a common problem among wearers of tudungs.

Mindful of the success of kosher certification, some Muslims recognise that halal foods (permissible under the laws of Islam) may also appeal to mainstream consumers. The Islamic Food and Nutrition Council of America certifies halal products with a ‘crescent M’. Similarly, in Australia a range of food certification organisations, such as the Australian Federation of Islamic Councils (AFIC), ensure that strict standards are met by producers and manufacturers before the halal certification trademark is added to their products. Non-religious examples of certification that Australians are probably more familiar with include those for free range eggs, organic food and the well-known Australian Made and Produced certification.*

Halal as a descriptor is being used for more and more commodities, services and activities, including milk, water, non-prescription medicine, holidays, washing powder, tissues, cosmetics, websites and music. Many major companies are taking steps to reassure consumers that all of their products—not just food—are halal by having them officially certified.

  	Colgate-Palmolive claims to be the first international company to have obtained halal certification in Malaysia for toothpaste and mouthwash products. Some mouthwashes may contain alcohol, which would be forbidden under halal guidelines. Colgate’s products now bear the halal logo, which is also featured in the company’s TV commercials.
	Ogilvy & Mather established a new arm, Ogilvy Noor (Noor means ‘light’ in Arabic), which the ad agency describes as ‘the world’s first bespoke Islamic branding practice’. Ogilvy also introduced the Noor index, which rates the appeal of brands to Muslim consumers. The index was formulated on the basis of how consumers ranked more than 30 well-known brands for compliance with Shariah, or Islamic, law. Lipton tea, owned by Unilever, topped the list, followed by Nestlé. Ogilvy’s research shows that young Muslim consumers are different from their Western counterparts: they believe that by staying true to the core values of their religion, they are more likely to achieve success in the modern world.*


 

How Nike’s hijab sports gear is taking on Islamophobia and patriarchy

In March, when sports manufacturer Nike launched its ‘Nike Pro Hijab’, it made obvious business sense. What Nike—perhaps inadvertently—has done, is to legitimise the hijab across two very different narratives.

One is in response to hostile liberal democracies that are adamant in modernising Muslim women by stripping them of their hijab. The other is in response to some interpretations of Islam, which consider the traditional dress and role of Muslim women as irreconcilable with the modern arena of sport.

Nike has countered the position of liberal democracies because implicit in its action is that if Muslim women are supported in wearing the hijab while participating in sport, then what can be so wrong about it being worn in other contexts? By introducing the ‘Pro hijab’, Nike is legitimising the wearing of the hijab by Muslim women in sport, and it’s also legitimising the wearing of the hijab in a public space.

The preoccupation of liberal democracies to curtail and regulate the dress code of Muslim women, such as banning the hijab in public spaces, has added to the vulnerability of Muslim women. What liberal democracies demand of them is to de-veil so that they become publicly acceptable.

In these countries, the hijab is designated as a symbol and image of oppression and backwardness. Sports sociologist Jennifer Hargreaves writes in her book Heroines of sport: The politics of difference and identity (2000),

The veil is a symbol of cultural difference. For non-Muslims it conveys the idea that Western women are liberated, and Muslim women, by comparison, are oppressed. The veil represents the ‘Otherness’ of Islam and is condemned in the West as a constricting mode of dress, a form of social control, and a religious sanctioning of women’s invisibility and subordinate sociopolitical status.

Secondly, what Nike has done is to counter the Muslim patriarchal view that justifies the relegation of Muslim women to the private space. They do this on the basis that women’s participation in the public domain necessarily compromises their modesty and values. In recognising Muslim women’s participation in sport, the ‘Nike Pro Hijab’ has symbolically placed the role of the Muslim female body in the public sphere.

But sport transcends the boundaries of geographical and political spaces. It has both the means—and the end—of bringing together different ways of thinking, being and competing. Sport also cuts across culture, religion and language like no other industry.

Muslim women and the public discourse

High-end designer names, such as Oscar de la Renta, Dolce & Gabbana, Versace and DKNY already tap into a formerly untraversed market of Muslim money, epitomised by the wealth found in the Gulf region. In this sense, Nike’s latest clothing attire has been dismissed as nothing else but opportunistic.

Nike’s ‘Nike Pro Hijab’ has been welcomed by some—mostly Muslim women. But it has also been criticised harshly for endorsing the oppression of women. Criticism on social media have promoted tweets of dissent with the hashtag #BoycottNike.

But lost in this discontent are three significant facts and factors. Firstly, the participation of Muslim women in sport is not new. Secondly, Muslim women, who participate in sport, and who wish to maintain an Islamic dress code—as in wearing the hijab—have already done so. Thirdly, the impression that Nike is the first to promote a hijab specifically geared at athletes, is misplaced.

The first person to design and market an ‘athletic hijab’ was Dutch designer, Cindy van den Bremen, who did so in 1999. Today, smaller companies, like Van den Bremen’s ‘Capsters’, Canadian-based ‘ResportOn’, as well as a range of Muslim-owned companies, have been selling sports hijab all over the world. In fact, a specific hijab design by ‘ResportOn’ was one of the reasons that the International Taekwondo Federation allowed Muslim women to compete in recognised tournaments.

Both ‘Capster’ and ‘ResportOn’ submitted prototypes that formally overturned the football umbrella body, Fédération Internationale de Football Association’s (FIFA) hijab ban in 2014. These companies carved out a space for Muslim women when their participation was challenged. Nike’s introduction of the ‘Pro hijab’, therefore, is not a groundbreaking endeavour—regardless of what its campaign might infer.

But what Nike has achieved in promoting its ‘Pro hijab’, is that a globally recognised brand has mainstreamed what is generally considered as an oppressive and marginalised garment. Within a context of intensifying levels of Islamophobia increasingly directed at Muslim women, it’s inconceivable that Nike would not have expected the inevitable political and social backlash. Indeed, the ensuing controversy might very well be the best marketing for the latest Nike product.

Source: N. Davids, ‘How Nike’s hijab sports gear is taking on Islamophobia and patriarchy’, The Conversation, 3 November 2017. Licensed under CC-BY-ND 4.0.

  

       

Marketing opportunity

Why brands need to better understand religion

Religion, politics and sex are for some people taboo topics or at least topics hard to talk about. This sentiment also seems to affect how these topics are incorporated in marketing strategies. While the advertising industry seems to be very comfortable with blatant, even hypersexual, displays of men's and women’s bodies to sell any form of product, marketers are inhibited when it comes to engaging religion in marketing messaging. How can brands be more sensitive when engaging religious sentiment in their marketing campaigns?

Certainly family owned and run brewer Coopers needed to be savvier about how it combined religion and politics in its 2017 ‘Keeping it Light’ campaign. The campaign launched the release of a commemorative light beer that celebrated 200 years of charitable work the company had done for the Bible Society. The campaign also purposefully addressed Australia’s same-sex marriage debate (which was legislated by the Australian Parliament on 7 December 2017). The campaign website stated that men were able to enjoy the debate because there was ‘both a Bible and good beer on the table’.

But public backlash on social media and the website was immediate. Customers vowed never to drink Coopers again and a number of pubs joined the ‘ban’ vowing to take Coopers beer off tap. So why did it go wrong? The timing of the launch and campaign discussion was the major problem—the community was still debating the issue and the same-sex marriage vote had not been finalised. 

Global brands like clothing brand Benetton have created a platform through advertising bigger messages that extend beyond fashion—think about its ‘Unhate’ campaign which showed a digitally manipulated image of Benedict XVI kissing a senior Egyptian imam; being controversial about religion is a risky strategy. Marketers need to find a balance; all good marketing is about positioning the message in the target market’s mind at the right time and using the right channel. When it comes to religion in marketing, it is about understanding where product attributes, or company values, can align with religious values to engage customers in authentic conversations about organisational values and product/service value.

Source: AP Street, ‘Beers and bibles: How Coopers created their own PR disaster’, The Sydney Morning Herald, 13 March 2017: www.smh.com.au/comment/view-from-the-street/beers-and-bibles-how-coopers-created-their-own-pr-disaster-20170313-guwrww.html; R Olding, ‘Pubs boycott Coopers beer following Bible Society marriage equality marketing campaign’, The Sydney Morning Herald, 14 March 2017: www.smh.com.au/business/pubs-boycott-coopers-beer-following-bible-society-marriage-equality-marketing-campaign-20170313-guxbk8.html

  

 

Journal: Religion and advertising

Religious symbolism appears in advertising, even though some people object to this practice. For example, a French Volkswagen ad for the relaunch of the Gold showed a modern version of The Last Supper with the tagline, 'Let us rejoice, my friends, for a new Golf has been born.' A group of clergy in France sued the company and the ad was removed from 10,000 billboards. One of the bishops involved in the suit said: 'Advertising experts have told us that ads aim for the sacred in order to shock, because using sex does not work anymore.

'Do you agree? Should religion be used to market products? Do you find this strategy effective or offensive? When and where is this appropriate, it at all? 

  

      Age subcultures

 12.4  Understand how the generation into which a consumer is born can influence their lifestyle choices and buying behaviours.

The concept of generation gained popularity from the end of the 19th century due to two factors: firstly, Western society industrialisation and modernisation reduced the influence of the family, in favour of university or military service, thus creating a shared sense of youth; secondly, the rise of nationalism and the general shift for people feeling a sense of belonging to an entire society.* The era in which you grow up bonds you with the millions of others who come of age during the same time period. Obviously, your needs and preferences change as you grow older—often in concert with those of others of your own age (even though some of us don’t really believe we’ll ever get older). For this reason, our age is a big part of our identity. All things being equal, we are more likely to have things in common with others of our own age than with those younger or older than us. These similarities can create opportunities for marketers (just ask any social media executive) or they can raise red flags: younger consumers, for example, don’t drink nearly as much coffee on a daily basis as do older people.*

An age cohort consists of people of similar ages who have similar experiences. They share many common memories about cultural icons (e.g. Brad Pitt versus Timothée Chalamet), important historical events (e.g. the Great Depression versus the GFC [global financial crisis] versus the COVID-19 pandemic). Although there is no universally accepted way to sort people into age cohorts, each of us seems to have a pretty good idea what we mean when we refer to ‘my generation’. Marketers often target products and services to a specific age cohort; our possessions help us identify with others of a certain age and express the priorities and needs we encounter at each life stage.*

Although there is general consensus when analysts describe age cohorts, the labels and cut-off dates they use to put consumers into generational categories are subjective. One rough approximation looks like this:*

  	The Interbellum Generation—people born at the beginning of the 20th century
	The Silent Generation—people born between the two world wars
	The War Baby Generation—people born during World War II
	The Baby Boom Generation (‘baby boomers’)—people born between 1946 and 1964
	Gen X—people born between 1965 and 1985
	 Gen Y (millennials)—people born between 1986 and 2002
	 Gen Z—people born between mid to late 2003 to 2010
	 Gen Alpha – People born in 2010+.


 Figure 12.5 illustrates some of the characteristics of our emerging generations.

  Figure 12.5 An infographic showing different generations
[image: A screenshot of mccrindle shows the effective engagement, uni degrees, changing generations, characteristics, top baby names, and workforce of 2030.]
Source: McCrindle Pty Ltd

Examining populations by generational cohort reveals social and economic experiences that can assist marketers in understanding the changes that have and will influence Australian society in the future. As generations move through the life cycle and age, they affect the economy, geography and demography of the country, which influences the future provision and design of services such as health, social services and infrastructure. Australia’s population is ageing, primarily due to the sustained below-replacement levels of fertility combined with improved healthcare services that extended life expectancy. Australia’s median age is set to increase at a relatively slow pace, from 37.4 in 2015 to 39.4 in 2030, higher than the world average median age of 29.6 in 2015 and 32.8 in 2030.* There are more women than men living longer, which is a global trend (refer to Figure 12.6). Globally, national populations vary, from baby boomer Europe to Gen Xer United States. Figure 12.7 illustrates our multi-generation world.* While the older age groups are increasing significantly through to 2030, the youth and working-age population are witnessing slower growth globally and in some parts of the world they are in decline. These demographic shifts will continue to shape the global consumer culture, resulting in changes in consumer spending and lifestyle patterns. As greying consumers are set to become increasingly important worldwide, businesses will continue exploring strategies to meet the demand of this burgeoning market segment.*

  Figure 12.6 World population projections to 2030 show women will continue to outlive men.
[image: Five graphs show comparison of male and female population projections for 2030.]
 Image descriptionThe graphs show the following data: Graph 1: Total population in 2030 Male: slightly more than 4,300,000 Female: 4,300,000 Graph 2: Population over 65 in 2030 Male: 500,000 Female: 600,000 Graph 3: Median age of population in 2012 and 2030 Male: 2012: 28.9; 2030: 32.9 Female: 2012: 30.4; 2030: 34.9 Graph 4: Share of population in 2030 Male: 50.1 % Female: 49.9 % Graph 5: Life expectancy gap for the years 1980 to 2030 In the graph, x-axis has the years 1980, 2012, and 2030, and y-axis has life expectancy age from 60 to 80 in increments of 5. The graph shows the following data: In 1980, life expectancy gap is between 60 and 65 years approximately In 2012, life expectancy gap is between 68 and 73 years approximately In 1980, life expectancy gap is between 72 and 77 years approximately The average life expectancy gap from 1980 to 2030 is about “4.1.”
Source: Euromonitor International, ‘The World in 2030: The future demographic’, Passport, GMID, May 2015.

  Figure 12.7 A world of generations
[image: A world map shows multiple generations in different countries across the globe.]
 Image descriptionThe map shows the following data for different age groups below: 14 to 20 (Generation Z): Guatemala, a major part of central Africa, Madagascar, Yemen, and Afghanistan. 20 to 25 (Generation Y): El Salvador, Nicaragua, Guyana, Bolivia, Libya, Egypt, Ghana, Namibia, Botswana, Israel, Jordan, Syria, Iraq, Pakistan, Nepal, Bangladesh, Bhutan, Laos, and Papua New Guinea. 25 to 30 (Generation Y): Mexico, Northern half of South America, Morocco, Algeria, South Africa, Saudi Arabia, Turkey, Iran, Turkmenistan, Uzbekistan, Kyrgyzstan, Mongolia, India, Myanmar, and Indonesia. 30 to 35 (Generation X): Chile, Argentina, Greenland, Tunisia, Greece, Kazakhstan, North Korea, Sri Lanka, and Thailand. 35 to 40 (Generation X): USA, Cuba, Iceland, Ireland, France, many countries in eastern Europe, Russia, China, South Korea, Australia, and New Zealand. 40 plus (Generation BB): Canada, United Kingdom, Norway, Sweden, Finland, Portugal, Spain, many countries in central Europe, and Japan.
Source: McCrindle Pty Ltd

      Children: consumers-in-training

Children are socialised as consumers earlier now than at any other time in history. However, the role that children undertake in family decision making has been much debated, with a strong body of work negatively portraying the influence of children as simply ‘pester power’. Children often play an important role in family decision making using a range of sophisticated influence behaviours. As well as being socialised as consumers at a young age, they often acquire knowledge and information that their parents do not have. As a result, children are becoming an important source of consumer teaching/learning for many parents.*

Children don’t spring from the womb with consumer skills already embedded in memory.   Consumer socialisation is the process by which young people acquire skills, knowledge and attitudes relevant to their functioning in the marketplace.* Where does this knowledge come from? In the chapter 'Learning and memory' we discussed how people learn to be consumers. As you well know, this process starts when we are young. Parents often reward their children with products and punish them by taking things away. This form of material parenting shapes children’s behaviour. A recent study found that children whose parents use products to shape behaviour are more likely to be materialistic as adults.*

The process of consumer socialisation begins with infants who accompany their parents to stores where they are initially exposed to marketing stimuli. Within the first two years, children begin to make requests for desired objects. As they learn to walk, they also begin to make their own selections when they are in stores. By around the age of five, most children are making purchases with the help of parents and grandparents, and by eight most are making independent purchases and have become fully fledged consumers.* Figure 12.8 summarises the sequence of steps involved in turning children into consumers. 

  Figure 12.8 Five stages of consumer development by earliest age at onset and median age at onset
[image: A bar graph shows five stages of consumer development by earliest age at onset and median age at onset.]
 Image descriptionThe graph shows the following text and data: A consumer is born. Children start accompanying parents to the marketplace as early as one month old and begin to make independent purchases as early as four years old. In the graph, x-axis has the age from 0 to 8 in increments of 1, and y-axis has five different stages of consumer development. Stage 1: Observing Earliest age at onset: 0.1 Median age at onset: 0.2 Stage 2: Making requests Earliest age at onset: 0.6 Median age at onset: 2 Stage 3: Making selections Earliest age at onset: 1 Median age at onset: 3.5 Stage 4: Making assisted purchases Earliest age at onset: 2 Median age at onset: 5.5 Stage 5: Making independent purchases Earliest age at onset: 4 Median age at onset: 8.

It’s a no-brainer that children represent a huge market for toys, apparel and even electronics; already more than half of children aged eight to 12 have their own smartphone and there are numerous tablets designed for them as well.* McCrindle research agency introduced the Generation Alpha label to the current generation of children born at the same time as the launch of the iPad in 2010. Generation Alpha is a population of ‘Screenagers’, who are the most materially endowed generation ever: the most technologically savvy as they will take for granted that they have technology mediums with glass interfaces (rather than paper) that enable them to interact, connect and be mobile.* 

Children do play an influential role in many other household purchases, beyond technology. Parental yielding occurs when a parental decision maker ‘surrenders’ to a child’s request.* Yielding drives many product selections because about 90% of these requests are for a specific brand. Researchers estimate that children directly influence about $453 billion worth of family purchases in a year worldwide. They report that on average children weigh in with a purchase request every 2 minutes when they shop with parents.* A range of brands tap into the nag factor, which is defined as the direct or indirect influence of children over family or household purchases.* For example, McDonald’s ‘McDonald Happy Meal Toys’ have been a huge success in driving children’s demand to frequently visit the fast food giant. Ferrero’s ‘Kinder Joy’ with a toy inside shifted demand by children globally, and more recently Woolworths and Coles supermarkets in Australia targeted children with their ‘future shoppers’ collectable offers that ensure children nagged their parents to shop at a selected grocery outlet. Who would have thought that children cared about where their groceries are purchased! 

      Youth subcultures

Believe it or not, the concept of a teenager is a fairly new idea. Throughout most of history a person simply made the transition from child to adult. It was common for children in their late teens to be married and start their own families (of course, life expectancies were much shorter as well). Teenagers are people aged between 13 and 19, because their age number ends in ‘teen’. In 2020, an estimated 3.2 million young people aged 15 to 24 lived in Australia, making up 12% of the whole population.* According to Forbes, kids between the ages of 10 and 17 were poised to become the largest generation of consumers by 2020, responsible for up to $143 billion of direct spending.* Much of this money goes towards ‘feel-good’ products—cosmetics, posters and fast food—with the occasional nose ring thrown in. Because teens are interested in so many different products and have the resources to obtain them, many marketers avidly court them.

As anyone who has been there knows, puberty and adolescence are both the best of times and the worst of times. Many exciting changes happen as we leave the role of child and prepare to assume the role of adult. These transitions create a lot of uncertainty about the self, and the need to belong and to find one’s unique identity as a person becomes pressing. At this age, our choices of activities, friends and clothes are crucial. Advertising to the youth market is typically action oriented and depicts a group of ‘in’ consumers who use the product. Consumers in this age subculture have a number of needs (including some that conflict with one another) such as experimentation, belonging, independence, responsibility and approval from others. Product usage is a significant medium that lets them satisfy these needs.

Youth in every culture grapple with fundamental developmental issues when they transition from childhood to adulthood. Today’s teens often have to cope with additional family responsibilities as well, especially if they live in non-traditional families where they have significant responsibility for shopping, cooking and housework. The Saatchi & Saatchi advertising agency identified four basic conflicts common to all teens:

  	Autonomy versus belonging. Teens need to acquire independence, so they try to break away from their families. However, they need to attach themselves to a support structure, such as peers, to avoid being alone.
	 Rebellion versus conformity. Teens need to rebel against social standards of appearance and behaviour, yet they still need to fit in and be accepted by others. They prize ‘in-your-face’ products that cultivate a rebellious image.
	Idealism versus pragmatism. Teens tend to view adults as hypocrites, whereas they see themselves as being sincere. They have to struggle to reconcile their view of how the world should be with the realities they perceive around them.
	Narcissism versus intimacy. Teens tend to obsess about their appearance and needs. However, they also feel the desire to connect with others on a meaningful level.*


These needs often collide, sometimes in unpleasant ways (there’s nothing more venomous than a teenager who’s having a bad hair day!). One researcher explored the role of ridicule as a mechanism through which adolescents exchange information about consumption norms and values. He found that—often beginning in middle school—adolescents use ridicule to ostracise, haze or admonish peers who violate consumption norms. One result of this painful process is that young people internalise their peers’ stereotypes about aspirational and avoidance groups (remember the chapter 'Groups and social influence') and often significantly alter their consumption patterns to try to align themselves with the former and distance themselves from the latter. For example, one of the young people in the study quickly exchanged a pair of white sneakers for more stylish black ones after his peers ridiculed him.* Gen Z and Millennials have commanded special interest for business, due to their sheer size, increasing spending power in the coming years and ability to influence the older generations. In 2020, millennials and Gen Z populations totalled 3.5 billion, and accounted for 46% of the global population. Millennials are now on the cusp of their peak earning and spending years, while Gen Z will see their income more than double by 2040.*

      Gen Z

Gen Z describes people who were born between mid to late 1990s to 2010s and is a subculture that illustrates the full results of Australia’s declining fertility rates of the past few decades. Many from Gen Z have friends from other racial and ethnic subcultures and they assume this to be the norm. They are accustomed to blurred gender roles, where household responsibilities don’t split along traditional lines. And, of course, they are digital natives who spend a big chunk of their time online, so they expect brands to engage them in two-way digital conversations. They are identified as the first fully global generation, connected through digital devices and engaged through social media—they are Australia’s ‘digital integrators’.*

 [image: A photo shows three young men wearing fashionable attire, carrying many shopping bags, and walking on a road in a commercial area.]
Gen Z men are serious fashion shoppers. Some say they treat shopping as a social experience and enjoy being greeted when they enter a store.Source: Octa Corp/Shutterstock

Marketers are just starting to figure out what this new group of young consumers will look like. A retail survey conducted in Australia on Gen Z identified this generation as being more social shoppers: they like to shop in-store (87%), as well as online (79%), but prefer the face-to-face experience of shopping and they like to shop with friends. Gen Z tend to do research first (61%) and check product availability (83%) online and then head into the store (87%) to buy.* They tend to be independent and gravitate to stores like Free People rather than Abercrombie & Fitch.* Gen Zers were at the forefront of protests against state/police oppression and climate change that were highly profiled around the world in 2020. This tech-savvy young generation uses technologies to not just learn about different social issues, but also to make meaningful contributions to the causes they care about—that is, social equality and the environment (refer to Figure 12.9).*

  Figure 12.9  Gen Z and millennials are real activists and influencers.
[image: A bar graph shows the young consumer’s value and attitudes 2020. ]
 Image descriptionThe percentage of respondents agreed and strongly agreed to the statement. The percentage of respondents of millennials and gen Z are as follows; I feel I can make a difference to the world thorough m choices and actions: 61 and 52; I give back to those in need, 62 and 56; I want to engage with brands to influence product innovation, 51 and 45; I am actively invited in political and social issues, 34 and 29. The text at the bottom reads: 70 percent of gen X, gen Z’s parents and 65 percent of baby boomers, millennials parents said friends and family recommendations were extremely or very influential to their purchasing decisions.

Source: Euromonitor, 'Voice of the Consumer: Lifestyles Survey 2021', May 2021.

Gen Y

Generation Y—also known as millennials—are hitting major life milestones such as graduating from college, entering the workforce, settling into long-term relationships or buying a house.

Researchers describe Gen Y as ‘jugglers’ who value being both footloose and connected to their ‘peeps’ 24/7. The advertising agency Saatchi & Saatchi labels this kind of lifestyle connexity. Millennials’ lifestyle demands for feeling connected with one another drove communication and product innovation in companies such as Apple and Philips, which designed miniature devices such as the iPod and MP3 to align music and images for this generation on the run: the plug-and-plan lifestyle that has now become so commonplace.

Gen Y love brands such as PlayStation, Xbox, Amazon, Target and Disney.* However, a lot of marketers have run into trouble as they try to keep up with changes in their tastes. This can be difficult because these consumers like to ‘trade up and down’—that is, they fluctuate between upscale brands and less expensive ones. That helps to explain why both Louis Vuitton and Target make the list of their most favourite brands.* Another issue is that apparel is no longer as important to this age group. As a magazine editor observed: ‘You try to get them talking about what’s the next look, what they’re excited about purchasing in apparel, and the conversation always circles back to the latest iPhone. Having a cool phone to show you’re plugged in is a huge part of people’s style, a huge part of life these days’.*

Unlike their parents or older siblings, Gen Y tend to hold relatively traditional values and they prefer to fit in rather than rebel. Their acculturation agents (like those we discussed previously in this chapter) stress teamwork: team teaching, team grading, collaborative sports, community service, service learning and student juries. We’ve already discussed the overwhelming importance of the online world in the lives of consumers, especially young ones. Millennials are the first generation to grow up with computers at home in a comprehensively connected universe. They are multitaskers who easily engage their smartphones, music downloads and IMs (instant messages) at the same time. They are totally at home in a thumb culture that communicates online and by smartphone (more likely via text and IM than by voice). Unfortunately, today millennials are often saddled with outdated stereotype from their earlier years on social media: they are no longer kids at uni taking selfies all the time! They now use social as an essential part of their lives: to connect with their peers and with the world around them, to learn about new trends and to get breaking news.*

Complicating this subculture’s attitudes to the market is their global consumer experiences; they have more choice and options for just about everything, and as a result they have more alternative options for what adulthood looks like.* One way for marketers to tap into the mind of Gen Y consumers is to offer them solutions to real consumer problems by providing them with products and services that can be useful tools in their everyday lives. A good example is Uber: this service helps bring utility to millennials in a smart way.*

Gen Z and millennials share some general key traits. These characteristics have resulted in a shift from conspicuousness to consciousness and defined the ways businesses produce and market brands, products and services.* (Refer to Figure 12.10.)

  Figure 12.10  General key traits common to both Gen Z and millennials
[image: A diagram differentiates millennials and generation Z.]
 Image descriptionMillennials versus generation Z are as follows: tech-savvy versus digital natives; value experiences versus value individual experiences; optimistic versus pragmatic; interactive versus open-minded; social and environmentally responsible versus social and environmental activists.

Source: Euromonitor International, 'Engaging Millennials and Gen Z in the Coronavirus Era', January 2021.

      Mature subcultures

Gen X

The Gen X age subculture followed the baby boomers and wasn’t as big as it might have been. The contraceptive pill was introduced to Australia in 1961, which pushed birth rates from 3.15 in 1964 down to 1.94 in 1981. Their numbers in some markets swelled thanks to immigration.* This small generation came of age in the 1980s and 1990s. This group got the label following publication of the best-selling novel Generation X: Tales for an Accelerated Culture by Douglas Coupland. Some called them ‘slackers’ or ‘baby busters’ because of their supposed alienation and laziness, and these stereotypes live in now classic movies such as Clueless.* 

Today, Gen Xers are the generation responsible for many culture-changing products and companies such as Apple, Amazon, Google and YouTube. A book that laments the bad rap Gen X has received sums it up: X Saves the World: How generation X got the shaft but can still keep everything from sucking.* Euromonitor International collated a range of global population survey data and income statistics and found that four major factors have shaped Gen Xers’ subcultural experiences: 

  	Financially squeezed. While many in this generation have benefited from home ownership and secure jobs, they have significant and financially emotional pressures. They often have young children, ‘boomerang kids’ and/or ageing parents to support—which has led to them also being labelled as the sandwich generation —and are trying to save for their own retirement.
	 Common lifestyle characteristics. While it appears that Gen Xers do not have a strong identity attached to their age subculture, they do share many common experiences and traits. For example, they tend to be independent, industrious, entrepreneurial and family oriented as a result of being left to their own devices as children—being ‘latchkey’ kids—as well as tech-savvy and cautious, due to having lived through the digital revolution and the boom and bust of the global economy.
	 Forever young. Gen Xers view themselves as ‘younger’ than their parents were at the same age. They are also pushing the boundaries of age via their attitudes to health prevention and engagement in physical activity (refer to Figure 12.11). Research confirms the popular wisdom that age is more a state of mind than of body. A person’s mental outlook and activity level have a lot more to do with longevity and quality of life than does chronological age, the actual number of years the person has been alive. That’s why perceived age, or how old a person feels, is a better benchmark to use. Researchers measure perceived age on several dimensions, including ‘feel-age’ (i.e. how old a person feels) and ‘look-age’ (i.e. how old a person looks).* The older consumers get, the younger they feel relative to their actual age.
	Spending habits. This generation is brand loyal, nostalgic and tends to place high priority on factors such as convenience, quality, value for money, durability, and ethical and environmental credentials. They are also keen social-media users and online shoppers, so shopping apps that offer flexible delivery options are highly desired for this age cohort.


       

CB as I live it: Consuming Canberra

Daniel Brown, Australian National University

I grew up in regional Central Queensland from the mid-seventies until the mid-nineties. Dalma State School, where I did my primary schooling had six children enrolled, two of whom were my brothers. There was no cultural diversity. The nearest high school was too far from our farm, so at the age of 11 I was shipped off to boarding school. After high school I went to my local regional university. There was diversity in those communities, mostly Aboriginal and Torres Strait Islanders, descendants of the notorious South Sea Islander ‘blackbirding’ trade for local sugar plantations, and kids from Papua New Guinea and the Solomon Islands. I was enthralled and fascinated by my classmates’ backgrounds, languages and cultures. At this time there were no obviously available products that could be considered cosmopolitan, and none that were a result of the local diversity of cultures. Big brands dictated what I ate. Vegemite for my toast, Golden Circle squeezed my pineapple juice, Bega for my cheese, and Arnott’s made my biscuits. Every pantry and fridge in the district had the same products. 

Fast-forward to 2021. I live in Canberra, capital of Australia. Recently, my naturalised Australian partner (born in Taiwan) had his birthday. I arranged a surprise party at a new Peruvian-Japanese fusion restaurant. Around our table of 12 sat our closest friends in the city, many from the local diplomatic corps. In addition to the birthday boy, we were two Spaniards, an Italian, a Georgian, a Pole, a Canadian, a Panamanian, a French and three Australian born. Multiculturalism at its finest!

Canberra, the most highly educated and wealthiest of Australian cities, is home to 110 Diplomatic Missions and High Commissions. It is home to world-class education and cultural institutions. Canberra is one of Australia’s most liveable city, and the world’s most sustainable city.

Many of the advantages of living in this city can be directly attributed to the multicultural diversity of the Australian Capital Territory (ACT). However, multiculturalism alone does not ensure everyone is able to enjoy the benefits. Engagement with, and inclusion of, our diverse population, the surrounding region, strong public policy, training, education and employment opportunities should also be considered to enjoy the full benefits of multiculturalism. Fortunately, we already have many of these advantages. Since 2019, the ACT has run wholly on renewable energy. One of the first jurisdictions in the world to do so. There is also strong policy to support the transition to a Circular Economy. As well as consuming products, our diplomatic missions engage with citizens, business and governments, and actively share their food and culture; the French and Italian embassies use their culinary heritage as a form of diplomacy, and employ awarded chefs to do so.

So, policy, engagement and multiculturalism can bring many benefits. I can go to my local market and buy anything from plantains to empanadas, foie gras to jamón. What I find particularly exciting is that I can buy authentic jamón ibérico or jamón made from local kangaroos! I can buy a white truffle from Piedmont or a black truffle from Durran Durra. I can consume products that are locally and sustainably produced employing our region’s farmers, or I can splash out and buy a parmesan from Reggio Emilia knowing its geographical indication is authentic.

Multiculturalism has brought us an extraordinary variety of foods and other products. It has also brought opportunities for local farmers and manufacturers. It has driven innovation. It has added value to all parts of the value chain. A consumer in Canberra can find anything they need to satisfy their tastes, culinary preferences, cultural and religious needs, or other drivers of consumer behaviour to fulfil conscious and unconscious needs no matter their place of origin. As one of those consumers, I am grateful for the benefits of living in a multicultural community and the opportunities and experiences it brings us all.

Source: ACT Government, ‘Cleaner energy’, 2019: https://www.climatechoices.act.gov.au/energy; A Brown, ‘Canberra named world’s most sustainable city’, The Canberra Times, 18 May 2021: www.canberratimes.com.au/story/7257624/canberra-named-worlds-most-sustainable-city; National Capital Authority, 2021: www.nca.gov.au/diplomatic-missions

  

      Baby boomers

The baby boomer age subculture consists of people whose parents established families following the end of World War II and during the 1950s when the peacetime economy was strong and stable. As a general rule, when people feel confident about how things are going in the world, they are more likely to decide to have children, so this was a ‘boom’ time for delivery rooms. As teenagers in the 1960s and 1970s, the ‘Woodstock generation’ created a revolution in style, politics and consumer attitudes. As they aged, they fuelled cultural events as diverse as the Free Speech movement and hippies in the 1960s to Reaganomics and yuppies in the 1980s. Even now that they are older, they continue to influence popular culture. 

The global population aged 65+ will grow by 62.5% between 2021 and 2040 to reach 1.3 billion by 2040. As this is a large, growing and relatively affluent demographic, older consumers offer a great chance for businesses to innovate in order to cater to their special and diverse demands.*

Baby boomers currently comprise 25% of the population, but they own 55% of the nation’s private wealth. In 2020, the oldest boomers hit their mid 70s. In 2020, there were more 65 year olds than one year olds, and as many people aged 60 to 70 as there are aged 10 to 20.*

Demographers distinguish between two subgroups of baby boomers: ‘leading-edge’ boomers, born between 1946 and 1955, grew up during the Vietnam War and Civil Rights eras; while ‘trailing-edge’ boomers, born between 1956 and 1964, came of age after Vietnam and the Watergate scandal. The Great Recession had a greater impact on trailing-edge boomers than leading-edge boomers. The relatively older group is less burdened by expenses such as university fees and mortgage payments, so is able to buy more discretionary products and experiences despite the bad economic conditions of the past few years.*

To appreciate the impact that this consumer generation has and will have on our economy, consider this: at current spending levels, a 1% increase in the population of boomer householders results in an additional $8.9 billion in consumer spending. Ironically, however, most marketers neglect this incredibly important group. For example, although boomers spend 38.5% of consumer packaged goods (CPG) dollars, Nielsen estimates that only 5% of advertising dollars are currently targeted towards adults aged 35 to 64.

Baby boomers are also rarely considered top audiences on social media. However, brands are missing opportunities to reach this consumer. Forbes reports that baby boomers are the biggest spenders in the United States, and Gen X is close behind. While baby boomers were initially slow to adopt social media, Sprout Social research reports that 37% of baby boomers have increased their social-media usage since the start of the COVID-19 pandemic, and also note that 16% expect their usage to continue to increase over the next three years.* 

Boomers prefer established social-media platforms such as Facebook, and they are open to communicating with businesses on the platforms they’ve already adopted. As a Nielsen executive observed: ‘Marketers have this tendency to think the baby boomers will just be calm and peaceful as they move ahead, and that’s not true. Everything we see with our behavioral data says these people are going to be active consumers for much longer. They are going to be in better health, and despite the ugliness around the retirement stuff now, they are still going to be more affluent. They are going to be an important segment for a long time.’*

Recently published research by US non-government organisation West Health reports that pessimistic feelings held by people in earlier life take an optimistic turn as they mature. The survey findings report that 66% of respondents were actually optimistic about ageing, compared with 46% of respondents in their 30s.* As with the Gen Xers, baby boomers are also changing the ageing narrative as they continue to work and live longer, as well as prioritising wellness. They are avid consumers of health and beauty products and fashion-forward options. Brands are responding and creating campaigns that disrupt the ageing narrative. For example, actress Charlotte Rampling, then 70, was the face of designer fashion and accessories brand Loewe’s Spring 2017 collection. In the United Kingdom, demand for beauty products by women aged over 50 is possibly influencing the industry’s use of older, natural-looking beauty ambassadors such as actresses Helen Mirren and Tilda Swinton in branded beauty ads.*

 [image: An advertisement poster shows Helen Mirren as a model for a L’Oreal Paris anti-aging cream called “Age Perfect”.]
Beauty brands are using older, more natural models in their advertising to appeal to Baby Boomers. Image descriptionThe poster shows the following information: Age Perfect: With soya peptides Tailor-made for your skin: age spots appear reduced; skin feels nourished with moisture; complexion looks more radiant L’Oreal Paris For the perfect age look rejuvenated irresistibly radiant Because you are worth it Grow another year “bolder” Helen Mirren.
Source: Retro AdArchives/Alamy Stock Photo

As Figure 12.2 shows, the world is getting older rapidly. Developing countries are now ageing faster than the developed world.

  Figure 12.12 Global population by age group, 2000–2040
[image: A stacked area graph shows the global population by age group from 2000 to 2040.]
 Image descriptionThe horizontal axis ranges from 2000 to 2040 in increments of 10. The vertical axis represents billion people ranging from 0 to 10 in increments of 2. For aged 0 to 14, 2000, 1.9; 2010, 1.9; 2020, 2; 2030, 2; and 2040, 2. For aged 15 to 64: 2000, 2.9; 2010, .1; 2020, 6.5; 2030, 7.2; and 2040, 2.9. For aged 65 plus: 2000, 0.2; 2010, 0.2; 2020, 0.4; 2030, 0.5; and 2040, 1. All values are approximate.

Source: Euromonitor, Global Population Trends, November 2021. Note: Data from 2021 are forecasts.

       

CB as I see it: Baby boomers as healthcare consumers

Janet Davey, Victoria University of Wellington

 [image: A photo shows Janet Davey of Victoria University of Wellington, who belongs to the Baby Boomers generation.]
Source: Janet Davey, Victoria University of Wellington

Consumers, in general, are more health-conscious than ever before. But as consumers we define health differently—it might mean healthy eating, keeping fit and exercising, or being able to access the right healthcare at the right price. Of particular interest to me is understanding how baby boomers behave as healthcare consumers.

Baby boomers are a significant and influential group of consumers. Along with other OECD countries, New Zealand’s population is ageing. Importantly, when all the baby boomers turn 65 they will be the largest group of over 65s to have occurred in our population, both in absolute numbers and as a proportion of the population. By 2036 almost one-quarter of the New Zealand population will be over 65. Although the general trend for increasing health-consciousness may keep people healthier longer, it is inevitable that age-induced conditions will affect the nature and extent of healthcare services and the products this cohort demands. Not only are baby boomers of significance due to their sheer numbers, they are also an ageing and diverse group of individuals with characteristic values and behaviours that make them unique as healthcare consumers.

Baby boomers have both experienced and contributed to considerable social change, possibly giving rise to characterisations of baby boomers in the literature that have assumed ‘urban myth’-like status, many of which have mixed empirical support. Moreover, much of the baby boomer research is based around the American experience, which may have limited applicability to New Zealand baby boomers.

New Zealand-specific research suggests that baby boomers are an individualistic lot who value flexibility and choice. Many of them do not like to be reminded that they are ageing and work hard to maintain their health and fitness. Unsurprisingly, health issues are one of their top concerns, although they are apprehensive about the availability of and access to appropriate healthcare services. They are often questioning and sceptical consumers! With regard to healthcare, we expect baby boomers to be more demanding and use more healthcare services than earlier generations, to be active in their decisions around health, to seek additional information from a range of sources, and to try alternative treatments. Although it is important to avoid stereotyping them, there are many indications that baby boomers are changing the norms around old-age-appropriate aspirations, activities and behaviour.

As a cohort of considerable spending power and size, baby boomers are an attractive segment for marketers to consider. However, until recently, marketing to this cohort typically relied on outdated stereotypes. We found that many baby boomers do not identify with the way old age is portrayed in the media. Advertising often associates older people with declining health and particular old-age-related products, reflecting the effect of ‘societal ageism’. Baby boomers do not want to be associated with old age, nor do they want to be marketed to as if they were young adults!

In our research we deliberately chose an age-related healthcare product, glasses, to explore how baby boomers perceive glasses and what this means for marketers. Baby boomers are typically concerned about their appearance and image. They are very conscious of what a product may say about their age. To them, glasses create a particular image, not always one they consider positive or appropriate for them. Many want their glasses to act as a fashion accessory to satisfy their need for both a stylish appearance and to see better. According to the baby boomers we researched, wearing glasses has a very strong association with ageing and most do not like to be reminded of their ageing! They value freedom to maintain their active lifestyles and don’t want to be restricted by vision loss or other age-related conditions. By understanding baby boomers’ idiosyncrasies, marketers can use these findings to more clearly turn a negative perception into a positive association with a product or service. Don’t turn off baby boomers by treating them as old and decrepit, but strive to reinforce a positive self-image and acknowledge their desire to maintain a youthful but age-realistic appearance, all the while remembering their individualism and predilection to be different. 

As I see it, marketers must be responsive to how baby boomers are choosing to construct and live ‘old age’, considering opportunities for products, product design and service delivery that better meet the realities of baby boomers’ values and lifestyles.

Source: S Buckland, ‘Not the retiring sort: The New Zealand boomer dreams study’, 2009, Auckland: Massey University, 2009; J Davey, ‘Health literacy: A hermeneutic study of New Zealand Baby Boomers’, unpublished Doctoral dissertation, University of Waikato, Hamilton, 2015; J Davey, C King & M FitzPatrick, ‘Perceptions of glasses as a health care product: A pilot study of New Zealand baby boomers’, Health Marketing Quarterly, 2012, 29(4): 346–61; K Glasgow, ‘A new old age? Exploring the values, attitudes and expectations of baby boomers and their implications for policy and practice in an ageing society’, unpublished Doctoral dissertation, Victoria University of Wellington, 2013; Statistics New Zealand, National Population Projections: 2011 (base) – 2061, Wellington: Statistics New Zealand, 2012.

  

      Seniors

Until recently, many marketers neglected the elderly in their feverish pursuit of the youth market. But as our population ages and we live longer and healthier lives, the game is rapidly changing. A lot of businesses are updating their old stereotype of the aged as lonely or infirm. The newer, more accurate image is of an active person who is interested in what life has to offer, who is an enthusiastic consumer with the means and willingness to buy many goods and services, and who maintains strong loyalty to favourite brands over the years.

Think about this: the United Nations says that people older than 60 are the fastest-growing age group on Earth. This is reflected in the greying of Australia, with 84,000 more people aged 85 years and older today than in the 2011 Census. Today, people who are 85 years and older comprise 2.1% of Australia’s usual resident population. This senior market will have more impact into the future because more of us will survive well into old age thanks to improvements in diet, public health and medical technology. In fact, Australia’s population of centenarians—people who live to or beyond 100 years—is the nation’s fastest growing demographic. There are about 6,000 centenarians in Australia now; there’ll be 40,000 of them by 2060. That’s a lot of congratulatory letters the Queen must write!*

It is crucial to remember that income alone does not express seniors’ spending power. Older consumers are finished with many of the financial obligations that siphon off the income of younger consumers: 80% of consumers over the age of 65 own their own home. In addition, child-rearing costs are over. As the popular bumper sticker proudly proclaims, ‘We’re Spending Our Children’s Inheritance!’ Some of the important areas that stand to benefit from the surging grey market include exercise facilities, cruises and tourism, cosmetic surgery and skin treatments, and ‘how-to’ books and university courses that offer enhanced learning opportunities.

The continued changing narrative of ageing is also evident in the seniors market. For example, a study investigated what the authors call consumer identity renaissance; this refers to the redefinition process people undergo when they retire. The research identified two different types of identity renaissance: revived (revitalisation of previous identities) and emergent (pursuit of entirely new life projects). Even though many retirees cope with losses (of professional identity, spouse and so on), many focus on moving forward. They engage in a host of strategies to do this, including affiliation—where they reconnect with family members and friends, in many cases online—and self-expression. This latter strategy may involve revisiting an activity they never had time to adequately pursue when they were younger, learning new skills or perhaps moving into an urban area to re-engage with cultural activities.*

Though a digital divide between younger and older generations still exists, older people’s adoption of technology is increasing fast, and the COVID-19 pandemic has accelerated the digital integration of older consumers to online services (refer to Figure 12.13).* Grocery online shopping services, for example, have benefited from a strong rise in older consumers’ usage.

  Figure 12.13  COVID-19 has pushed more older consumers to online shopping.
[image: A bar diagram depicts the online purchase by aged 60 plus consumers, 2019 to 2021.]
 Image descriptionThe horizontal axis shows the purchase. The vertical axis represents percentage of respondents purchased online at least monthly ranging from 0 to 35 in increments of 5. The details of 2019, 2020, and 2021 are as follows: buy apparel or shoes online, 11, 12.5, and 15; buy beaut or personal care items online, 10.5, 14 and 16; buy groceries online, 15.5, 20, 29. All values are approximate.

Source: Euromonitor, Innovation and Population Ageing: Adapting to the Longevity Era, August 2021.

      Learning snapshot

  	Consumers identify with many groups that share common characteristics and identities, but some of these affiliations are more central to how we define ourselves. Subcultures are large groups that exist within a society, and membership in them often gives marketers a valuable clue about individuals’ consumption decisions. Important sources of consumer identity include race/ethnicity, religion and age.
	A person’s ethnic origins, racial identity and religious background are often major components of their identity. Key issues to reach members of racial/ethnic subcultures are consumers’ degree of acculturation into mainstream Australian (and other) societies, and the recognition of important cultural differences among subgroups.
	While the impact of religious identification on consumer behaviour is not clear, some differences among religious subcultures do emerge. Marketers need to carefully consider the sensibilities of believers when they use religious symbolism to appeal to members of different denominations.
	Consumers who grew up at the same time share many cultural memories because they belong to a common age cohort, so they respond well to marketers’ nostalgia appeals that remind them of these experiences.
	Children learn how to be consumers. Parents and friends instil some of this knowledge, but a lot of it comes from exposure to mass media and advertising. Because children are often easily persuaded, the ethical aspects of marketing to them are hotly debated among consumers, academics and marketing practitioners.
	Teenagers are in the middle of a transition from childhood to adulthood, and their self-concepts tend to be unstable. They are receptive to products that help them to be accepted and enable them to assert their independence. Because many teens earn money but have few financial obligations, they are a particularly important segment for many nonessential or expressive products, ranging from chewing gum to clothing fashions and music. Because of changes in family structure, many teens are also taking more responsibility for their families’ day-to-day shopping.
	Millennials and Gen Zers account for nearly half of the global population, making them the most important consumer segment. Gen Zers are often more pragmatic and conservative in their spending, as they were born in a time of economic recession. Gen Z is also the generation that tends to be least brand loyal.
	Gen Y, also known as millennials, are willing to speak their mind and unwilling to wait. This means that if they are not satisfied with a company’s products they have no hesitation in moving on to the next one. Gen Y defined the ‘selfie’ generation.
	Gen Xers feel high levels of insecurity and have significant work and emotional pressures—they are identified as the 'sandwich' generation.
	Baby boomers are a powerful age segment because of their size and economic clout. Boomers continue to affect demands for housing, child care, cars, beauty products and many other products.
	As the population ages, the needs of older consumers will become increasingly important. Many marketers ignore seniors because of the stereotype that they are too inactive and spend too little. This stereotype is no longer accurate. Many older adults are healthy, vigorous and interested in new products and experiences—and they have the income to purchase them. Marketing appeals to this age subculture should focus on consumers’ perceived ages, which tend to be more youthful than their chronological ages.


Consumer behaviour challenge

  	Why is it difficult to identify consumers in terms of their ethnic subculture membership?
	What is de-ethnicisation? Give an example.
	Who are acculturation agents? Give two examples.
	Describe the processes involved when a person assimilates into a new host culture.
	How do religious subcultures affect consumption decisions? Find some recent examples where brands have successfully integrated religion or faith into their marketing strategies.
	How are Gen Z and millennials changing the way companies produce products and services and market to the values of this generation? Find a recent branding example. How does the marketing positioning align with Gen Z and Gen Y values?
	Describe the progressive learning model and discuss why this perspective is important when we market to subcultures.
	Born-again Christian groups have been instrumental in organising boycotts of products advertised on shows they find objectionable, especially those that they feel undermine family values. Church leaders can encourage consumption but, more importantly, they can also discourage it—sometimes with powerful effects. The Disney Corporation discovered how effective these movements can be when the Southern Baptist Convention voted to persuade all of its members to boycott Disney’s operations.* The church instituted its anti-Mickey rebellion to protest ‘Gay Days’ at the theme parks and advocated a view that Disney had a radical homosexual agenda that it promoted through its broadcasts. Soon, other organisations joined the cause, including the American Family Association, the General Council of the Assemblies of God, the Congregational Holiness Church, the Catholic League for Religious and Civil Rights, and the Free Will Baptists. The fallout from the boycott was significant: Disney was forced to lay off 4,000 employees.* Do religious groups have a right or a responsibility to dictate what advertising a network should carry?
	The chapter describes efforts by some mainstream marketers to appeal to Muslim consumers by making halal products. Given the political attitudes that some Australians hold regarding Muslims, is this a dangerous strategy or a courageous one? What are the potential pitfalls of this approach, and how would you handle them?
	Many parents worry about the time their children spend online, but this activity may actually be good for them. A study by the MacArthur Foundation claims that surfers gain valuable skills to prepare them for the future. The study also finds that concerns about online predators are overblown: most children socialise with friends they know from places such as school or sport.* What’s your take on this? Are concerns about excessive web surfing unjustified?
	To understand the power of ethnic stereotypes, conduct your own poll. For a set of ethnic groups, ask people to anonymously provide attributes (including personality traits and products) most likely to characterise each group, using the technique of free association where they simply say what comes to mind when you mention each group. How much agreement do you obtain across respondents? To what extent do the characteristics derive from or reflect negative stereotypes? Compare the associations for an ethnic group between actual members of that group and non-members.
	Locate one or more consumers (perhaps family members) who have emigrated from another country. Interview them about how they adapted to their host culture. In particular, what changes did they make in their consumption practices over time?
	Find good and bad examples of advertising that targets older consumers. To what degree does advertising stereotype the elderly? What elements of ads or other promotions appear to determine their effectiveness in reaching and persuading this group?
	Interview some retired people. How are they reconstructing their identities? What opportunities do their desires present for marketers?


      Case study

What do you feel and would you like Alexa or your mobile phone to suggest ways to make you feel better?

Dr Edwina Luck

Demographics and AI

Gen Z, born between the mid 1990s and the 2010s, is one of the largest generation by numbers, and has never known a world without technology. This cohort uses home tech to help with their everyday lives. For example, Alexa (or whomever they use) gets asked, ‘Please turn on the lights’; ‘What is the weather going to be like today?’; ‘Update me on the news please’; or ‘Play my favourite music’.

But things have changed. AI technology has been growing in importance. Companies can use AI to capture and understand anything from how people respond to advertisements as well as emotive reactions, whether in real time or via an app. Examining facial expressions, examining eye movements (something that has been around for a long time) and measuring brain patterns can all help understand customers better. But it goes further than that.

Reading emotions has never been an easy thing to do. Neurological and emotional engagement within marketing has grown over the past decade. ‘Why?’ you ask. Well, while humans may lie or tell untruths, their brains, voices and eye movements don’t lie.

There are many apps today that try to rate emotions—for example, Face++, Face API and by the time this text is published, there will be many more. Do a search to find out.

 [image: A woman using an iPad.]
Realeyes provides AI-powered facial coding technology that measures attention and decodes emotion. The technology allows advertisers to test campaigns with opted-in audiences to measure ad performance prior to launch.Source: Realeyes

In our daily lives, we spend so much more time with our phone than with friends and family. Therefore, can we say that our phone can ‘see’ and ‘hear’ our emotions more? Well, possibly. Technology can track anything, and record facial and vocal responses. This means that if you are scared, stressed or happy, AI can pick up those signals.

But could your phone or an app pick up these emotional cues and do something about them? Or say something to you, or recommend something or a course of action to help?

Yes, they could. However, it is not as simplistic as this. Emotions are subjective, and AI is prone to hidden bias. Let me explain. Many studies have found emotional analysis technology assigns more negative emotions to different cultures.* Therefore, some studies show that AI identifies Asian faces as blinking and black faces as angry, while AI finds it more difficult to identify the gender of people who have darker skin.

Is Big Brother watching?

You bet. Use of AI and facial recognition software to detect emotion has many positives, but also raises concerns. And we have seen facial recognition technology used by countries in ways that are unethical, but law enforcement agencies have also used it, and due to these flaws in the tech (and as stated earlier, it has issues determining darker-skinned people), the wrong people can get arrested. Or worse.

Back in 2018, Amazon patented tech that could read your physical and emotive state. Enter the era of mood-targeted advertising. While a patent is not an actual product, it does foresee and suggest new worlds of vibrant targeted advertising. Google and IBM have similar patents. Google’s look at detecting negative emotions, whereas IBM’s would help search engines return web searches based on the user’s current emotional state. For example, searching for ‘happy podcasts,’ ‘cruise ship holidays’ or ‘concerts near me,’ would return different results based on the mood of the user, face recognition determined via your webcam, a scan of the person’s heart rate, or—and this is where the ‘patents are not products’ disclaimer must be emphasised—the ‘user’s brain waves’.* As I write this case study, Google is having problems with its AI research team. And it won’t be the only company that will in the future. Some of the problems are ethical and also may impact society.*

Let’s look at an example. You say to Alexa that you’re hungry but feeling tired. She can tell by your croaky and sniffly voice that something is not right. She can then ask if you want a recipe for chicken soup, or she can ask a question ‘associated with particular advertisers’.*

   
[image: Close-up of Alexa.]
Technology has become normal within all aspects of our lives, including at home.Source: Stephen Brashear/Getty Images

How it works is that Alexa analyses the pitch and volume of your voice. Alexa may come to recognise ‘happiness, joy, anger, sorrow, sadness, fear, disgust, boredom, [or] stress’ and respond … with ‘highly targeted audio content, such as audio advertisements or promotions’.* You can see this depicted in Figure 12.14.

  Figure 12.14 How AI can predict emotions
[image: A screenshot of an A I.]
 Image descriptionThe screenshot shows the following: our decisions are driven by emotions. The non-conscious emotional values with emotions bias what we believe leads to conscious facts, taste, refreshment and price. Non-conscious emotional values often emotions, instinct lead directly to purchase and the conscious facts, decisions are rarely rational they’re always influenced by emotions.

Source: Based on D Jha & M Ghoshal, 'When emotions give a lift to advertising', Nielson, April 2016

Demographic profiling has been used to sell and market products and ideas for years. Each of us is made up of dozens of marketable categories. You may notice ads on your favourite social-media platform and wonder, ‘Oh, hey, why am I getting ads for these products?’ Dynamic emotional targeting takes marketing to another level. Now consumers are collections of categories such as gender, age, where we live, as well as mental and emotional states. Added on to this, we have our devices (and owners of the data), but companies are eager to sell this on to brands. With emotional tracking, product developers can learn which features elicit the most excitement and engagement in users. Some platforms and apps can recognise emotions such as joy, fear and anger, and adapt targeted advertising accordingly.

Does this bother you? Well, some of you will say yes, and some meh. In 2015, nearly 51% of 2,000 UK customers were ‘not OK’ with whether they would be happy if their emotions were being detected. Thirty per cent were not too bothered so long as the data collected did not make you personally identifiable. Not surprisingly, 31.2% of young people had no concerns. The most suspicion came from those aged over 65.*

Bias

As more companies throughout the world integrate emotional AI into their day-to-day operations and products, it’s crucial that they work to counteract the potential for bias.

Identifying emotions is very subjective and not an easy thing to do. Many discrepancies can occur. Then there are the inconsistencies within the actual technologies that track emotions. A recent Nielsen study tested the accuracy of neuroscience technology including facial coding, biometrics and electroencephalography (EEG). Tested on their own, accuracy levels were very low: 9%, 27%, and 62% respectively. However, when combined, accuracy levels increased to 77%. Testing the results with a survey brought this up to 84%. While combinations serve as a good accuracy check, there are still problems.*

This means gender, ethnic diversity, socioeconomic status and views: negating anything from racism and prejudice, to bias in sexual expression such as homophobia to ageism. For example, older people’s faces are less likely to show expressions that can be accurately interpreted as their true meaning. Moreover, there are 19 different types of smiles, but only six show happiness.*

What’s next?

This raises the question, are we ready for our emotions to be machine readable? And how can we be sure that this data will be used in a way that will be of assistance to people—and not used in an unethical way?

What if our potential employers or insurance companies emotionally profiled us? What if they made judgements on this data (which they do already) and made decisions not to employ us, insure us, or if they judged us on our health or management competence ability? We have already seen employers search on social media for photos or previous posts before hiring people.

What if emotional AI could be used to evaluate the honesty of a person, or whether they pose a threat? Is this like a lie detector? And how would it be reliable—especially with certain cultures where classification has been incorrect?

Emotional AI can be dangerous if it will affect what happens in the future.* But it is already doing this. By the time this case study is published, it is predicted by the author that this tech will be a reality.

Questions

  	How would you cope without your tech and gadgets? List what you personally use on the go and at home (e.g. laptop, Alexa, Google Home, mobile). What could you not live without?
	Whether you have AI in your home or not, how would you feel if your device/s gave you suggestions after listening to your voice?
	List ways in which you think this technology (that is, your devices giving you suggestions) could be beneficial.
	Now list the unethical and bad aspects of your device giving you suggestions.
	Do you think there should be an age limit for using technology such as this?


      Chapter 13 Lifestyle, income and social class

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

13.1 Understand the relationship between consumer lifestyle and product and brand choices.
13.2 Identify the role of income for consumer purchases.
13.3 Compare and contrast income and social class as two economic predictors of consumer behaviour.
13.4 Explain how social class affects purchase decisions.
  
 Introduction

This chapter covers consumer subcultures based on lifestyle, income and social class. Culture and background are clearly important determinants of consumers’ purchases and activities, but they do not tell the whole story. You can easily find two people who are similar in terms of cultural heritage and religious practices yet make totally different consumption choices. These important differences—activities, interests and opinions—go a long way to painting a more nuanced picture of people who may be fairly similar on demographic dimensions, but different when it comes down to lifestyle practices and rituals.

Lifestyle is often related to income and social class. There are many ways to spend money and a wide gulf exists between those who have it and those who don’t. Perhaps an equally wide gulf exists between those who have had it for a long time and those who have ‘made it the hard way—by earning it!’ In this chapter we consider consumer spending and economic behaviour by looking more closely at how general economic conditions affect the way consumers allocate their money and how this influences what they think and feel about how they spend it. We also look at consumers at the top and at the bottom of the spending pyramid and customers experiencing financial vulnerability.

      Lifestyles and psychographics

 13.1  Understand the relationship between consumer lifestyle and product and brand choices.

This section explores how marketers approach the issue of lifestyle and how data about consumption choices is used to tailor products and communications to individual lifestyle segments. In explaining how lifestyle influences consumption we use an economic theory of lifestyle consumption to further explore consumption patterns and how consumers make decisions around income allocation.*

Lifestyle: who we are, what we do

In traditional societies, class, caste, village or family largely dictate a person’s consumption options. In a modern consumer society, however, people are freer to select the set of products, services and activities that define them and, in turn, create a social identity that is communicated to others. People’s choice of goods and services makes a statement about who they are and the types of people they wish to identify with—and even those they wish to avoid.

An economic theory of lifestyle refers to a pattern of consumption reflecting a person’s choice of how they spend their time and money. In an economic sense, lifestyle represents the way people elect to allocate income, both in terms of relative allocations to different products and services and to specific alternatives within these categories.* Other similar distinctions describe consumers in terms of their broad patterns of consumption, such as those who devote a high proportion of total expenditure to food, advanced technology or information-intensive goods such as entertainment and education.*

Lifestyle marketing

A lifestyle marketing perspective recognises that people sort themselves into groups on the basis of the things they like to do, how they like to spend their leisure time and how they choose to spend their disposable income.* These choices are reflected, for example, in the growing number of blogs that cater to specialised interests. Blogs are shared online journal entries of experiences and opinions* and can be written by consumers or corporations. Blogs can be live or asynchronous for both monetary and non-monetary gain. At last count, there are 600 million blogs worldwide (ref) representing consumer lifestyles from travel to fashion. Blogs are part of a global phenomenon in which consumers are given voice and play an important role in influencing purchases. Businesses are now also blogging to facilitate a conversation with their customers. One lifestyle area that is popular for blogs is cooking, with many guides available on how to start a food blog (ref). Blogs can be monetised by selling merchandise, display ads, commissions on referrals, freelance services and/or affiliate links.*

      Products as building blocks of lifestyles

We often choose a product (good or service) precisely because it’s associated with a particular lifestyle. For this reason, lifestyle-marketing strategies attempt to position a product by fitting it into an existing pattern of consumption. The lifestyle need of ready-made finger food for busy people that is healthier than sausage rolls and party pies offered a marketing opportunity to egg producer Sunny Queen. In 2017, the company launched a new range of finger foods called Sunny Queen Meal Solutions that included gluten-free egg-based foods such as quiches and frittatas.* The product range has been expanded to include ready-to-serve, peeled, hardboiled eggs,*  reflecting our busy lifestyles. 

Because one lifestyle marketing goal is to allow consumers to pursue their chosen way of enjoying life and expressing their social identity, a key aspect of this strategy is to focus on product usage in desirable social settings. The goal of associating a product with a social situation has been a long-standing one for advertisers, whether the product was included in a round of golf, a family barbecue or a night at a glamorous club surrounded by the hip-hop elite.* Consequently, people, products and settings are combined to express a consumption style, as shown in Figure 13.1.

  Figure 13.1 Linking products to lifestyle
[image: A Venn diagram shows three building blocks of lifestyle. Three interconnected circles are labelled “person”, “product”, and “setting”. The common area of all three circles is labelled “lifestyle”.]

An example of how products underpin lifestyle can be seen in cultural tourism such as Indigenous tourism experiences. Demand for Indigenous tourism in Australia is on the rise, with many people visiting domestic locations during the COVID-19 pandemic when holidaying internationally was not possible.* Australians are seeking knowledge about Indigenous culture, with some using consumption to express support for Indigenous communities. K’gari National Park in Queensland is a location where Indigenous tourism experiences are being taken up enthusiastically. Previously known as Fraser Island, it has been reverted to its Indigenous name. Cultural tours are available, as are bush talker tucks, which enable tourists to taste the food of the local Butchulla people and understand the local eco-system.* 

 [image: An aerial photograph of the beach and waters of Lake Boomanjin on K’gari (previously Fraser Island), showing a unique amber hue from the tea-tree oil of the surrounding trees. ]
The waters of Lake Boomanjin on K’gari (previously Fraser Island) have a unique amber hue from the tea-tree oil of the surrounding trees. K’gari is becoming a popular destination for tourists to embark on cultural tours, which are a way to support and learn about Indigenous cultures. Source: Freedom to Seek/Shutterstock

 

Lifestyle and product

Think about your lifestyle. Are there products or activities you are more likely to purchase because your lifestyle suits these products?

  

During the COVID-19 pandemic in Australia, when restaurants could not serve seated patrons and could offer only take-away food, creative businesses found ways of reinventing their food products for the setting of eating at home. For example, City Winery in Brisbane innovated its offering to supply in-home dining experiences where the food and wine were sent to the customers, who then joined other customers via Zoom in a live, curated wine and food dining experience.*  The products were designed to suit the setting of in-home dining, which is considerably different from in-restaurant dining.

 [image: A photo shows a man holding a glass of red wine while on his laptop enjoying a virtual wine tasting session.]
Many businesses reinvented the way people experienced their hospitality options during the COVID-19 pandemic. Source: andreypopov/123RF

Products are bundled for lifestyles

The adoption of a lifestyle marketing perspective implies that we must look at patterns of behaviour to understand consumers. We can get a clearer picture of how people use products to define lifestyles by examining how they make choices in a variety of product categories. As one study noted, ‘All goods carry meaning, but none by itself … The meaning is in the relations between all the goods, just as music is in the relations marked out by the sounds and not in any one note.’*

Many products and services do seem to ‘go together’, usually because they tend to be selected by the same types of people. In many cases, products do not seem to ‘make sense’ if they are unaccompanied by companion products (e.g. fast food and paper plates, or a suit and tie) or are incongruous in the presence of others (e.g. an antique chair in a high-tech office or a caravan towed by a Ferrari).

Therefore, an important part of lifestyle marketing is to identify the sets of products and services that seem to be linked in consumers’ minds to a specific lifestyle. And research evidence suggests that even a relatively unattractive product becomes more appealing when evaluated with other liked products.* Marketers who pursue co-branding strategies, such as the deals that follow, understand this:

  	During the COVID-19 lockdowns in Australia, Deliveroo teamed up with Winning Moves Australia to deliver board games such as Monopoly and Cluedo when they delivered food to people stuck at home.*
	Smith’s Potato Chips teams up with various suppliers to cross-promote the superiority of its chips through the use of quality ingredients. In 2017, it brought back favourites for a limited edition. On the cover of the relevant packets the company featured the brand names Bega (the supplier of the cheese in the cheese-and-onion flavoured chips) and Heinz (which supplied the tomato sauce in the tomato-flavoured chips).
	Roxy surf wear teamed up with Toyota to create a surf-friendly version of the Echo sedan for the young female market. It features water-resistant, neoprene-covered seats, a Yakima roof rack and wet-gear storage bins.*


Product complementarity occurs when the symbolic meanings of different products are related to each other.* Consumers use these sets of products, termed consumption constellations, to define, communicate and perform social roles.* For example, the ‘Yuppie’ of the 1980s and early 1990s (Gen X) was defined by such products as a Rolex watch, a BMW car, a Gucci briefcase, a squash racquet, fresh pesto, white wine and brie cheese. Somewhat similar constellations could be found for ‘Sloane Rangers’ in the UK and ‘Bon Chic Bon Genres’ in France. Although people today take pains to avoid being classified as Yuppies, this social role had a major influence on defining cultural values and consumption priorities in the 1980s.* Research on Gen Z shows they are defined by products that are experiences; for example, technology such as phones, Fitbits and laptops, and low-priced clothing (they are known to rent party clothes).* What consumption constellation characterises you and your friends today?

      Psychographics

Marketers often find it useful to develop products that appeal to different lifestyle groups—just knowing a person’s income doesn’t predict whether they will drive a 4WD, hatchback or sedan, for example. Consumers can share the same demographic characteristics and still be very different people. For this reason, marketers need a way to ‘breathe life’ into demographic data to really identify, understand and target consumer segments that will share a set of preferences for their products and services.

The fact that marketers are aware of consumers’ opinions and interests, combined with knowledge of lifestyle preferences, provides them with a powerful lens to focus on consumer segments. The tool for achieving this is known as psychographics. It involves the ‘use of psychological, sociological and anthropological factors to determine how the market is segmented by the propensity of groups within the market—and their reasons—to make a particular decision about a product, person, ideology, or otherwise hold an attitude or use a medium’.* Psychographics can help a marketer fine-tune offerings to meet the needs of different segments. For example, psychographic research on household decision making identified six segments named after animal groups with similar characteristics: Ant Colony, Beehive, Flock of Geese, Wallabies, Domestic Cat Family and Lion Pride (refer to Figure 13.2 for details about this).

  Figure 13.2 Households have stable decision-making styles that create different purchasing behaviour.
[image: An illustration depicts the decision-making styles.]
 Image descriptionThe details of the illustration are as follows: flock of geese, we share the load, and take turns leading; wallabies, we're easy-going and flexible; ant colony, we work together like a well-oiled machine; beehive, we experts work together for the good of the household; domestic cat family, we like to do our own thing; and lion pride, we are the masters of our environment.

 Source: Rebekah Russell-Bennett

When marketers know the characteristics of psychographic segments they are able to develop marketing strategies to fit. For instance, The Lion Pride household likes products that provide mastery of their environment, such as smart home devices.

Psychographic research was first developed in the 1960s and 1970s to address the shortcomings of two other types of consumer research: motivational research and quantitative survey research. Motivational research, which involves intensive, one-to-one interviews and projective tests, yields a lot of information about a few people. However, this information is often idiosyncratic and may not be very reliable. At the other extreme, quantitative survey research, or large-scale demographic surveys, yields only a little information about a lot of people. As some researchers have observed, ‘The marketing manager who wanted to know why people ate the competitor’s cornflakes was told “32% of the respondents said taste, 21% said flavour, 15% said texture, 10% said price and 22% said don’t know or no answer”’.*There’s not a lot you can do with that kind of feedback.

We can use many psychographic variables to segment consumers, but they all share the underlying principle of going beyond surface characteristics to understand consumers’ motivations for purchasing and using products. Demographics allows us to describe who buys, but psychographics tells us why they buy. An example of this is a segmentation of the food habits of Italian students.* Demographic profiles of students tell us that they are typically aged 18–24 years and have low incomes; however, this doesn’t explain why some students eat healthy foods and others do not. A segmentation approach that uses attitudes and lifestyle behaviour provides more insight than just demographics. The study identified six psychographic segments. One of these, the traditionalist segment, ate balanced meals, consumed limited amounts of soft drink, did not buy food on campus and always went home for lunch. A contrasting segment who consumed snacks and sweets regularly considered dinner to be the main meal of the day and liked variety in where they ate lunch.

What is psychographic segmentation?

Some early attempts at lifestyle segmentation ‘borrowed’ standard psychological scales (often used to measure pathology or personality disturbances) and tried to relate scores on these tests to product usage. Such efforts were largely disappointing. These tests were never intended to be related to everyday consumption activities, so they didn’t do much to explain people’s purchases. The technique is more effective when the variables included are more closely related to actual consumer behaviours. If you want to understand purchases of household cleaning products, you are better off asking people about their attitudes towards household cleanliness than testing for personality disorders!

Psychographic studies can take several different forms:

  	A lifestyle profile looks for items that differentiate between users and non-users of a product.
	A product-specific profile identifies a target group and then profiles these consumers on product-relevant dimensions.
	A general lifestyle segmentation places a large sample of respondents into homogeneous groups based on similarities of their overall preferences.
	A product-specific segmentation tailors questions to a product category. For example, in a study done specifically for a stomach medicine, the item ‘I worry too much’ might be rephrased as ‘I get stomach problems if I worry too much’. This allows the researcher to discriminate more finely between users of competing brands.* 


Most contemporary psychographic research attempts to group consumers according to some combination of three categories of variables—activities, interests and opinions—known as AIOs. Using data from large samples, marketers create profiles of customers who resemble each other in terms of their activities and patterns of product usage.*

Examples of the types of variables for AIO are: 

  	Activities
	Work
	Leisure
	Social events
	Health
	Entertainment Interests
	Fashion
	Food
	Media’ Opinions
	Social issues
	Politics
	Economy
	Technology


To group consumers into AIO categories, respondents are given a long list of statements and asked to indicate how much they agree with each one. In this way, lifestyle is ‘boiled down’ by discovering how people spend their time, what they find interesting and, importantly, how they view themselves and the world around them.

In 2021 Euromonitor conducted research on consumer psychographics and spending patterns and identified various consumer segments (refer to Table 13.1).*

 Table 13.1  Euromonitor consumer spending types
	SPENDING TYPE	CHARACTERISTICS	PROPORTION OF GLOBAL POPULATION	MARKETING STRATEGY
	Impulsive spender	Likes to try new products; keeps up with latest trends; likes bargains	14%	- Facilitates quick purchases
- Tailored shopping experiences
- Promotion of price discounts
	Minimalist seeker	Values saving money and a modest lifestyle; unlikely to buy luxury or non-essential items	12%	- Clear packaging and in-store labelling
- Comparison platforms
- Sustainable products
	Secure traditionalist	Avoids shopping; motivated by price; frugal	16%	- Prefers in-store to online
- Clearly marks promotional items
- Minimises time spent on shopping
	Empowered activist	Seeks authenticity; considers actions; aligns attitudes with behaviours; researches products 	15%	- Labelling to promote sustainability features
- Rewards loyalty
- Aligns company and brand with global issues
	Undaunted striver	Seeks brand name and luxury products; maintains that status is important	17%	- Personalised and tailored experiences
- Promotion of trends
- Seamless omnichannel experience
	Conservative homebody	Family is important; uninterested in latest trends; spirituality is  important	8%	- Emphasises product capacity for facilitating family and social time
- Low-cost discounts
	Inspired adventurer	Seeks new experiences; invests in their future	3%	- Promotes wellbeing aspects of product
- Value for money
- Prioritises products that help achieve future goals



 Source: Based on A Shridhar, Understanding the path to purchase: 2021 Global Consumer Types, Euromonitor International, May 2021.

 

Lifestyle dimensions

Select the category from the Euromonitor Consumer spending types that you think best describes you. List brands or stores that you often purchase from and consider how these relate to the category you selected.

  

Typically, the first step in conducting a psychographic segmentation is to determine which lifestyle segments are producing the bulk of customers for a particular product. According to a very general rule of thumb frequently used in marketing research called the ‘80/20 rule’, only 20% of a product’s users account for 80% of the volume of product sold. Researchers attempt to determine who uses the brand and try to isolate heavy, moderate and light users. They also look for patterns of usage and attitudes towards the product. In many cases, just a few lifestyle segments account for the majority of brand users.* Marketers primarily target these heavy users, even though they may constitute a relatively small number of total users.

After the heavy users have been identified and understood, marketers consider the brand’s relationship to them. Heavy users may have quite different reasons for using the product, so they can be further subdivided in terms of the benefits they derive from using the product or service. For instance, at the beginning of the walking-shoe craze, marketers assumed that purchasers were basically burned-out joggers. Subsequent psychographic research showed that there were actually several different groups of ‘walkers’, ranging from those who walk to get to work to those who walk for fun. This realisation resulted in shoes aimed at different segments, from Footjoy Joy-Walkers to Nike Healthwalkers. Nike promotes walking shoes based on the purpose of walking: comfort, miles, style or trail.* 

      Australian Values Segments

In Australia the Roy Morgan research company has developed (in conjunction with Colin Benjamin of the HorizonNetwork) a segmentation tool called Roy Morgan Values Segments™. According to the company’s website there are 10 segments, grouping Australians along four human social dimensions (Individualism, Life Satisfaction, Conservatism and Innovation) and two marketplace reality dimensions (Quality Expectations and Price Expectations). These six dimensions then form a cross containing the 10 segments. The useful aspect of the Roy Morgan research is that, as well as a description of each segment, you can also find out what TV show each segment is likely to watch, the magazines they read and even the type of chocolate they prefer.

 

Roy Morgan Values SegmentsTM

The 10 Roy Morgan Values Segments are:

1. Fairer Deal, 4%

This segment feels they get a raw deal out of life; generally pessimistic, cynical and often struggling financially, they think others get all the fun and they miss out. The pattern of thinking is typically found among unskilled and semi-skilled workers.

2. Basic Needs, 2%

This segment is generally happy and contented with what they have and is usually associated with older people who have retired. They are not looking for more and enjoy watching the world go by, feeling a part of it as it does.

3. Conventional Family Life, 12%

This segment is closely associated with suburban families devoting time and effort to building a ‘home’ to give children the opportunities they deserve. It tends to relate to people seeking greater financial security and focusing on providing children with opportunities. This segment shows a strong interest in enjoying family life and having time to stay in touch with parents and friends.

4. Look At Me, 11%

This segment is looking for fun and freedom away from the family, focused on being a part of ‘their generation’ and part of the in-crowd of their peers. They are fashion and trend conscious, wishing to stand out from their parents’ generation but very conscious of conforming to their peer group. Roy Morgan research identifies them with the ‘Decibel Generation’, which lives in McDonald’s, drinks Pepsi and spends all their money (and their parents’ money too).

5. Real Conservatism, 5%

Generally part of the ‘establishment’, a central concern in this segment is maintaining a disciplined, predictable and safe society. They hold very conservative social, moral and ethical values and generally feel that things are not as good as they used to be.

6. Socially Aware, 15%

This segment is always searching for something new and different and new things to learn. They believe strongly in the concept of ‘learning a living’ rather than earning a living, always seeking new opportunities for training, education and knowledge. This pattern of thinking is typically associated with the highest socio-economic community group.

7. Something Better, 6%

They tend to be competitive, individualistic and ambitious people who are seeking more out of their life. They want more than they’ve got, more than their parents had and more than others have—and they want it all now!

8. Traditional Family Life, 20%

This segment is motivated by values in terms of security, reliability and providing better opportunities for their family, similar to the Conventional Family Life segment. They are now, within Australia, generally empty-nesters or extended families.

9. Visible Achievement, 17%

The mindset of this segment is associated with proof of having ‘made it’. Consumers in this segment seek personal recognition, job satisfaction and the tangible rewards of success such as high-quality homes, vehicles and holiday destinations that demonstrate the best of visible good living.

10. Young Optimism, 8%

This segment is into image and style (not fads and fashion). They are conscious of the image they project and want to have the right one. Long-term thinkers, they are busy planning careers, attending university and experiencing overseas travel. They are focused on achieving a good career and improving their prospects in life, so it’s important to consumers in this segment to achieve a sense of personal fulfilment and experience an outgoing lifestyle.

Source: Roy Morgan Values Segments™

  

 [image: An image illustrates ten different Roy Morgan Values segments dividing Australians based on their attitudes, values, and lifestyle.]
Research divided Australians into 10 segments based on their attitudes, values and lifestyle. Image descriptionThe image has ten cartoons with the following information: Fairer deal, 4%: Picture of a gloomy, elderly man sitting sadly with his hand on his cheeks. Basic needs, 2%: Picture of a content, elderly woman holding a book and a drink. Conventional family life, 12%: Picture of a mother with her child holding a trophy. Look at me, 11%: Picture of a young, modern woman working on her laptop while listening to music from her mobile. A Coke tin is placed near her. Real conservatism, 5%: Picture of a disciplined, conservative man wearing suit and spectacles and sitting with his hands crossed at his table with an open file and a pen. Socially aware, 15%: Picture of a person wearing academic gown and holding many degree certificates in hand. Something better, 6%: Picture of a competitive man in formal wear walking with a briefcase, while talking on his cell phone using earphones. Traditional family life, 20%: Picture of a big family with many adults and children. Visible achievement, 17%: Picture of a couple standing together before a luxury house with a pool. Young optimism, 8%: Picture of a young woman envisaging her life goals of getting an academic degree and a nice house.

So how do values segments help us to understand specific consumer behaviour? Let’s take a look at ice-creams. How much difference can there be between people who prefer Cornettos and people who like Drumsticks? Apparently a lot, according to the Roy Morgan Values Segments™. Drumsticks are mostly preferred by people in the Basic Needs and Conventional Family Life segments, whereas Cornettos are mostly preferred by people in the Look at Me and Visible Achievement segments. So if you were marketing ice-creams at university campuses (which have a lot of the Look At Me segment), the one that would appeal the most would be Cornetto. When it comes to take-home tubs of ice-cream, women in the visible achievement segment are Weis buyers (likely to be Millennials) who are health conscious but also insist on taste, while women in the Socially Aware segment are more likely to buy Connoisseur and serve this at a dinner party.*

 [image: A composite of two photos shows a person holding three cornetto cones in a hand in the first photo and the other photo shows a person holding a cornetto cone against a green background.]
Values segment research demonstrates differences in ice-cream preferences.Source: AnatsaiF/Shutterstock; melissamn/Shutterstock

Psychographic studies:

  	Lifestyle profile: Looks for items that differentiate between users and non-users of a product.
	Product-specific profile: Identifies a target group and then profiles these consumers on product-relevant dimensions.
	General lifestyle segmentation: Places a large sample of respondents into homogeneous groups based on similarities of their overall preferences.
	Product-specific segmentation: Tailors questions to a product category, allowing the researcher to discriminate more finely between users of competing brands.


      Income and consumer behaviour

 13.2 Identify the role of income for consumer purchases. 

Many people would probably say they don’t make enough money, but in reality the average standard of living continues to improve. These income shifts are linked to two key factors: a shift in women’s roles and increases in educational attainment.*

Women are earning more than ever before, and in some cases are becoming the principal or sole earner in the family; this may be through choice, or because they are a single parent or their partner is the main caregiver or is underemployed or unemployed. Although women are still a minority in most professional occupations, their ranks continue to swell. Over the long term, women’s participation in the labour market has helped increase the global work force, swell disposable income, expand the market for female-oriented consumer goods and boost consumer spending.* The steady increase in the number of working women is a primary cause of the rapid growth of middle- and upper-income families. Interestingly, the 2016 Australian Census showed that women’s employment is increasing while men’s is decreasing. Whereas in 1966, 83% of men were employed, by 2016 this had dropped to 65% while women’s employment had grown from 34% in 1966 to 56% in 2016. One reason for the decline in men’s employment is that men are living longer and therefore the proportion of men who are retired and not working is growing.*

Another factor that determines who gets a bigger piece of the economic pie is education. Although picking up the tab for a HECS (Higher Education Contribution Scheme) debt involves sacrifice, higher education qualifications provide a substantial advantage in the labour market. University graduates earn more than those who have only attended high school during the course of their lives, and they are less likely to be unemployed than those without such qualifications.* There has been an unprecedented growth in the enrolment of women into higher education over the past four decades, and since 1987 women outnumber men in university enrolment.* 

      Financial constraints on consumer behaviour

The average weekly income of an Australian worker in 2021 was $1,737.10 ($90,324 annually), with men taking home $200 per week more than women.* Workers living in the Australian Capital Territory (ACT) take home the most ($1,908 per week) while those working in South Australia earn the least ($1,569). If you are a worker in the mining industry you earn on average $2,674 a week compared with workers in accommodation or food services ($1,201) and retail ($1,311).* Savings in Australia increased during the COVID-19 pandemic due to lockdowns with an average household savings level of $26,510 (ref). Prior to the pandemic Australians spent most of their money on recreation, cars, education/mind (brains), fashion and alcohol (refer to Figure 13.3).*

  Figure 13.3  Australians’ spending habits
[image: ]
 Source: Moneysmart, 'Australian spending habits', moneysmart.gov.au, 2016. Based on Australian Bureau of Statistics (ABS), Household Expenditure Survey, 2015–16.

There are four academic perspectives on the effects of financial constraints on consumer behaviour: resource scarcity, choice restriction, social comparison and environmental uncertainty (refer to Table 13.2).*

There are three stages for consumers facing financial constraints: first they react, then they cope and then they adapt. This in turn can influence coping and reacting.*

 Table 13.2  Different perspectives on financial constraints
	PERSPECTIVE	EXPLANATION	DISCIPLINE	EFFECT ON CONSUMER BEHAVIOUR
	Resource scarcity	A lack of resources (money) to satisfy needs	Economics	When money is scarce, people are more focused on how they spend money
	Choice restriction	Income makes some choices unaffordable or unavailable	Economics	Focuses consumers on availability of the choices
	Social comparison	Lower income makes people compare themselves with other people who have higher incomes	Psychology	Consumers can purchase items/brands bought by consumers with more money (aspirational purchases)
	Environmental uncertainty	Consumers with low income live in environments that are fluctuating	Psychology	Consumers purchase products that reflect the volatility of their environment; i.e. renting rather than buying a house



 Source: Based on R Hamilton, C Mittal, A Shah, D Thompson & V Griskevicius, ‘How financial constraints influence consumer behavior: an integrative framework’, Journal of Consumer Psychology, October 2018, 29(2): 285–305.

Aspirational purchases are items that are bought by consumers who lack the financial means to pay for them—they do so by buying on credit and using services such as Afterpay or by buying cheaper imitation products. Aspirational purchases are typically bought due to social comparison and status-seeking motives. While some organisations pose that Millennials and Gen Z are post-aspirational replacing aspiration with purpose-buying* there is still plenty of evidence of consumers buying for aspirational reasons. Research on aspirational brands such as Louis Vuitton or Chanel have found that these brands possess a magic or brand charisma that implies power and therefore whoever possesses or uses an iconic brand is seen as powerful by others.*Luxury brands that are iconic offer an experience where the consumers may receive some of the magic simply by owning the item. The law of contagion proposes that people who come into physical contact with an object can receive properties of the object. Consumer researchers refer to this process as contagious magic. We will discuss more about the ‘magical’ or sacred properties of products in the chapter ‘The culture of consumption’.

      To spend or not to spend: that is the question

Consumer demand for goods and services depends on both ability to buy and willingness to buy. Whereas demand for necessities tends to be stable over time, other expenditures can be postponed or eliminated if people don’t feel that now is a good time to spend money.* For example, you may decide to ‘make do’ with your current ‘bomb’ for another year rather than buy a new car right away. Others may spend money in order to feel better (retail therapy) or to regain a sense of personal power. A study in the US showed that when we feel powerless we go and buy something that is a status symbol. This is called compensatory consumption. However, as the purchase doesn’t fix the original problem, the benefit tends to be short-lived.*

Discretionary income is the money available to a household over and above that required for a comfortable standard of living. Research in 2017 showed that 80% of Australians are not living the dream and feel stressed about money and finances.* Australian personal debt is the highest it has ever been, but the debt slowed after the global financial crisis in 2007.* and again during the COVID-19 pandemic. (ref) In 2021 more than one-third of people in a national survey indicated they are struggling with debt and do not expect to pay it off during their lifetime.* During the COVID-19 pandemic when Australian borders were shut and state borders were opening and shutting like swinging doors, Australians spent the discretionary $60b+ they would normally spend on overseas travel on electronic items, appliances, cars and home renovations.*

Individual attitudes towards money

Money influences consumers in their actions and psyches; it therefore has an important role in social and cultural interactions in contemporary society.* In effect, money has more than just economic meaning: it has a social meaning that enables consumers to emulate each other in their choice and use of consumer goods. Of course, not everyone has the same attitude towards money and its importance.

In 2017 Suncorp Bank developed four money profiles to describe the different ways people are motivated to make and spend money:*

 [image: An image shows Suncorp’s four money profiles, namely, “love, freedom, security, and power”, with their respective icons of a “heart, dove, lock, and lightning symbol”.]
Suncorp’s four money profilesSource: Courtesy of Suncorp Group Limited

  	Love Profile: People with this profile love to shop and give generous gifts as gestures of love. Money represents happiness and excitement.
	Freedom Profile: People with this profile see money as a ticket to freedom and only work so they can pay for what really matters to them.
	Security Profile: People with this profile are very organised with their money habits and have a serious attitude towards finances.
	Power Profile: People with this profile have a strong desire to succeed and take control of their finances.


Money has a variety of complex psychological meanings; it can be equated with success or failure, social acceptability, security, love or freedom.* There are even therapists who specialise in treating money-related disorders—they report that some people feel guilty about their success and deliberately make bad investments to reduce this feeling! Other clinical conditions relating to money include atephobia (fear of being ruined), harpaxophobia (fear of becoming a victim of robbers), peniaphobia (fear of poverty) and aurophobia (fear of gold).

While some consumers might be becoming more conscious of prices, another consumer movement has taken hold preaching a new mantra: ‘Less is More’. Make do with what you have. Save. Question every expense—do you really need that latte, that $100 haircut, another big screen TV? Thriftiness is in; eye-popping bling is out. Even many fashionistas have turned into frugalistas—they refuse to sacrifice style but they achieve it on a budget. A Tik Tok video from an Australian women that went viral showed how to save $5,050 by ticking off numbers between 1 and 100 and depositing the amount into a money tin. She used the formula discovered by 18th-century mathematician Carl Gauss, who calculated that if you add up every number between 1 and 100 you get 5,050.*

Now it’s cool to visit websites and blogs that celebrate frugality, such as ‘The Penny Hoarder’ and ‘Frugal and Thriving’,* which is all about the ‘less is more’ shopping mantra. Op shops (second-hand clothing stores) are now fashionable because of the ‘hidden treasures’ they offer. There are even op-shop bloggers, who can advise on where to shop and what you can buy, such as Brisbane-based Hannah Turner who has the blog ‘Never Ever Pay Retail’. The motivation for op shopping among younger shoppers is not so much price savings as sustainability. 

The field of behavioural economics that was introduced in the chapter ‘Individual decision making’ helps us delve deeper into understanding the ‘human’ side of economic decisions. In examining economic behaviour, what also becomes evident is that we are not coldly rational creatures (Homo economicus) as defined by many of the early economists. Rather, we are a blend of emotions and logic, and in many situations we use simple heuristics—‘bounded rationality’*—to make decisions that are ‘good enough’, rather than making extensive calculations involving the trading off of all potential costs and benefits.* So sometimes we don’t buy the cheapest item, or even the item we can afford. 

A recent interesting example of this is where consumers exhibit pro-social behaviour that has little to do with any economic rationale. New style ethical consumerism demonstrates that consumers make decisions based on more than just price. For instance, have you ever decided to buy a product because the packaging is more environmentally friendly? Or you know the product has fewer food miles and so chose it over a cheaper option? Both of these pro-social behaviours have three things in common: they are ethical, they demonstrate environmental awareness and they do not result in buying the cheapest option. Consumers are willing to pay to be ethical and to be green.*

 

What influences your spending?

Think about your last three purchases. Did you make these decisions based on finances (they were the cheapest option) or perhaps appearance (the brand name)? Or were your decisions based on ethical and environmental principles? Do you think these decisions would change if your income was higher or lower?

  

      Consumer confidence

Consumers’ beliefs about what the future holds is an indicator of consumer confidence, which reflects the extent to which people are optimistic or pessimistic about the future health of the economy and how they will fare down the road. These beliefs influence how much money people pump into the economy when making discretionary purchases.

Many businesses take forecasts about anticipated spending very seriously, and periodic surveys attempt to ‘take the pulse’ of the consumer. The following are the types of questions posed to consumers:

  	Would you say that you and your family are better off or worse off financially than a year ago?
	Will you be better off or worse off a year from now?
	Is now a good time or a bad time for people to buy major household items, such as furniture or a refrigerator?
	Do you plan to buy a car in the next year?*


When, as now, people are pessimistic about their prospects and about the state of the economy, they tend to cut back their spending and take on less debt. On the other hand, when they are optimistic about the future, they tend to reduce the amount they save, take on more debt and buy discretionary items. Thus the overall savings rate is influenced by (1) individual consumers’ pessimism or optimism about personal circumstances, such as feeling more optimistic about personal circumstances following a sudden increase in personal wealth as the result of an inheritance; (2) world events such as the recession; and (3) cultural differences in attitudes towards saving (e.g. the Japanese have a much higher savings rate than Americans or Australians).*

      Criticisms of income as a predictor of consumer behaviour

Income is an important factor in identifying consumer behaviour; however, there are limits to the predictive power of income. For instance, uni students typically have low incomes and yet they are key purchasers of the same products as high-income earners (e.g. computers). There are also frugal consumers who have high incomes and who deliberately buy second-hand goods or live a minimalist lifestyle. Early marketing research, circa 1971, began critiquing the roles of lifestyle and income as a major determinant of consumer behaviour with arguments that social class may be a better predictor.* The concept that income as a segmentation tool was limited was empirically tested in the 1960s with studies revealing mixed results. For instance, in the late 1960s a study examining differences in how family budgets were allocated found income to be a weak predictor* while a later study in the 1970s found income to be useful in predicting credit card use.* Criticisms of the importance of income as a segmentation tool highlighted variation among different types of products and different types of consumer behaviours.*A large study of Canadian households found that income was a better segmentation tool for durable products (major appliances), high-expenditure items and beverages (soft drinks and alcohol) and less important for low-expenditure items or products that reflect lifestyle choices and status.*

      Social class

 13.3  Compare and contrast income and social class as two economic predictors of consumer behaviour.

Critics of income as a segmentation tool propose that social class is a better approach to explain consumer behaviour, particularly purchases that are highly symbolic and visible to others (public consumption).* Social class is more than just economic categories with specific patterns. Rather, class groups comprise subcultures characterised by specific outlooks, values and behaviour norms in which consumption practices are embedded.* A person’s social class has a profound impact on what they do with money and on how consumption choices reflect their ‘place’ in society. As this chapter illustrates, these choices serve another purpose as well. The specific products and services we buy are often intended to make sure other people know what our social standing is—or what we would like it to be. Products are frequently bought and displayed as markers of social class; they are valued as status symbols. This is especially true in large, postmodern societies where behaviour and reputation can no longer be counted on to convey one’s position in a community.

All societies can be roughly divided into the ‘haves’ and the ‘have-nots’ (though sometimes ‘having’ is a question of degree). Australia is a place where equality, or egalitarianism, is important but, even so, some people seem to be ‘more equal than others’. A consumer’s standing in society—their social class—is determined by a complex set of variables, including income, family background and occupation.

It’s getting more difficult to clearly link certain brands or stores with a specific class. Social and marketplace changes make it more difficult for the casual observer to accurately place a consumer in a certain class by looking at the products they buy. That’s because a lot of ‘affordable luxuries’ are now within reach of many consumers who could not have acquired them in the past. Think of university students you know who buy pricey bags from, say, Louis Vuitton or Oroton, then eat two-minute noodles for dinner. To make matters even more confusing, a wealthy family may well buy its wine at Dan Murphy’s and its bath towels at Target—and, especially in today’s economy, proudly gloat about the ‘steals’ they got.* Luxury brands slash prices to attract more customers, while mass-market brands move upscale: Disney’s new Disney Couture licensing arrangement allows designers to sell Disney-themed items such as cashmere sweaters ‘inspired by Tinker Bell’, pricey chandeliers patterned after the Art Deco décor in Mr Disney’s former office and a $1,400 sequined Mickey Mouse t-shirt from Dolce & Gabbana.*

 

Social class and spending

Do you think people's spending habits are related to their social class? How do you think your social class changes the way you spend?

  

      Socio-economic disadvantage

A key Australian set of measures of socio-economic status is SEIFA (Socio-Economic Indexes for Areas)—developed by the Australian Bureau of Statistics—which combines four indexes representing different aspects of social class (income, occupation and education) and allocates a score from 1 to 10 to each Australian postcode.* A score of 1 to 3 means disadvantaged in terms of access to material and social resources and the ability to participate in society and a score of 7 to 10 means advantaged. Of importance to note is the indexes measure areas, not people; this means that people with higher social class can live in a postcode that is classified as disadvantaged and people with lower social class can live in a postcode that is advantaged. The 2016 census data showed that the most disadvantaged areas are typically regional or remote and, in particular, many of the most disadvantaged areas are host to Indigenous communities such as Cherbourg and Yarrabah (refer to Table 13.3). Of note is the correlation between social class and health outcomes mentioned earlier in this chapter: during the COVID-19 vaccination rollout in 2021, Cherbourg had the lowest vaccination rate in Queensland months after the rollout began with only 25% of residents aged 15+ fully vaccinated, compared with 64% in Brisbane.*

 Table 13.3  Most advantaged local governments vs. most disadvantaged local governments
	MOST ADVANTAGED LOCAL GOVERNMENT AREAS (LGAs)	MOST DISADVANTAGED LGAs
	Ku-ring-gai (NSW)	Cherbourg (Qld)
	Mosman (NSW)	West Daly (NT)
	Woollahra (NSW)	Belyuen (NT)
	Cottesloe (WA)	Woorabinda (Qld)
	Peppermint Grove (WA)	Central Desert (NT)
	Nedlands (WA)	Aurukun (Qld)
	North Sydney (NSW)	Yarrabah (Qld)
	Lane Cove (NSW)	Doomadgee (Qld)
	Cambridge (WA)	Napranum (Qld)
	Hunters Hill (NSW)	Palm Island (Qld)



 Source: Australian Bureau of Statistics, 'Census of Population and Housing: Socio-Economic Indexes for Areas (SEIFA)', Australia, 2016.

So how can the SEIFA help us understand consumer behaviour? A study of eating junk food showed that children from areas with higher SEIFA scores (higher objective social class) ate less junk food than children in lower SEIFA suburbs. So children in the lower social class areas were more likely to eat take-away more than three times a week, eat dinner in front of the television, receive lollies as rewards, snack at any time and have soft drink available at home.* So, a non-profit group or government agency seeking to implement a social marketing program on healthy eating could set up support services in disadvantaged suburbs, run a Facebook advertising campaign targeting disadvantaged postcodes or develop partnerships with schools and workplaces in the area. Likewise, businesses with healthy eating solutions that are affordable (remember many people living in disadvantaged areas have lower than average incomes) could establish supply in these areas.

Perceived vs. actual social class: perception is reality

Social class can be either objective (independently classified and measured) or subjective (based on the individual’s experience or perception). Objective social class does not rely on the consumer to think about how they feel or about their social identity; rather, objective social class is determined by observable factors such as income, education and occupation. In contrast, subjective social class is attitudinal and is an individual’s perception of where they sit in the pecking order of a society. To measure subjective social class, consumers are shown a ladder with 10 rungs where the top rung are people with the most money, education and respected jobs and the bottom rung are people who are the worst off: those who have the least money, least education, worst jobs or no job (refer to Figure 13.4). Consumers are then asked to mark an X on the ladder to indicate where they sit.*

  Figure 13.4  The socio-economic ladder
[image: An illustration of a ladder shows the bottom and the top labeled. The question is where do you sit on the ladder?]

 

Where do you sit on a socio-economic ladder?

Consider Figure 13.4. Where do you place yourself on this ladder? Do you consider yourself an individual or are you also considering your family in this position?

  

Psychological (perceived social class) is shaped through gateway contexts of home, school and work.* These contexts create social norms and values that create boundaries on the perceptions of what social class you belong to; for instance, if all your school friends or workmates frown on behaviour that belongs to another class you may be censured or socially punished to ensure you stay within the group (refer to the chapter ‘Groups and social influence’). 

So why does perceived (subjective) social class matter? Doesn’t the reality of a social class matter more? Well, health research has shown that our health outcomes are very much affected by our perceived social class. Consumers with higher perceptions of subjective class were found to be less likely to contract a cold or the flu. The explanation was reduced stress associated with perceiving yourself as higher class and this reduced stress, buffering consumers against getting sick.* A study of more than 8,000 consumers found that people who perceived themselves as lower class were more likely to experience depression and chronic illness whereas these were not as well predicted by objective social class indicators (education, income and occupation).*

Australians typically perceive themselves as middle class regardless of their actual social class. This disparity between actual and perceived social class is illustrated in Figure 13.5: notice that all the social classes contain a high proportion of people identifying as middle class.*

  Figure 13.5  The disparity between actual and perceived social class
[image: A stacked bar graph depicts the actual and perceived social class.]
 Image descriptionThe horizontal axis shows different social classes. The vertical axis ranges from 0 to 100 in increments of 10. The details of don't know or skipped, working, middle, and upper are as follows: Precariat, 3, 37, 60, and 2; ageing workers, 7, 52, 35, and nil; new workers, 3, 28, 64, and 1; established middle, 4, 56, 35, and nil; emerging affluent, 3, 32, 60, and 2; established affluent, 7, 28, 55, and 5. All values are approximate.

 Source: TBC - J Sheppard & N Biddle, ‘Class, capital, and identity in Australian society’, Australian Journal of Political Science, July 2017, 52(4): 500–16.

       



CB as I live it: Why I won’t fake my social class

Kerri Hetherington, University of the Sunshine Coast

 [image: A photo shows Kerri Hetherington of the University of the Sunshine Coast smiling and posing with two shoes, one in each hand.]

To start off, let me give you some background. I’m a person who loves fashion. Some people buy the latest technology or sports memorabilia, but I’m a sucker for a new blouse or shoes. I scroll through people’s Instagram accounts, checking what latest sneakers are all the rage. Recently I was scrolling through my feed and noticed a pair of Vans Old Skool sneakers, which at first I thought I needed.

When I look at buying a product, like branded shoes, the first thing that comes to mind is whether the item fits my social class. Social class is something we are all familiar with but we don’t carefully examine our own social class until it comes to potentially buying something that catches our eye. As my current social status is that of a poor university student, a pair of Gucci slippers costing $745 is not an item that suits my social class, unlike the Vans shoes. As much as I’d love to own the Gucci slippers, I can’t possibly justify spending that much money on a luxury item and I’m not sure that they would fit in when I enter the lecture theatre.

We live in a materialistic society that heavily controls what we buy. People are caught up with making sure they own the latest trending items, and more recently these trending items seem to be luxury objects that most social classes can’t easily afford; however, due to aspirational consumption people often buy these luxury goods to appear richer. Counterfeit items are another way people try to portray a higher social class. Family members have bought me counterfeit Prada, Coach and Louis Vuitton bags that I’ve happily accepted but will never use as I don’t aspire to fake my social class. Using those bags just doesn’t feel right. I would much rather work hard and move social classes to buy an authentic Louis Vuitton bag than use a fake one.

The Vans Old Skool sneakers are an item I can afford: I wouldn’t need to use things like Afterpay or a credit card to get them in my hands, but I won’t buy them, because they are simply a trending item and I won’t get my money’s worth. One season the trend is Adidas sneakers, Gucci t-shirts and Chloé Faye bags and the next it can be something completely different. So the usefulness of the sneakers would disappear quickly if I just bought the latest season’s trends.

There are tons of times when I have filled my online shopping cart with items that are trending and then just left the site (I did this with the Vans) or slowly emptied the cart until the total value showed a figure I was happy with. It’s not that I couldn’t afford the full cart, it’s just that I’m not in a social class where I feel comfortable enough to spend hundreds of dollars on fashion items without a good reason. Regarding my current social class, I have an understanding that I’m not at the base of the pyramid but I’m nowhere near the top either. My current status does affect what I buy. I can’t afford Gucci shoes but I can currently afford Converse shoes rather than Kmart knock-offs. Why don’t I buy the Kmart shoes? It’s not because I think I’m too good for the store—Kmart is great—it’s just that I am aware that I’m in a social class where I can comfortably buy Converse and know they are nice quality and will last me longer.

From this I can determine that my current social class affects the quality of items I buy; however, it does come down to the item as sometimes I opt for generic or home brands as they fulfil my current need. Moving up in social class I think my needs will change; instead of needing just simple shoes and being happy with Converse, I will begin to look for even higher-quality brands such as Kurt Geiger and one day work up to those Gucci shoes.

I aspire to be in a higher social class, a social class that can afford luxury items such as Gucci shoes. But I also realise that brands that I am attracted to now suit both my current social class and the social class I aspire to belong to—something I don’t see changing. Converse will still be my go-to sneaker if I move to a higher social class. The ideal social class I have in my mind will just allow me to buy more lavish items and not hesitate in doing so.

  

      A universal pecking order

In many animal species, a social organisation is developed whereby the most assertive or aggressive animals exert control over the others and have the first pick of food, living space and even mating partners. Chickens, for example, develop a clearly defined dominance–submission hierarchy. Within this hierarchy, each hen has a position in which she is submissive to all the hens above her and dominates all those below her (hence, the origin of the term pecking order).*

People are not much different. They also develop a pecking order in which they are ranked in terms of their relative standing in society. This standing determines their access to such resources as education, housing and consumer goods. People try to improve their ranking by moving up in the social order whenever possible. This desire to improve one’s lot in life, and often to let others know that one has done so, is at the core of many marketing strategies.

Components of social class

The idea of social class comes largely from Karl Marx, who conceptualised class as the relationship individuals have with the means of production. His original classification had two classes: you were either a worker (you sold your labour) or the proletariat (you dictated the terms of labour).* Post-Marx there was the rise of the middle class—we will cover this later in the chapter. You may have heard of the term class struggles. This idea was popularised by Marx to describe the efforts of the workers to gain power and control over their working environment and wages against the business owners. When workers have low control and low wages this relegates them to the lower class and reduces their access to resources and the ability to participate in society effectively. 

When we think about a person’s social class, there are several pieces of information we consider. Two major ones are occupation and income. A third important factor is educational attainment, which is strongly related to occupation and income. In a system in which (like it or not) consumers are defined to a great extent by what they do for a living, occupational prestige is one way to evaluate the ‘worth’ of people. Hierarchies of occupational prestige tend to be quite stable over time and they also tend to be similar across societies. Similarities in occupational prestige have been found in countries as diverse as Brazil, Ghana, Guam, Japan and Turkey.* A typical ranking includes a variety of professional and business occupations at the top such as CEO of a large corporation, doctor and university professor, while jobs hovering near the bottom include ditch digger and garbage collector. Because people’s occupation tends to be strongly linked to their use of leisure time, allocation of family resources, political orientation and so on, this variable is often considered to be the single best indicator of social class.

The distribution of wealth is of great interest to social scientists and marketers because it determines which groups have the greatest buying power and market potential. Wealth is by no means distributed evenly across the classes. The top 10% of the Australian population own half the money.*  As we have seen, income per se is not often a very good indicator of social class because the way money is spent is more telling than how much is spent. Still, people need money to obtain the goods and services they need to express their tastes, so obviously income is still very important. Australian consumers are getting both wealthier and older, and these changes will continue to influence consumption preferences.

Education is associated with income and occupational prestige, either for a consumer or for their parents. The higher the educational attainment, the higher the income and occupational prestige.*

Social stratification

In virtually every context, some people seem to be ranked higher than others. Patterns of social arrangements evolve whereby some members get more resources than others by virtue of their relative standing, power or control in the group.* The phenomenon of social stratification refers to this creation of artificial divisions in a society: ‘those processes in a social system by which scarce and valuable resources are distributed unequally to status positions that become more or less permanently ranked in terms of the share of valuable resources each receives’.*

      Achieved vs. ascribed status

Think back to groups to which you’ve belonged. You’ll probably agree that in many instances some members seem to get more than their fair share of goodies, whereas other individuals are not so lucky. Some of these resources may have gone to people who earned them through hard work or diligent study. This allocation is due to achieved status. Other rewards may have been obtained because the person was lucky enough to be born with ‘a silver spoon in their mouth’. Such good fortune reflects ascribed status.

Whether rewards go to the ‘best and the brightest’ or to someone who happens to be related to the boss, allocations are rarely equal within a social group. Most groups exhibit a structure, or status hierarchy, in which some members are somehow better off than others. They may have more authority or power, or they are simply better liked or respected.

Class structure in Australia

 All societies operate with some sort of pecking order to organise people by prestige. There are various terms for this structure. In Australia it is called a class structure determined by a combination of occupation and other factors, while in India it is called a caste system and determined by heredity or birth. Typically there are three broad categories of class: working, middle or upper with variations of these at the fringes. For instance, the Australian TV series Upper Middle Bogan combines all three of these categories (‘bogan’ is slang for working class) in a satirical comedy about an upper-class woman who discovers she was adopted and her birth parents are bogan drag-car racers (the show is available to watch on Stan). The series depicts the contrast in lifestyles and products between her current family and her birth family.

The concept of class has evolved from being based only on occupation. More recent approaches view class as consisting of occupation, income (economic capital), social (your social networks and influencers) and cultural capital (how you spend your free time).*

 In Australia there is a mythology of being classless—possibly as a result of rejecting British ideals of class from the convict era. However, there are six social classes according to researchers from the Australian National University (refer to Figure 13.6):*

  	Precariat: likely to be labourers with low savings and low weekly earnings
	 Ageing workers: older Australians still in the workforce with low but sufficient earnings
	 New workers: younger Australians who are likely to be tradesworkers or white-collar professionals (cashed-up)
	 Established middle: likely to be self-funded retirees with high weekly earnings
	 Emerging affluent: youngest group and likely to be full-time workers who are professionals and managers and likely to have children
	 Established affluent: high income and likely to be high professional workers or business owners. 


  Figure 13.6 Distribution of the six social classes
[image: A bar chart shows the class and capital in Australia.]
 Image descriptionThe horizontal axis shows different social classes. The vertical axis represents percentage ranging from 0 to 24 in increments of 2. The details are as follows: Precariat, 12; ageing workers, 13; new workers, 22.5; established middle, 22.5; emerging affluent, 14; and established affluent, 10. All values are approximate.

 Source: TBC - J Sheppard & N Biddle, ‘Class, capital, and identity in Australian society’, Australian Journal of Political Science, July 2017, 52(4): 500–16.

The rise of the middle class

Traditionally, it was common to find a huge gulf between the rich and the poor: you were either one or the other. Today, rising incomes in many economically developing countries, such as South Korea and China, coupled with decreasing prices for quality consumer goods and services, are levelling the playing field. More and more consumers around the globe are participating in the global economy. The biggest emerging markets go by the acronym BRIC: Brazil, Russia, India and China. In 1997 these four countries accounted for 15% of the global economy; in 2017 they accounted for 30%.*

This change fuels demand for mass-consumed products that still offer some degree of panache. Companies such as H&M, Zara, EasyJet and L’Oréal provide creature comforts to a consumer segment analysts label mass class. This refers to the hundreds of millions of global consumers who now enjoy a level of purchasing power that’s sufficient to let them afford high-quality products—except for big-ticket items such as university education, housing or luxury cars. However, the mass-class market has spawned, for example, several versions of affordable cars: Latin Americans have their Volkswagen Beetle (they affectionately call it el huevito, ‘the little egg’); Indian consumers have their Maruti 800; and the Fiat Palio, the company’s ‘world car’, targets people in emerging countries such as Brazil, Argentina, India, China and Turkey.*

With many consumers experiencing time-poor lifestyles and rising affluence, concierge lifestyle services are experiencing a boom (refer to Figure 13.7).* For as little as $250 per month you can hire a lifestyle manager who can do anything from organising your family holiday to booking a tradie to come and renovate your bathroom.

  Figure 13.7 Concierge lifestyle services 
[image: An example of lifestyle concierge services, providing services such as travel planning, organisation, entertainment, gift buying and styling. ]
Source: Essential Solutions: www.essentialsolutions.com.au.

Social mobility

To what degree do people tend to change their social class? In some societies, such as India, social class is very difficult to change, but Australia is reported to be a country in which anyone can become prime minister. Social mobility refers to the ‘passage of individuals from one social class to another’.* This passage can be upward, downward or even horizontal. Horizontal mobility refers to movement from one position to another roughly equivalent in social status; for instance, becoming a nurse instead of a primary school teacher. Downward mobility is, of course, not very desirable, but this pattern is unfortunately quite evident in recent years as displaced workers have been forced into redundancy or onto unemployment benefits.

Despite this discouraging trend, demographics in fact decree that there must be upward mobility in our society. The middle and upper classes reproduce less (i.e. have fewer children per family) than the lower classes (an effect known as differential fertility) and they tend to restrict family size below replacement level (i.e. often having only one child). Therefore, so the reasoning goes, positions of higher status over time must be filled by those of lower status.* Overall, though, the offspring of blue-collar consumers tend also to be blue-collar, whereas the offspring of white-collar consumers also tend to wind up as white-collar.* People tend to improve their position over time, but these increases are not usually dramatic enough to catapult them from one social class to another. The exception is when a person marries someone considerably richer.

The effect of social class on consumer behaviour

While some commentators and researchers claim that class is disappearing, the evidence would say otherwise. The class system is still very much in existence in modern societies; however, this differs from previous eras where occupation and birth were the key determination of social class.* Social class is seemingly more determined by social and cultural capital (whom you know and your circle of influence) than income.* Consumers who perceive or self-identify as lower class are likely to be exposed to environments or contexts that create reduced access to material resources and this generates a sense of threat.*

Consumers who grow up with a sense of threat respond with a higher sense of vigilance and a lower sense of control and self-efficacy (remember we discussed the role of self-efficacy in the chapter ‘Attitudes and attitude change’). Children from lower-class backgrounds are socialised in different ways from children from higher-class backgrounds; children in lower-class contexts are taught to obey and be directed, whereas children in higher-class contexts are taught to be assertive and self-expressive.* Consequently, children from higher classes can more easily adopt a mindset of independence and a sense of control. 

Consumers who self-identify as lower class have been found to have higher levels of empathy for others.* When customers have high empathy they are more likely to forgive organisational errors and behave in a socially appropriate way.*

Social class affects access to resources

Just as marketers try to carve society into groups for segmentation purposes, sociologists have developed ways to describe meaningful divisions of society in terms of people’s relative social and economic resources. Some of these divisions involve political power, whereas others revolve around purely economic distinctions. Karl Marx felt that position in a society was determined by one’s relationship to the means of production. Some people (the haves) control resources and use the labour of others to preserve their privileged positions. The have-nots lack control and depend on their own labour for survival, so these people have the most to gain by changing the system. Distinctions between people that entitle some to more than others are perpetuated by those who will benefit by doing so.* German sociologist Max Weber showed that the rankings people develop are not one-dimensional. Some involve prestige or ‘social honour’ (he called these status groups), some rankings focus on power (or party) and some revolve around wealth and property (class).*

Social class affects lifestyle practices

The term ‘social class’ is now used more generally to describe the overall rank of people in a society. People who are grouped within the same social class are approximately equal in terms of their social standing in the community. They work in roughly similar occupations, and they tend to have similar lifestyles by virtue of their income levels and common tastes. These people tend to socialise with one another and share many ideas and values regarding the way life should be lived.*Indeed, ‘birds of a feather do flock together’. We tend to marry people in a similar social class to ours, a tendency sociologists call homogamy or ‘assortative mating’.

Social class is as much a state of being as it is of having; class is also a matter of what we do with our money and how we define our role in society. Although people may not like the idea that some members of society are better off than, or ‘different’ from others, most consumers do acknowledge the existence of different classes and the effect of class membership on consumption. As one wealthy American woman observed when asked to define social class: ‘I would suppose social class means where you went to school and how far. Your intelligence. Where you live ... Where you send your children to school. The hobbies you have. Skiing, for example, is higher than the snowmobile ... It can’t be [just] money, because nobody ever knows that about you for sure.’*

 [image: An advertisement poster shows a man wearing a fashionable custom varsity jacket with the letter “R” and “Seniors 16” on it. The poster has the text: “Custom to the last thread”.]
Fashion items are often used to reflect social class and lifestyle. Source: Courtesy of Reform Clothing Co.

 At school, it always seems that some kids get all the breaks. They have access to many resources such as special privileges, fancy cars, large allowances and dates with other popular classmates. At work, some people are put on the fast track and promoted to high-prestige jobs and given higher salaries and perhaps perks such as a parking space, a large office and the keys to the executive bathroom.

Social class affects empathy and charitable behaviour

There is mixed evidence for the effect of social class on empathy and charitable behaviour. Traditionally, psychological research using subjective measures of social class has found that lower-class consumers are more likely to be generous, help others, trust strangers and support charities.* An explanation for this effect is that lower-class consumers are more aware of the need for charity through their lived experience and thus demonstrate more empathy towards others experiencing similar difficulties.* However, more recent studies using both objective and subjective measures of social class have shown that higher social classes are more likely to donate to charity and volunteer than lower classes.* So the jury is out on this effect. 

      How income relates to social class

Although consumers tend to equate money with class, the precise relationship between other aspects of social class and income is not clear and has been the subject of debate among social scientists.* The two are by no means synonymous, which is why many people with a lot of money try to use it to upgrade their social class. For example, during Australia’s resources boom in the first decade of the 21st century, ‘cashed-up bogans’—suburban, middle-class, high-earning tradespeople and other non-professionals—were claimed to be driving ‘luxury fever’. These consumers were spending almost all of their salary on themselves with purchases such as designer clothes, entertainment systems and imported cars. This fiscal indulgence has become a way for high-earning blue-collar consumers to enhance their status and ego by creating a certain identity, or ‘a sense of self’.* It is worth noting that improved wealth has coincided with increased debt in Australian households. Debt has risen from 60% of household income to 185%, indicating that luxury fever is not driven by wealth alone.* The bulk of this household debt is mortgage debt, at 56%.

Interestingly, even if a family raises its household income by increasing the number of wage earners, each additional job is likely to be of lower status. A homemaker who finds a part-time job is unlikely to get one that is of equal or greater status than the primary wage earner’s full-time job. And the extra money earned is often not pooled towards the common good of the family but used by the earner for their own personal spending. More money, then, does not result in increased status or changes in consumption patterns because it tends to be devoted to buying more of the usual rather than upgrading to higher-status products.*

The early research on income versus social class in the 1960s, 1970s and 1980s has been confirmed in the 21st century with a study in 2006 that found income is a better predictor of private/less visible products, with social class predicting purchase of products that reflect lifestyle and values.* We can argue, then, that as consumers are being more value driven in their purchasing—that is, more socially and environmentally responsible—perhaps income will further dilute in importance as a segmentation variable compared with social class. A caveat to this are circumstances when a less visible product takes on symbolic status, an example being toilet paper during the COVID-19 pandemic. During lockdowns in Australia, a strange phenomenon in panic buying emerged: people stockpiled toilet paper. While many countries exhibited this behaviour, it was worst in Australia. Research on the phenomenon showed that toilet paper moved from a functional private product to a symbolic product where loss of toilet paper represented anxiety about social breakdown and fear.*

 [image: ]
Empty toilet paper shelves became a frequent sight during the COVID-19 pandemic. Source: Chayut Orapinpatipat/Shutterstock

So, which is a better predictor of consumer behaviour: social class or income? The answer partly depends on the type of product being marketed: do people buy a product for its functional value (what it does) or for its symbolic value (the impression it conveys to others)?

  	Social class appears to be a better predictor of purchases that have symbolic aspects but low-to-moderate prices (e.g. cosmetics, liquor).
	Income is a better predictor of major expenditures that do not have status or symbolic aspects (e.g. major appliances).
	Both social class and income data are needed to predict purchases of expensive, symbolic products (e.g. cars, homes).


Research on consumer behaviour of households about the use of energy technology compared income as a basis for explaining behaviour compared with socio-economic status (using the SEIFA index).* When using income, respondents were categorised as high or low income using the Australian Bureau of Statistics (ABS) definition of low income (bottom two quintiles) with $50,000 annual household income as the cut-off. The results showed both similarities and differences in households based on the two approaches. When using income and socio-economic status, households that were more likely to be disadvantaged had a preference for household members taking turns at decision making (and were likely to be blended households or households with teenagers). At the other end of the financial spectrum, using income identified households that were more likely to be advantaged as valuing independence and being served proactively by organisations compared with using socio-economic status, which identified advantaged households as a different type of consumer (desiring flexibility and valuing immediate gratification). This disparity in results has implications for how marketers identify and classify customers experiencing disadvantage and advantage and the key motivators for these customers. 

 

Social class or income?

Think about your and your friends’ consumer behaviour. Do you think you are driven by income or social class? Do you think your future income influences your choices?

  

Measuring income and social class

Because social class is a complex concept that depends on a number of factors, it is not surprising that social scientists disagree on the best way to measure it. Early measures included the Index of Status Characteristics from the 1940s and the Index of Social Position from the 1950s.* These indices combined individual characteristics (e.g. income, type of housing) to arrive at a label of class standing. The accuracy of these composites is still a subject of debate among researchers; a study claimed that for segmentation purposes, raw education and income measures work as well as composite status measures.*

In Australia, researchers have access to data from the ABS, which provides extensive population data, including information on economic and social factors. More sophisticated indexes have been developed to enhance understanding of the population’s social characteristics, including the SEIFA composite indices. This set of indices takes into consideration a range of socio-economic conditions including income, education, occupation, access to a car, disability and home ownership to classify localities as advantaged or disadvantaged.

Another index is the Household, Income and Labour Dynamics in Australia (HILDA) survey, which is a household-based panel that has been collecting data from 17,000 Australians each year since 2011 (this data is available free of charge to researchers). In the 2020 report, the proportion of Australian households experiencing severe disadvantage are classified as below the poverty line and represent 10.7% of the population.* This proportion is steadily declining (in 2006, 12.4% of the population were below the poverty line), which is good news. 

      Targeting the rich

We live in a time when we can purchase a Barbie wearing a necklace made with real Australian pink diamonds by Stefano Canturi for a measly $600,000* or a men’s Patek Phillippe luxury watch in pink gold for $5.8m!* Someone is buying this stuff!

Many marketers try to target upmarket, affluent markets. This practice often makes sense because these consumers obviously have the resources to expend on costly products (often with higher profit margins). However, it is a mistake to assume that everyone with a high income should be placed in the same market segment. We discuss in this section on purchasing decisions that a consumer’s behaviour is influenced by more than absolute income. It is also a way of life reflecting lifestyle and social class. Interestingly, many affluent people don’t consider themselves to be rich (in Australia in particular, many people self-identify as middle class regardless of whether they are working or upper class).* One tendency noticed by many researchers is that they indulge in luxury goods while saving money on everyday items.*

ASmallWorld.net is a Swiss-based social networking site that gives the wealthy access to an alternative personal network—while keeping the rest of us out.* It’s an invitation-only site that’s grown to more than 150,000 registered users. The site’s founders promote it as a Facebook for the social elite.* A few postings help to understand why. One person wrote, ‘I need to rent 20 very luxury sports cars for an event in Switzerland ... The cars should be: Maserati—Ferrari—Lamborghini—Aston Martin ONLY!’ Another announced, ‘If anyone is looking for a private island, I now have one available for purchase in Fiji’. The rich are different.* Have you heard of the secret Tinder site for rich people? If not, you’re probably not considered rich enough to know about it.* Access to the elite version of Tinder is by invitation only and applies to the top 1% of the elite, so if you are rich, beautiful and famous this is the dating app for you!

SRI Consulting Business Intelligence divides consumers into three groups based on their attitudes towards luxury:

 

1. Luxury is functional. 

These consumers use their money to buy things that will last and have enduring value. They conduct extensive pre-purchase research and make logical decisions rather than emotional or impulsive choices.

2. Luxury is a reward. 

These consumers tend to be younger than the first group but older than the third group. They often use luxury goods to say, ‘I’ve made it’. The desire to be successful and to demonstrate their success to others motivates these consumers to purchase conspicuous luxury items such as high-end cars and homes in exclusive communities.

3. Luxury is indulgence. 

This group is the smallest of the three and tends to include younger consumers and slightly more males than the other two groups. To these consumers, the purpose of owning luxury is to be extremely lavish and self-indulgent. This group is willing to pay a premium for goods that express their individuality and make others take notice. These consumers have a more emotional approach to luxury spending and are more likely than the other two groups to make impulse purchases.*

  

Despite continued reports of economic gloom and concerns about the effects of affluenza, the global luxury sector is booming across fashion, jewellery, accessories, cars and travel, with the top 100 luxury brands generating sales worth US$281 billion in 2020.* The luxury market was badly hit by the pandemic due to restrictions on travel and low-to-zero access to duty-free shopping.* However, during the pandemic, online sales of luxury goods rose by 209%.* The pandemic also acted as an accelerator for luxury brands to adopt sustainable and culturally sensitive value propositions. Examples include Chanel publishing a report that listed manufacturing practices and supply-chain information for the first time and Tommy Hilfiger also publishing lists of major suppliers. There were also examples of designer t-shirts sporting slogans such as ‘The Future is Female’ and ‘Save the Planet’. 

Australians have been large buyers of luxury products; however, due to the COVID-19 pandemic, the growth trend was abruptly halted, with a 19% decline in 2020 of personal luxury goods.* A key explanation of this decline was the lack of international tourists to buy the products and the inability of consumers to touch and see the goods in store, highlighting the key role of sensory experience in buying luxury products.* 

Australians are now looking for luxury products that are sustainable and ethical, reflecting the shift in consumer values towards the circular economy.* The luxury online site Net-a-Porter has recognised this shift through its sustainability strategy and offers fashion brands such as St Sana, an Australian shoe brand that makes shoes out of offcuts.* High-end brands such as Louis Vuitton and Adidas are also turning to new textile start-ups to supply sustainable textile fibre made from items such as food waste and wood.*

 [image: A photo shows a laptop screen displaying clothing and accessories of the shopping website of the luxury brand “Net-a-Porter”.]
Australians are increasingly shopping online at luxury brand sites  such as Net-a-Porter.Source: Casimiro/Alamy Stock Photo.

There is also a shift among Gen Zs from owning to renting luxury brands through sharing.* Research shows that the three biggest motivators for sharing luxury brands are:

  	Economic motives: The ability to affordably access clothing
	 Utilitarian motives: The ability to monetise your wardrobe (make money out of the clothes you own)
	 Fashion innovativeness: The innovativeness of clothes sharing allows people to express their identity.


 Hedonic motives (pleasure) were found in the study; however, these were not key to sharing behaviour. 

      Success at the bottom of the pyramid

 Marketers have typically focused on consumers with high spending power with the assumption that consumers on low incomes may not offer suitable profit levels. While this may be true in some product categories, such as prestigious sports cars, it is not true in others. Over the past decade, many large global organisations have sought to understand how to make a profit and assist the needs of those in low-income communities. Indeed, as the social conscience of corporates raises its head, many organisations are actively seeking to improve these communities as part of their corporate mission. Companies are taking a second look at marketing to those with low incomes because of their large numbers and the increase in social consciousness among companies.

Despite having less money to spend, low-income earners have the same basic needs as everyone else. Low-income families purchase staples such as milk, orange juice and tea at the same rate as average-income families. Minimum-wage-level households spend more than average on out-of-pocket healthcare costs, rent and food eaten at home.* Unfortunately, these resources are sometimes harder to obtain due to availability and access of services in low-income areas. As a result of the pandemic, lower-income households took more financial resilience action by increasing their savings, paying down credit cards and increasing their home loan repayments.* Low-income households not only have less money to spend on essentials, they often live in areas where there is less access to fresh fruit and vegetables. The term ‘food deserts’ has been coined to describe suburbs where it is more than 1,600 metres to the nearest fresh food grocer and less than that to a take-away store.* Food deserts are linked to chronic health problems in the residents who live there.

Consumers living below the poverty line are classified as low income, subsistence or living in extreme poverty.* These consumers are classified as the bottom of the (socio-economic) pyramid (refer to Figure 13.8). As mentioned earlier in this chapter, in Australia, 10.7% of the population is made up of low-income earners, with very few consumers classified as ‘subsistence’ or ‘extreme poverty’.* 

  Figure 13.8 The socio-economic pyramid
[image: A socio-economic pyramid from the top shows the following three levels: wealthy, middle class, and bottom of the pyramid.]

In 2021 the United Nations estimated that seven billion people live in extreme poverty.* As a result of the pandemic in 2020/21 the level of poverty increased for the first time in 30 years.* There are two key barriers for marketing to the bottom of the pyramid: consumer behaviours that need to change and company processes that need to change. An example of a consumer behaviour that needs to change involves the use of malaria nets in Africa: people do not want to sleep under the nets—not even to avoid malaria—as they make a hot night even hotter.

 The advice to corporations looking to market products to the bottom of the pyramid is to adopt three key strategies:

  	The market needs to be viewed from the perspective of its needs rather than as a market for ‘stripped down’ or obsolete Western goods. An example of a product that is purpose-built for a low-income market is modular homes that are built from durable materials and can be easily assembled.
	Consumers at the bottom of the pyramid need to be included in the design and production of the goods and services being sold. This provides the benefits of upskilling and job provision as well as ensuring the market relevance of the goods and services.
	Collaborating with local parties and development agencies can assist the development of consumer-centred goods and services that closely meet the needs of customers at the bottom of the pyramid. The strategy then becomes business-to-community.


       



Marketing opportunity

Finance and payment systems underpin marketing for low-income earners

Some companies get into the vast low-income market as they revamp their distribution systems or make their products simpler and less expensive. When Nestlé Brazil shrank the package size of Bono cookies (no relation to the U2 singer) from 200 grams to 140 grams and dropped the price, sales jumped 40%. Unilever called a new soap brand Ala so that people in Latin America with low literacy levels could easily recognise the brand. In Mexico, cement company CEMEX improved housing in poor areas after it introduced a pay-as-you-go system to buy building supplies.

Muhammad Yunus, a Bangladeshi economist, won the 2006 Nobel Prize in Economics for pioneering the concept of microloans. His Grameen Bank loans small sums—typically less than $100—to entrepreneurs in developing countries. Many of these go to ‘cell-phone women’, who rent time on the mobile phones to others in their remote villages. The mobile-phone program has now expanded to a full program where handset accessories and phone time are sold. The program is called Flexiload and the items are sold through Grameen Bank members. The bank had 9.26 million borrowers as at 2019, and 86% of recipients repay their loan.*

 Source: Grameen Bank, ‘Annual Report 2019’, www. grameenbank.org

  

       

CB as I see it: How often do you think about class?

Paul Henry, University of Sydney

 [image: A photo shows Paul Henry of the University of Sydney.]

Social class is usually something we don’t think much about. Have you ever heard of the phrase ‘Birds of a feather flock together’? We tend to hang round with people like ourselves because we feel comfortable with similar people. We live in areas where people are from the same class. We work and socialise with people like us. The people around us share our values and priorities. They share our cultural and social preferences for fashion, food, rules of etiquette, mannerisms and ways of speaking. All these commonalities become taken-for-granted and normalised ways of being and doing.

Class only comes to the fore when we walk into another neighbourhood and are confronted with people who are not like us. The signals are usually subtle: slightly different mannerisms, aesthetic tastes, appearance and dress sense.

Yet our gut reaction is that we are in a place where we don’t quite fit in. You can easily test this out by recalling your own reactions to different suburbs you have visited. Imagine the different kind of clientele in the shops, bars and restaurants. Think about how the people are different from you. What is it that makes you think that this is not a place where you fit in so well?

Class is, of course, intimately related to income and wealth, but class is more than money. Think about other kinds of social markers that serve to distinguish people as upper or lower class. Take, for example, the case of a working-class family that suddenly wins the lottery. Will their tastes and mannerisms change in line with the extra money, or would they still stand out when moving to an upmarket neighbourhood?

The research I’ve conducted finds subtle differences between classes in how people plan their finances and manage their money. It’s partly about money managing skills and partly about outlook. Money planning skills can be taught but distinctive outlook is harder to change. Outlook includes things like degree of personal confidence, ambitiousness, belief in future possibilities for growth and comfort with challenge and change. People who are stronger in these forms of outlook set more ambitious financial goals, develop more elaborate plans to achieve them and persist more doggedly in their attainment. On the other hand, if you lack personal confidence, set smaller goals and more easily give up, then a self-fulfilment prophecy sets in: more limited financial potential.

Another part of the problem for people with poorer financial resources lies in the fact that they are more focused on meeting week-by-week costs. This is obviously stressful and emotionally wearing and reinforces a short-term focus, where long-term goal setting recedes. Constant financial stress and frustration at lack of progress can leave many people at the bottom of the social scale feeling hopeless, fatalistic and prone to spending any spare money on things that provide instant gratification like cigarettes, alcohol, fast food and gambling. This sets up a downward health spiral that adds yet another layer of disadvantage.

  

      How social class affects purchase decisions

13.4 Explain how social class affects purchase decisions.

Different products and stores are perceived by consumers to be appropriate for social classes based on different information-processing approaches and consumer choices.* Social class affects food purchases through taste cultures and cultural capital as well as the perception of status symbols. 

How we think and choose

Social class has been shown to affect how people process information and make decisions in six ways:*

  	 Holistic vs. analytic thinking: holistic thinking occurs when a consumer thinks about the big picture and sees the connections between objectives while analytic thinking involves detachment from the object. Middle-class consumers tend to view themselves as unique and separate from others, while working-class consumers tend to view themselves as connected to others. Thus, products that offer individuality and stand out from the crowd tend to appeal to middle-class consumers.
	 Foreground vs. background perceptions: consumers evaluate a product based on the background it is seen with or they evaluate a product based on the product’s attributes. Working-class consumers evaluate a product’s quality based on the store it is sold in (high or low end) or the display quality, while middle- or upper-class consumers are more likely to evaluate products based on features such as price or materials.
	 Attributions for product failures: consumers attribute the cause of product or service failure either to themselves or to others. Lower-class consumers are more likely to consider external factors for the failure rather than factors they control.
	 Brand extensions: the level of acceptance of brand extensions. Middle- or upper-class consumers find brand extensions acceptable when there is alignment between the parent brand and the brand extension. 
	Advertising and persuasion: advertising persuasion strategies tend to focus on analytic thinking where the focus is on product attributes rather than on the bigger picture. This means that advertising appeals are more likely to align with the thinking style of the middle or upper class.
	 Unique selling proposition: emphasising the competitive advantage of a brand over another brand. The attraction to individuality and separation is more likely to appeal to middle- or upper-class consumers than to  working-class consumers.


Research shows that working-class consumers tend to prefer material purchases over experiential purchases.* One explanation for this is that when resources such as income are low, consumers consider the opportunity costs when purchasing (the other things they could buy with the money).

Class differences in worldview

A major social class difference involves the worldview of consumers. The world of the working class (i.e. the lower-middle class) is more intimate and constricted. For example, working-class men are likely to name local sports figures as heroes and are less likely to take long holidays to out-of-the-way places.*- Immediate needs, such as a new refrigerator or TV, tend to dictate buying behaviour for these consumers, whereas the higher classes tend to focus on longer-term goals, such as saving for university fees or retirement. Working-class consumers depend heavily on relatives for emotional support and tend to orient themselves in terms of the community rather than the world at large. They are more likely to be conservative and family oriented. Maintaining the appearance of their home and property is a priority, regardless of the size of the house.

Although they would like to have more in the way of material goods, working-class people do not necessarily envy those who rank above them in social standing. The maintenance of a high-status lifestyle is sometimes not seen as worth the effort. As one blue-collar consumer commented: ‘Life is very hectic for those people. There are more breakdowns and alcoholism. It must be very hard to sustain the status, the clothes and the parties that are expected. I don’t think I’d want to take their place.’*

Although good things appear to go hand-in-hand with higher status and wealth, the picture is not that clear. Many well-off consumers seem to be stressed or unhappy despite or even because of their wealth, a condition some call affluenza, which some social commentators suggest is an unsustainable addiction to economic growth.* A New York Times/CBS News poll asked young people aged 13 to 17 to compare their lives with what their parents experienced growing up: 43% said they had a harder time, and upper-income teenagers were the most likely to say that their lives were harder and subject to more stress. Apparently, they feel the pressure to get into elite schools and to maintain the family’s status.*

      Taste cultures and cultural capital

Consumer taste plays a critical role in judgement and decision making.* It guides our decision making when choosing where to buy a home and how to decorate it, and it influences how we select clothing, pick out appliances and choose the style of car we drive. Scholars have provided multiple definitions of taste, but a good basic definition explains it as ‘one’s personal attitude or reaction toward an aesthetic phenomenon or social situation, regarded as either good or bad’.* The various streams of thought agree that the concept of taste relates to a consumer’s perception, judgement and aesthetic experience.

A taste culture describes people in terms of their aesthetic and intellectual preferences. This concept helps to illuminate the important yet sometimes subtle distinctions in consumption choices among the social classes.

Although analyses based on distinguishing taste cultures have met with criticism because of the implicit value judgements involved, they are valuable because they recognise the existence of groupings based on shared tastes in literature, art, music, leisure activities and home decoration. In one of the classic studies of social differences in taste, researchers catalogued homeowners’ possessions as they were asking them about income and occupation. Clusters of furnishings and decorative items that seemed to appear together with some regularity were identified, and different clusters were found depending on the consumer’s social status For example, religious objects, artificial flowers and still-life pictures tended to be found together in relatively lower-status living rooms, whereas a cluster of abstract paintings, sculptures and modern furniture was more likely to appear in a higher-status home.*

 Not all taste cultures are created equal. The upper classes have access to resources that enable them to perpetuate their privileged position in society. French sociologist Pierre Bourdieu* explained that individuals possess economic resources as well as cultural capital, which includes aspects of taste, experiences, cultural knowledge and world views. In his lengthy writings about the process by which people compete for resources, or capital, Bourdieu discusses the interplay between the resources we use in our daily life activities that rely on economic capital (financial resources) and those that rely on social capital (organisational affiliations and networks). The importance of access to social capital is demonstrated by the legions of aspiring professionals who have taken up golf because so much business is conducted on the greens. Similarly, respected bloggers acquire social capital when they gain access to business contacts who go online to search for information and advice.

Bourdieu also reminds us of the importance of cultural capital. This refers to a set of distinctive and socially rare tastes and practices: knowledge of ‘refined’ behaviour that admits a person into the realm of the upper class.* The elites in a society collect a set of skills that enable them to hold positions of power and authority, and they pass these on to their children (think etiquette lessons and debutante balls). These resources gain in value because access to them is restricted. That’s part of the reason why people compete so fiercely for admission to elite schools and universities.

      Conspicuous consumption

Social analyst Thorstein Veblen first discussed the motivation to consume for the sake of consuming at the beginning of the 20th century. Veblen felt that a major role of products was for invidious distinction: they were used to inspire envy in others through a display of wealth or power. Veblen coined the term conspicuous consumption to refer to people’s desire to provide prominent visible evidence of their ability to afford luxury goods. His work was motivated by the excesses of his time. Veblen wrote in the era of the ‘Robber Barons’ where the likes of JP Morgan, Henry Clay Frick and William Vanderbilt were building massive financial empires and flaunting their wealth by throwing lavish parties. Some of these events of excess became legendary, as described in this account:*

There were tales, repeated in the newspapers, of dinners on horseback; of banquets for pet dogs; of hundred-dollar bills folded into guests’ dinner napkins; of a hostess who attracted attention by seating a chimpanzee at her table; of centrepieces in which lightly clad living maidens swam in glass tanks, or emerged from huge pies; of parties at which cigars were ceremoniously lighted with flaming banknotes of large denominations.
 
Sounds like they really lived it up back in the old days, right? Well, maybe the more things change, the more they stay the same: the wave of corporate scandals involving companies such as Volkswagen, News of the World, Enron and HIH infuriated many consumers as they discovered that some top executives were acting unethically, or living it up even as other employees were being laid off. The movie The Wolf of Wall Street taps into this lifestyle.

This phenomenon of conspicuous consumption was, for Veblen, most evident among what he termed the leisure class: people for whom productive work was taboo. In Marxist terms, such an attitude reflects a desire to link yourself to ownership or control of the means of production, rather than to production itself. Any evidence that you actually had to labour for a living was to be shunned, as suggested by the term the ‘idle rich’.

Veblen was inspired by anthropological studies of the Kwakiutl Indians, who lived in the Pacific Northwest of the US. At a ceremony called a potlatch, the host showed off his wealth and gave extravagant presents to the guests. The more he gave away, the better he looked to the others. Sometimes, the host would use an even more radical strategy to flaunt his wealth: he would publicly destroy some of his property just to demonstrate how much he had.

This ritual was also used as a social weapon because guests were expected to reciprocate. A poorer rival could be humiliated by inviting him to a lavish potlatch because the need to give away as much as the host, even though he could not afford it, would essentially force the hapless guest into bankruptcy. If this practice sounds ‘primitive’, think for a moment about many modern weddings. Parents commonly invest huge sums of money to throw a lavish party and compete with others for the distinction of giving their child the ‘best’ or most extravagant wedding, even if they have to dip into their retirement savings to do it.

Like the potlatch ritual, the desire to convince others that you have a surplus of resources creates the need to display evidence of this abundance. Accordingly, priority is given to consumption activities that use up as many resources as possible in non-constructive pursuits. This conspicuous waste in turn shows others that you have the assets to spare.

As the competition to accumulate status symbols escalates, sometimes the best tactic is to switch gears and go in reverse. One way to do this is to deliberately avoid status symbols—that is, to seek status by mocking it. Social scientists call this sophisticated form of conspicuous consumption parody display. This explains the popularity of old, ripped blue jeans (or more likely the ones companies stonewash so they look old and ripped) and ‘utility’ vehicles such as Jeeps among the ‘upwardly mobile set’. Thus ‘true’ status is shown by the adoption of product symbolism that is deliberately not fashionable. Hipsters are a subculture that embodies parody display. They ironically like items such as cartoons, wear oversized glasses and are often dressed in ridiculous clothing.

 

Conspicuous consumption

Have you ever seen conspicuous consumption or parody displayed in your life? Describe the experience.

  

       



Marketing pitfall

Pst, wanna buy a watch?

Luxury goods often serve as status symbols for conspicuous consumption, but the proliferation of inexpensive counterfeit products threatens to diminish their value (‘Hey buddy, wanna buy a “genuine” Rolex for $20?’). Fakes are a major headache for many manufacturers, especially those in the US, Italy and France, the nations hardest hit by counterfeit products. China and Hong Kong lead the list of countries where most fake goods are seized.

So what are the effects of counterfeiting?

Well, there is an economic argument and a branding argument. First, the economic argument. A report released in 2016 by the Organisation for Economic Co-operation and Development (OECD) estimated that counterfeit and pirated goods are worth a global half a trillion dollars per year, and governments lose on the unpaid taxes. Associated with the loss of business profits is the growth in organised crime as illegal groups sell the counterfeit products. However, one British commentator questions whether money is really leaving the economy: would the consumers of counterfeit products have bought the original brands in the first place? A BBC investigation into counterfeit products found that most, if not all, people who buy fake Versace or Gucci handbags would not have been able to afford the real thing. 

Now for the branding argument. Major fashion houses such as Yves Saint Laurent and Chanel vigorously protect their brand and their company’s intellectual property through raids and law suits. The need to protect the craftsmanship and brand is something that designers take very seriously. The effect of counterfeit products on current customers is also a consideration. How do people who bought the real thing react when they see imitations of their prized handbags or watches parading by them on the street? Researchers interviewed consumers who purchased luxury fashion brands in India and Thailand and identified three coping strategies:

  	Flight—they stop using the brand because they don’t want to be mislabelled as a lesser status person who buys fake brands.
	Reclamation—they go out of their way to emphasise their long relationship with the brand, but express concern that its image will be tarnished.
	Abranding—they disguise their luxury items in the belief that truly high-status people do not need to display expensive logos, whereas those who do betray lower status.


Source: B Bell, ‘What’s wrong with buying fake luxury goods?’, BBC News, 15 July 2016:  www.bbc.com/news/uk-england-36782724; OECD, ‘Global trade in fake goods worth nearly half a trillion dollars a year’, 18 April 2016: https://www.oecd.org/newsroom/global-trade-in-fake-goods-worth-nearly-half-a-trillion-dollars-a-year.htm; ‘The economic impact of counterfeiting’, Security Info Watch, 10 February 2016: www.securityinfowatch.com/article/10490427/the-economic-impact-of-counterfeiting; S Commuri, ‘The impact of counterfeiting on genuine-item consumers’ brand relationships’, Journal of Marketing, May 2009, 73: 86–98.

  

      Learning snapshot

  	Interrelated sets of products and activities are associated with social roles to form consumption constellations. People often purchase a product or service because it is associated with a constellation that, in turn, is linked to a lifestyle they find desirable.
	Psychographic techniques such as the Roy Morgan Values SegmentsTM have been developed to identify consumer ‘types’. Segments are differentiated in terms of their brand or product preferences, media usage, leisure-time activities and attitudes towards broad issues such as politics and religion.
	Consumer confidence helps determine whether consumers will purchase goods and services, take on debt or save their money.
	Consumers have different attitudes to money and income and these attitudes determine how money is spent.
	Virtually all groups make distinctions between their members in terms of relative superiority, power and access to valued resources. This social stratification creates a status hierarchy in which some goods are preferred over others and are used to categorise their owners’ social class.
	Social class is a measure of our standing in society. It is determined by a number of factors, including education, occupation and income.
	Purchase decisions are sometimes influenced by the desire to ‘buy up’ to a higher social class or to engage in the process of conspicuous consumption, through which status is flaunted by the deliberate and non-constructive use of valuable resources.
	Products are often used as status symbols to communicate real or desired social class. Parody display occurs when consumers seek status by deliberately avoiding fashionable products.
	Marketers and consumer researchers use data that describes social class to distinguish between consumers and develop appropriate marketing and branding strategies.


Consumer behaviour challenge

  	Take a look around your house and then look at the home of a person you know who has a different lifestyle from you. What is it about the house furnishings and household items that differs due to your different lifestyles?
	Select two different Roy Morgan Values Segments™ and try to predict the preferences of each segment for movies, food and holidays. Explain your answers.
	When is social class likely to be a better predictor of consumer behaviour than mere knowledge of a person’s income?
	Can consumption patterns be changed? What can be done to reverse the increase in obesity, especially among low-income children? Should government departments get involved and take on a greater role in trying to change consumption patterns, or is education the most effective tool? Discuss the ways that living in a low-income neighbourhood contributes to higher obesity rates.
	What social class do you think represents you? Do the social class test and discuss whether you agree with the result: go to www.abc.net.au/news/2015-10-28/social-class-survey-where-you-fit-in-australia/6869864.
	Thorstein Veblen argued that women were often used as ‘trophy wives’ to display their husband’s wealth. Is this argument still valid today?
	Compile a list of occupations and ask a sample of students in a variety of courses (both business and non-business) to rank the prestige of these jobs. Can you detect any differences in these rankings as a function of students’ courses?
	Compile a collection of ads that depict consumers of different social classes. What generalisations can you make about the reality of these ads and about the media in which they appear?


      Case study

Upwardly mobile: the marketing opportunities arising from shifting class structures in emerging markets

Rojan Baniya, Kathmandu University School of Management

While looking for growth potential, the emerging economies are of tremendous interest for multinationals; interestingly, more than 20,000 multinationals are currently operating in emerging economies.* Emerging economies are those with low- to middle-capita income—the term was coined in 1981 by Antoine W Van Agtmael of the International Finance Corporation of the World Bank.* According to The Economist, Western multinationals expect to find 70% of their future growth in emerging markets, with 40% in China and India alone.* In Nepal, a small developing nation between India and China, multinationals such as Coca-Cola, Unilever, Dabur, Holiday Inn, Standard Chartered Bank and Samsung have found fertile land for meeting opportunities for a number of years. Many more may be interested to join the group given the favourable business environment. 

CK Pralahad and SL Hart popularised the idea of ‘the fortune at the bottom of the pyramid’ in emerging markets in 2006.* The case made was that the fastest growing new markets and entrepreneurial opportunities can be found among the billions of poor people in the developing economies. Many of the emerging economies are referred to as the bottom of the pyramid and these are areas of growth for multinationals.

The attraction of the bottom of pyramid for multinationals is not accidental, nor is it attractive for altruistic motives. Studies indicate that Nepal is among the fastest urbanising countries in South Asia. Large numbers of people from rural areas have started migrating to urban centres and the most visible example of this is in Kathmandu, the capital. A recent World Bank report shows that 22% of the Nepali population are middle class.* This is remarkable growth when you consider that in 1995–96 the middle class comprised just 7% of the population.*

Social class reflects a distinct set of needs, wants and demands for consumer practices and products. In Kathmandu, rapid urbanisation in the past decade has seen a change in the marketing landscape to meet the demands of the growing middle class. This case focuses on the more visible of these demands: the eating-out culture, surging demand for small cars and increasing housing and apartment colonies.

The eating-out culture

Twenty years ago, opportunities to eat out in Kathmandu were limited compared with today’s options—indeed, there were only traditional tea shops called Chiya Pasal. These tea shops were located in small corners of the city and provided a limited menu consisting of beaten rice, meat items, tea, boiled eggs and momos (a popular local food item). The typical layout and style of these tea shops was primitive, with a small and congested area containing uncomfortable seating arrangements consisting of a small amount of old furniture. The limited availability and range were aligned with the low purchasing power of the majority of the population, which was lower class. The lack of discretionary income among the population prohibited going out to eat, with most people eating at home.

  A traditional tea shop in Kathmandu
[image: A photo shows a young man sitting in a traditional tea shop in Nepal, which is an old, austere building with simple furniture. A glass of tea is kept near him.]
 Source: Courtesy of Julien Mailler

More recently, consumer demand for restaurants in Kathmandu has changed radically. The surge in the middle class has driven demand for the luxury of eating out as well as dining in comfort. The desire for convenience and choice has cultivated an eating-out culture, particularly among younger adults. The small shops so popular in earlier years have been converted into shopping centres and arcades with modern-style restaurants. The comparatively higher discretionary income of the middle class has created strong demand for opulent restaurants and outlets as well as for  Western fast-food outlets such as KFC.

  A popular, modern-style restaurant offering service to the new middle- and upper-middle-class patrons
[image: A collage of six photos shows popular restaurant offering service to middle- and upper middle-class customers. The dining area is well-lit and neatly painted with exquisite furniture, crockery, table cloth, and napkins.]
 Source: Tamarind Restaurant, Nepal

The changes in the demographic profile and urbanisation of Kathmandu have developed and modernised the restaurant industry. With rising social status, eating has moved from a functional activity to an expression of newly acquired social status. Consequently, the activity of eating or dining outside the home has created an opportunity for an industry to flourish.

The high demand for small cars

The rise in middle class has also stimulated the car industry in Nepal. In the past, owning a car was a sign of luxury that only the upper class could afford. Over the past 15 years, however, Nepal has grown to be a promising market for car sales due to the changing lifestyle of local residents. The introduction of small and affordable cars to the Nepali market aligns with this growth in the middle class.

Like their Western counterparts, the middle class of Kathmandu perceives cars as necessities rather than as luxuries. This trend has not gone unnoticed by global car manufacturers, which have expanded their portfolio to Nepal. Despite being a small market, until 2010 the car sector was growing around 15% annually, but it has been recording average growth of 25% since 2010 and in 2015 recorded growth of 40%. Furthermore, the domestic car industry expanded to 70% compared with 2014.* The government has been collecting a road repair and maintenance fee from the vehicle owners, which has amounted to NPR 7 billion (US$1 = 102.64 NPR).*

Underpinning the desire for a car as a necessity is the trend of dual working households where the husband and wife both hold jobs.* This has led to a strong rise in discretionary income and standards as well as a decline in time, necessitating faster transport than walking. These households invest their money in small-sized cars as necessities for their family.

In response, car manufacturers have amended their offerings in Nepal to meet the need for smaller cars. For instance, Honda offers the Brio and Jazz, Toyota offers the Etios and Yaris, and Hyundai offers the i10, i20 and SantroXing.

The increase in housing and apartment colonies

For the middle class in Nepal, home has always served as a symbol of achievement. Thus, as income rises, the opportunity to acquire a home becomes more a reality than a dream. The increase in urbanisation and the emergence of the middle class has resulted in a gradual rise in the demand for land and housing. According to the Nepal Land and Housing Developers’ Association (NLHDA), the annual demand for houses and apartments in Nepal stands at around 140,000 units.* About 42% of the demand comes from the Kathmandu Valley alone, but the organised real estate sector is able to construct barely 25,000 units per year. The housing industry isn’t able to keep up with the rise in demand. For a large proportion of Nepal’s population, apart from gold, real estate is the only option for investment they know and trust. The increase in access to consumer finance in recent years has contributed to the change in urban living patterns, triggering a rapid growth in the purchasing power of the middle class. Competitive interest rates on home loans and loans that cover more than the cost of a house are proving too attractive for middle-class people with a stable income. The growing middle class and favourable economic and property conditions have created unprecedented demand for quality housing and apartments in Kathmandu.

 [image: A photo shows a few Nepali men having a look at the pictures of different kinds of houses for sale by “Pinnacle Homes”.]
Housing offerings to the Nepali market for the upper-middle class Source: NurPhoto/Getty Images

Conclusion

 The feasibility of opportunities for multinationals willing to operate in Nepal has been supported by the growing middle class and their increasing living standards. The middle class aspires to having ‘better things in life’ than previous generations. The rise in the middle class around the urban areas of Nepal has created a new group of semi-affluent consumers who are spending on restaurants, small cars, and housing and apartments. And the middle class is continuing to grow, providing long-term opportunities for local and multinational businesses. There is definitely wealth at the bottom of the pyramid in emerging markets for multinationals.

Questions

  	‘Class consciousness’ is a regular phenomenon in society. Explain with suitable examples how consumers might ‘know’ their class.
	Why should marketers understand changes in the social class of a society?
	What factors are influencing the modernised and flourishing restaurant business in Kathmandu?
	If you were in the housing and apartment sector in Nepal, how would you capitalise on the trend?
	As a marketer reading the case, what are the key takeaways?


      Chapter 14 The culture of consumption

  Learning Objectives
 
 

When you have finished reading this chapter, you should be able to:

14.1 Identify approaches to studying culture and consumer culture theory (CCT).
14.2 Describe how culture is acquired and shared.
14.3 Discuss consumption practices and how they are influenced by cultural contexts, and why marketers need to consider this before undertaking culturally specific marketing.
14.4 Explain why consumers adopt an innovation and how they make adoption decisions.
  
 Introduction

Culture is a society’s personality. It includes both abstract ideas, such as values and ethics, and material objects and services, such as the cars, clothing, food, art and sports a society produces. Put another way, it’s the accumulation of shared meanings, rituals, norms and traditions among the members of an organisation or a society.

Consumption choices cannot be understood without considering the cultural context in which they are made: culture is the ‘lens’ through which people view products. Ironically, the effects of culture on consumer behaviour are so powerful and far reaching that their importance is sometimes difficult to grasp. Like a fish immersed in water, we do not always appreciate this power until we encounter a different environment. Suddenly, many of the assumptions we had taken for granted about the clothes we wear, the food we eat and the way we address others no longer seem to apply. The effect of encountering such differences can be so great that the term ‘culture shock’ is not an exaggeration.

The relationship between consumer behaviour and culture is a two-way street. On the one hand, products and services that resonate with the current priorities of a culture have a much better chance of being accepted by consumers. On the other hand, the study of new products and innovations in product design successfully produced by a culture at any point in time provides a window into the dominant cultural ideals of that period. Consider, for example, some Australian products that reflected underlying cultural processes at the time they were introduced:

  	Home-delivery pizza, when first introduced, hinted at changes in family routine and the onset of a new informality in Australian home life (eating dinner in front of the TV).
	Cosmetics made of natural materials without animal testing reflected consumers’ concerns about animal welfare, waste and sustainability.
	Condoms marketed in pastel carrying cases for female buyers signalled changes in attitudes towards sexual responsibility and openness.


      Culture and consumer culture theory (CCT)

14.1 Identify approaches to studying culture and consumer culture theory (CCT).

Researchers who follow consumer culture theory (CCT) explore the dynamic relationships between consumers and culture, which are influenced by the consumption practices that evolve from marketplace interactions.* In this sense, consumers are also part of the culture production system, where they co-create and influence the market through their behaviours—from the selected brand symbols they use in everyday life (e.g. carrying a Louis Vuitton handbag) to sharing a review on a brand community’s Facebook page. In this sense, consumers engage in co-creative activities that reconfigure the market: consumers become influencers and producers of culture. Consumers also influence culture through how they express their ideologies with the products and services they consume.

The products we choose to consume communicate our values and beliefs, and even our political views. Consider the wearing of facemasks today following the COVID-19 pandemic. From a consumer culture perspective, face masks are now a consumer artefact integrating a complex system of meanings that exceed their original public health function. They have become representative of consumer identities and linked ideologies for the protection and care of others—or, for others not wearing face masks, they have become a sign of political protest based on beliefs and fears about government control and regulation imposing on people’s right to choose. For other consumers they have become fashion accessories, and now also represent challenges to create better strategies around reducing mask pollution.

 [image: A pile of used masks gathered with dry leaves and trash by a wall.]
Face masks are now associated with cultural perspectives beyond their medical purpose.Source: 1Xela/Shutterstock

Consumer values and ideologies can be central to strategic marketing efforts. In Australia, 62% of the population aged 18 years and over are concerned about the environment.* But does concern about the environment actually impact their behaviours? Marketers are coming up with solutions to make it easier for consumers to practise what they believe. For example, manufacturers of boxed water are responding to the waste problem of the large quantities of spring-water plastic bottles used by consumers that end up in landfill.* Large supermarkets are also responding to the waste problem by selling ‘ugly’ fresh food, such as fruit, at a discount price. The strategy is based on the assumption that less perfect fresh produce will cost less for the consumer and will also reduce the amount of wasted produce that ends up in landfill.

 [image: A Woolworths poster titled “Know your odd bunch” illustrates sustainable consumer culture.]
Woolworths’ ‘Odd Bunch’ campaign responds to consumers’ desires to reduce waste and be more sustainable. Image descriptionThe poster shows the following information: Know your odd bunch Enter the odd bunch: A weird and wonderful collection of fresh produce that will help Aussie farmers shift more produce and help Aussies save on healthy food. (Cartoon of two vegetables: a carrot and a bottle gourd). Around 25% of all perfectly edible fresh produce in Australia is discarded each year because it isn’t perfect. (Cartoon of two fruits: an apple and a pear). Woolies has sold: 2.5 million kilograms of apples. That’s equivalent to over 500 elephants. (Picture of an elephant). 8 million kilograms of carrots. Vitamin A in carrots is essential for good vision. (Picture of a person with big spectacles). 1.8 million kilograms of Avocados. Guacamole, anyone? (Picture of an avocado). Helping grassroots growers. Up to 30% of yield can go to odd bunch. The odd bunch: Unique produce that dreams of being “tasted, not wasted.”
Source: Reproduced with permission of Woolworths Limited

      Cultural system

   14.2  Describe how culture is acquired and shared.

Consumer culture is continually evolving, synthesising old ideas with new ones. A cultural system consists of these functional areas:*

  	Ecology—the way in which a system is adapted to its habitat. This area is shaped by the technology used to obtain and distribute resources. The Japanese, for example, greatly value products that are designed for efficient use of space because of the restricted conditions in their urban centres.*
	Social structure—the way in which orderly social life is maintained. This includes the domestic and political groups that are dominant within the culture (e.g. the nuclear family versus the extended family; representative government versus dictatorship).
	Ideology—the mental characteristics of a population and the way in which they relate to their environment and social groups. This revolves around the notion that members of a society possess a common world view. They share certain ideas about principles of order and fairness. They also share an ethos, or a set of moral and aesthetic principles. A theme park in Bombay called Water Kingdom that caters to India’s emerging middle class illustrates how distinctive a culture’s world view can be. Many consumers there are unfamiliar with mixed-sex swimming in public, so the park rents swimsuits to women who have never worn them before. No thongs here, though: the suits cover the women from wrists to ankles.*


As you saw in the chapter ‘Motivation and values’, values are very general ideas about good and bad goals. From these values flow norms, or rules, dictating what is considered right or wrong, acceptable or unacceptable. Some norms, called enacted norms, are explicitly decided on, such as the rule that a green traffic light means ‘go’ and a red one means ‘stop’. Many norms, however, are much more subtle. These crescive norms are embedded in a culture and are only discovered through interaction with other members of that culture. Crescive norms include the following:

  	A custom is a norm handed down from the past that controls basic behaviours, such as division of labour in a household or the practice of particular ceremonies.
	A more (plural: mores) is a custom with a strong moral overtone. A more often involves a taboo or forbidden behaviour, such as incest or cannibalism. Violation of a more usually meets with strong sanctions from other members of a society.
	Conventions are norms regarding the conduct of everyday life. These rules deal with the subtleties of consumer behaviour, including the ‘correct’ way to furnish one’s house, wear one’s clothes, host a dinner party and so on.*


All three types of crescive norms may operate to completely define a culturally appropriate behaviour. For example, a more may tell us what kind of food is permissible to eat. This varies across cultures, so a meal of horsemeat may be taboo in the US, Hindus shun beef and Muslims avoid pork products. A custom dictates the appropriate hour at which the meal should be served. Conventions tell us how to eat the meal, including such details as the utensils to be used, table etiquette and even the appropriate apparel to be worn at dinnertime.

We often take conventions for granted, assuming that they are the ‘right’ things to do (until we travel to a foreign country!). It is useful to remember that much of what we know about norms is learned vicariously (refer to the chapter ‘Learning and memory’) as we observe the behaviour of actors in commercials, lifestyles portrayed in our favourite series streaming on Netflix and what we follow on our preferred social media platform.

      Cultural movement

In the US, although inner-city teens represent only 8% of all people in that age group and have incomes significantly lower than their white suburban counterparts, their influence on young people’s musical and fashion tastes is much greater than these numbers suggest. ‘Urban’ fashion influences major retail chains that have picked up on the craze and try to lure legions of young middle-class shoppers. Macy’s and JC Penney carry Sean John and FUBU (‘for us by us’), and labels such as Versace, Tommy Hilfiger, Enyce, Ecko, Nautica and Affliction are standard issue for young teenagers. Websites such as Krunkgrillz.com and Hiphopbling.com sell emblems of hip-hop such as ‘pimp cups’, gold-plated ‘grillz’ and Bellagio spoke rims.* Why does this subculture influence the mass market so strongly?

Outsider heroes—whether John Dillinger, James Dean or Dr Dre—who achieve money and fame without being hemmed in by societal constraints have always been influential in Western cultures. That helps to explain the devotion of many white suburban teens to the urban music scene. As one executive of an organisation that researches urban youth noted, ‘People resonate with the strong anti-oppression messages of rap, and the alienation of blacks’.* It’s common for mainstream culture to modify symbols from ‘cutting-edge’ subcultures for a larger audience to consume. As this occurs, these cultural products undergo a process of co-optation in which outsiders transform their original meanings.* The spread of hip-hop fashion and music is only one example of what happens when the marketing system takes a set of subcultural meanings, reinterprets them and reproduces them for mass consumption.

Of course, the countercultures that originate these movements don’t just sit still for this. They develop strategies to reclaim their symbols and practices. For example, large food manufacturers and retailers today recognise shifting consumer tastes as they co-opt vegan or organic food cultures and repackage food products for mainstream grocery shoppers. Woolworths and Coles sell organic food and the huge conglomerate ConAgra purchased Ben & Jerry’s ice-cream. In response, adherents of a locavore lifestyle, which emphasises the purchase of locally produced meat and vegetables, may find alternative channels of distribution, such as farmers’ markets, to sell their ‘authentic’ versions to true believers.*

In this section we look at how our culture creates these meanings—which often reside in everyday products—and how these meanings move through a society. As Figure 14.1 shows, the advertising and fashion industries play a key role in this process; they link functional products with symbolic qualities such as sexiness, sophistication or just plain ‘cool’. These goods, in turn, impart their meanings to us as we use these products to create and express our identities.*

  Figure 14.1 The movement of meaning
[image: A flow chart shows the movement of meaning through 3 stations.]
 Image descriptionThe flowchart shows the following: Station 1: Culturally constituted world. Instruments of meaning transfer connect this station to Station 2 through 2 locations of meaning: marketing activities and fashion system. Station 2: Consumer products and services. Instruments of meaning transfer connect this station to Station 3 through 4 locations of meaning: Exchange rituals, Possession rituals, Grooming rituals, and Divestment rituals. Station 3: Individual consumers.
Source: Based on G McCracken, ‘Culture and consumption: A theoretical account of the structure and movement of the cultural meaning of consumer goods’, Journal of Consumer Research, 1986, 13: 71–84.

      Cultural production processes

Stick and poke tats. Cage-free eggs. Zendaya. Siri the home assistant. Postmodern architecture. Pokémon GO. Tablets. Emojis. Married at First Sight. Selfies. Electric cars. Costa Rican ecotours. We inhabit a world that brims with different styles and possibilities. The food we eat, the cars we drive, the clothes we wear, the places we live and work, the music we listen to—the ebb and flow of popular culture and fashion influence all of them.

At times we may feel overwhelmed by the sheer number of choices available to us in the marketplace. A person who wants to choose something as routine as a tie or a lipstick shade may look at hundreds of alternatives! Despite this seeming abundance, however, the options available to us at any point in time actually represent only a small fraction of the total set of possibilities. Figure 14.2 shows that when we select certain alternatives over others—whether cars, dresses, computers, recording artists, political candidates, religions or even scientific methodologies—our choice actually is only the culmination of a complex filtration process that resembles a funnel. Many possibilities initially compete for adoption; most of them drop out of the mix as they make their way down the path from conception to consumption. We call this winnowing-out process cultural selection.

  Figure 14.2 The cultural production process
[image: A flowchart illustrates the cultural production process.]
 Image descriptionThe flowchart illustrates the following steps: The symbol pool passes into a funnel. In the funnel, Creative subsystem and Managerial subsystem lead to culture production system, which in turn leads to Communications subsystem at the stem of the funnel. The funnel leads to two types of Cultural gatekeepers: Formal gatekeepers Casting directors Radio programmers Textbook authors Retail buyers Restaurant reviewers Etcetera Informal gatekeepers Opinion leaders Friends Spouse Family members Neighbours Etcetera The final step is Consumer. Consumer innovation and Grass roots movement loop back the Consumer to the Symbol Pool.

We don’t form our tastes and product preferences in a vacuum. The many images from the media and popular culture presented to us drive our choices, as well as our observations of those around us, and the leaders whose opinions we follow. These options constantly evolve and change. A clothing style or type of cuisine that is ‘hot’ one year may be ‘out’ the next.

For example, hip-hop was started way back in 1973 by a DJ in the Bronx, New York. The music and fashions that formed around it grew over the years and began to garner mainstream status when Columbia Records bought the Def Jam record label in 1985. By the mid 2000s, entrepreneurs had branched out into other categories including sports (Jay Z became part owner of what is now the Brooklyn Nets), beverages (Nelly launched Pimp Juice, an energy drink) and fragrances (‘Queen’ by Queen Latifah, ‘Pink Friday’ by Nicki Minaj, ‘Girl’ by Pharrell Williams). Ghostface Killah sold a $500 action figure of himself that came with a mixtape, a real 14k gold chain and a chalice lined with Swarovski crystals. Hip-hop has grown beyond its US roots as artists in other countries have created their own interpretations, including artists in Australia such as Hilltop Hoods and A.B. Original, the duo with rapper Briggs (Adam Briggs).* The widespread adoption of hip-hop styles illustrates some of the characteristics of fashion and popular culture:

  	Styles reflect more fundamental societal trends (e.g. politics and social conditions).
	A style begins as a risky or unique statement by a relatively small group of people and then spreads as others become aware of it.
	Styles usually originate as an interplay between the deliberate inventions of designers and businesspeople and spontaneous actions by consumers who modify these creations to suit their own needs. Designers, manufacturers and merchandisers who anticipate what consumers want will succeed in the marketplace. In the process, they help to fuel the fire when they encourage distribution of the item—especially if they persuade opinion leaders to use it first.
	Cultural products travel widely, often across countries and even continents. Breakdancing has reached Papua New Guinea and its best-known breakdancer is George Tau, AKA B-boy Monkey Stuntz.
	Breakdancing is not only a famous hip-hop dance, it is now a sport and will be competitively open for BBoys and BGirls to compete in at the 2024 Paris Olympic games.*
	Influential people in the media and increasingly everyday ‘influencers’ who are active in social media play a significant role in deciding which items will succeed.
	Most styles eventually wear out as people continually search for new ways to express themselves and marketers scramble to keep up with these desires.
	The cultural selection process never stops, so when styles become obsolete others wait to replace them in popular culture.


 [image: A photo shows a group of youngsters dancing in a slightly dilapidated setting.]
Cool Mexican break dancers in an underground settingSource: Scott Griessel/123RF

No single designer, company or advertising agency creates popular culture. Many parties contribute to every hit song, hot car or new clothing style. A culture production system (CPS) is the set of individuals and organisations that creates and markets a cultural product.* The structure of a CPS determines the types of products it creates. Factors such as the number and diversity of competing systems and the amount of innovation versus conformity influence the selection of products from which we choose at any point in time. For example, an analysis of the country music industry shows that the hit records it produces are similar to one another when a few large companies dominate the industry, but when a greater number of labels compete we see more diversity in musical styles.* 

Table 14.1 summarises some of the many cultural specialists that jointly create popular music such as singer Beyonce’s platinum album 4.

 Table 14.1 Cultural specialists in the music industry
	SPECIALIST	FUNCTIONS
	Songwriter(s)	Compose music and lyrics; must reconcile artistic preferences with estimates of what will succeed in the marketplace
	Performer(s)	Interpret music and lyrics; may be formed spontaneously, or may be packaged by an agent to appeal to a predetermined market (e.g. The Wiggles, Menudo and One Direction)
	Teachers and coaches	Develop and refine performers’ talents
	Agents	Represent performers to record companies
	A&R (artist & repertoire) executives	Acquire artists for the record label
	Publicists, image consultants, designers, stylists	Create an image for the artists that is transmitted to the buying public
	Recording technicians, producers	Create a recording to be sold
	Marketing executives	Make strategic decisions regarding performers’ appearances, ticket pricing, promotional strategies and so on
	Video directors	Interpret the song visually to create a music video that will help to promote the record
	Music reviewers	Evaluate the merits of a recording for listeners
	Disc jockeys, radio program directors	Decide which records will be given airplay and/or placed in the radio station’s regular rotations
	Record store owners	Decide which of the many records produced will be stocked and/or promoted heavily in the retail environment




A culture production system has three major subsystems:

  	a creative subsystem to generate new symbols and products
	a managerial subsystem to select, make tangible, produce and manage the distribution of new symbols and products
	a communications subsystem to give meaning to the new product and provide it with a symbolic set of attributes.


An example of the three components of a culture production system for a music release is (1) a singer (e.g. singer Beyoncé, a creative subsystem); (2) a company (e.g. Columbia Records distributes Beyoncé’s albums, a managerial subsystem); and (3) the advertising agencies and corporations such as PepsiCo that work with the singer’s company Parkwood Entertainment to promote her music and arrange for her appearances in venues including the Super Bowl and even on a limited edition set of Pepsi cans.*

Many judges or ‘tastemakers’ have a say in the products we consider. These cultural gatekeepers filter the overflow of information as it travels down the ‘funnel’. Gatekeepers include movie, restaurant and car reviewers; interior designers; disc jockeys; retail buyers; magazine editors; and increasingly a fan base that obsessively follows and shares the latest gossip, styles, TV and film plots, and other pieces of popular culture. Collectively, social scientists call this set of agents the throughput sector.*

      High and low culture

Do Beethoven and Eminem have anything in common? Although both the famous composer and the rapper are associated with music, many would argue that the similarity stops there. Culture production systems create many kinds of products, but some basic distinctions can be offered regarding their characteristics.

An art product is an object we admire strictly for its beauty or because it inspires an emotional reaction in us (perhaps bliss, or perhaps disgust). In contrast, we admire a craft product because of the beauty with which it performs some function (e.g. a ceramic bowl or hand-carved fishing lures).* A craft tends to follow a formula that permits rapid production.*

To appreciate this distinction, consider the phenomenal success of the late artist Thomas Kinkade. This painter sold 10 million digital reproductions of his work. Even after his death in 2012, his studio continues to mass-produce pictures at a factory in California, where workers reproduce a digital photograph of each original thousands of times onto thin plastic film they glue to canvasses. Then ‘high-lighters’ sit along an assembly line where they dab oil paint onto set spots. The company also licenses images that appear on coffee mugs, La-Z-Boy recliners and even a romance novel cover.*

As Kinkade’s ‘formula for success’ demonstrates, the distinction between high and low culture is not as clear as it used to be. In addition to the possible class bias that drives such a distinction (i.e. we assume that the rich have culture but the poor do not), today high and low culture blend together in interesting ways. In addition to the appliances, tyres and cereals it sells by the case, the warehouse club Costco stocks fine art, including limited-edition lithographs by Pablo Picasso, Marc Chagall and Joan Miró.

Marketers often invoke high-art imagery to promote products. They may feature works of art on shopping bags or sponsor artistic events to build public goodwill.* When observers from Toyota watched customers in luxury car showrooms, the company found that these consumers view a car as an art object. The company used this theme in an ad for the Lexus with the caption, ‘Until now, the only fine arts we supported were sculpture, painting, and music’.*

 

Culture as a person

We think of culture as a society's personality. If your culture were a person, how would you describe its personality traits?

  

      Cultural stories and ceremonies

 14.3  Discuss consumption practices and how they are influenced by cultural contexts, and why marketers need to consider this before undertaking culturally specific marketing.

Every culture develops stories and ceremonies that help its members to make sense of the world. When we examine these activities in other cultures, they often seem strange or even unfathomable. Yet, our own cultural practices appear quite normal even though a visitor may find them equally bizarre!

To appreciate how ‘primitive’ belief systems, which some may consider bizarre, irrational or superstitious, continue to influence our supposedly ‘modern’ rational society, consider the avid interest of many Australians in magic. Marketers of health foods, anti-ageing cosmetics, exercise programs and gambling casinos often imply that their offerings have ‘magical’ properties that will ward off sickness, old age, poverty or just plain bad luck. People by the millions play their ‘lucky numbers’ in the lottery, carry rabbits’ feet and other amulets to ward off ‘the evil eye’ and have ‘lucky’ clothing or other products that they believe will bring them good fortune. In a set of studies, researchers examined how people come to regard products as lucky: They looked at conditioned superstition, which occurs after consumers irrationally associate their buying behaviour with a positive or negative outcome. You may have observed this process; for example, a friend wears a certain t-shirt to a match and the team wins. This person may choose to wear the same shirt to future matches to ‘help’ the team.* Our superstitions are also played out in advertising campaigns. Budweiser tapped into this when it featured fans with bizarre superstitions and the tagline, ‘It’s only weird if it doesn’t work’ in its advertising.

Interest in the occult tends to spike when members of a society feel overwhelmed or powerless; magical remedies simplify our lives when they give us ‘easy’ answers. Many consumers regard the computer with awe as a sort of ‘electronic magician’ with the ability to solve our problems (or, in other cases, to cause data to magically disappear!).* Software developers even supply ‘wizards’ that guide the uninitiated through their programs! In this section, we discuss myths and rituals, two aspects of culture common to all societies from the ancients to the modern world.

      Myths

A myth is a story containing symbolic elements that represent the shared emotions and ideals of a culture. The story often features some kind of conflict between two opposing forces, and its outcome serves as a moral guide for people. In this way, a myth reduces anxiety because it provides consumers with guidelines about their world. Every society possesses a set of myths that define that culture.

Most members of a culture learn these stories; some Australians relate to Dreamtime stories about the Earth, but we don’t usually really think about their origins. Consider, for example, a story familiar to most people: Little Red Riding Hood. This myth started as a peasants’ tale in 16th-century France in which a girl meets a werewolf on her way to her granny’s house (there is historical evidence for a plague of wolf attacks during this time, including several incidents where men were put on trial for transforming themselves into the deadly animals). The werewolf has already killed granny, stored her flesh in the pantry and poured her blood into a bottle. Contrary to the version we know, when the French girl arrives at the house she snacks on granny, strips naked and climbs into bed with the wolf! To make the story even more scandalous, some versions refer to the wolf as a ‘gaffer’ (a contraction of ‘grandfather’) implying that incest was involved as well. This story first appeared in print in 1697; it was intended as a warning to the loose ladies of Louis XIV’s court (the author dresses the girl in red in this version because this colour symbolises harlots). Eventually, the Brothers Grimm offered their own version in 1812, but they substituted violence for sex in order to scare kids into behaving. And to reinforce the sex role standards of that time, in the Grimm version a man rescues the girl from the wolf.* So this myth sends vivid messages about cultural taboos such as cannibalism, incest and promiscuity.

An understanding of cultural myths is important to marketers who, in some cases (most likely unconsciously), pattern their strategy along a mythic structure. Consider, for example, the way that McDonald’s takes on ‘mythical’ qualities.* The ‘golden arches’ are a universally recognised symbol, one that is virtually synonymous with American culture. They represent to the world the possibility of symbolically consuming a piece of Americana, and to Americans the golden arches symbolise a type of ‘sanctuary’ around the world where they know exactly what to expect once they enter. McDonald’s has been integrated into Australian culture via the ‘Maccas run’ (#maccasrun)—grabbing McDonald’s has become a ritual for some after they’ve been out drinking, or as a ‘cure’ for a hangover the next day (just do a search on YouTube to catch a few midnight specials).

Corporations often have myths and legends in their history. Nike designates senior executives as ‘corporate storytellers’ who explain the company’s heritage to the hourly workers at Nike stores. They recount tales about the coach of the Oregon track team who poured rubber into his family’s waffle iron to make better shoes for his team—the origin of the Nike waffle sole. The stories emphasise the dedication of runners and coaches to reinforce the importance of teamwork. New recruits visit the track where the coach worked to help them appreciate the importance of the Nike legends. And rumour has it that senior Nike executives (including the CEO) have a ‘swoosh’ tattoo on their backsides.*

Myths serve four interrelated functions in a culture:

  	metaphysical—they help to explain the origins of existence
	cosmological—they emphasise that all components of the universe are part of a single picture
	sociological—they maintain social order by authorising a social code to be followed by members of a culture
	psychological—they provide models for personal conduct.*


We can analyse myths by examining their underlying structures, a technique pioneered by the French anthropologist Claude Levi-Strauss (no relation to the blue jeans company). Levi-Strauss noted that many stories involve binary opposition, in which two opposing ends of a dimension are represented (e.g. good versus evil, nature versus technology).* Often a mediating figure resolves the conflict between mythical opposing forces; this links the opposites as it shares characteristics of each. For example, many myths are about animals that have human abilities (e.g. a talking snake) to bridge the gap between humanity and nature, just as marketers often give cars (technology) animal names (nature) such as Cougar, Cobra or Mustang.

      Myths abound in modern popular culture

Myths are of great importance to Aboriginal Australians to explain the universe and how things came to be. We often associate myths with the Ancient Greeks or Romans, but in reality modern popular culture’s myths are embodied in comic books, movies, holidays and, yes, even commercials. Researchers report that some people create their own consumer fairy tales where they tell stories that include magical agents, donors and helpers to overcome villains and obstacles as they seek out goods and services in their quest for happy endings.*

Many blockbuster movies and popular streaming series draw directly on mythical themes. Although dramatic special effects or attractive stars certainly don’t hurt, a number of popular movies over time owe their success to their presentation of characters and plot structures that follow mythical patterns. Two examples of these mythical blockbusters are:*

  	E.T. the Extra-Terrestrial. ET represents a familiar myth involving messianic visitation. The gentle creature from another world visits Earth and performs miracles (e.g. reviving a dying flower). His ‘disciples’ are neighbourhood children, who help him combat the forces of modern technology and an unbelieving secular society. The metaphysical function of myth is served by teaching that the humans chosen by God are pure and unselfish.
	Star Trek. The TV series and movies documenting the adventures of the starship Enterprise are also linked to myths, such as the story of the New England Puritans exploring and conquering a new continent: ‘the final frontier’. Encounters with the Klingons mirror skirmishes with Native Americans. In addition, the quest for paradise was a theme employed in at least 13 of the original 79 episodes filmed.*


Commercials can also be analysed in terms of the underlying mythical themes they represent. Australian commercials build narratives of Aussie mateship, which has evolved from the real stories told by survivors of the World War I disaster at Gallipoli. Despite the failure of the campaign on the shores of Anzac Cove (Turkish people call it Anzak Koyu), Gallipoli has become a household name in Australia because Australian soldiers stuck by their mates despite the odds and came home to tell the stories of their mates’ bravery, thus creating the notion of mateship and the ANZAC tradition. Mateship is a frequent narrative used in Lion Nathan’s XXXX Gold beer commercials.

Even product packaging can mythologise a brand, as researchers who analysed the messages on some ‘natural’ products report. The researchers found that many of the packages present a romantic narrative of the past, where values of family, tradition, authenticity, peace and simplicity reign. For example, the label on a box of Celestial Seasoning’s tea reads: ‘When you find a quiet moment, ease into a cup of contentment with Honey Vanilla Chamomile Herb Tea’. The brand name itself, note the researchers, conjures the transcendent possibilities of tea consumption (celestial) and the package includes a personally signed guarantee of satisfaction from the company’s founder. These elements also subtly invoke the binary opposition to large, impersonal corporations where the founder would never take the time to write a message. Other ‘natural’ product packaging often includes origin myths such as, ‘It began very simply. In 1960 in the back of a small health food store ...’*

       

CB as I see it: Culturally sensitive service design

Maria Raciti

Identity is complicated and messy. Indeed, it is more realistic to talk about our identities (plural) as we are all a composite of various aspects such as our age, gender, education, social class, religion, abilities, nationality and culture. So, who are you? How do you identify? I am many things. I am an Australian Aboriginal woman with cultural connections to the Kalkadoon, Thaniquith and Bwgcolman peoples who lives, works and plays on Gubi Country. Professionally, I am a Professor of Marketing with a passion for social justice and a Co-Director of the Indigenous and Transcultural Research Centre at my university. You may have noticed that in describing myself, I first noted my ethnicity and cultural connections. Among First Nations Australians, this cultural positioning when you first introduce yourself is an important protocol because it tells other Aboriginal people in the room who your mob or kin is and which Aboriginal Country you are linked to. Before European invasion, Australia comprised up to 700 Aboriginal and Torres Strait Islander nations (known as Countries) with approximately 260 distinct language groups and 500 dialects. As such, you can see that positioning ourselves by our cultural connections from the outset matters. Culture has far-reaching implications for marketing, and it is vital that culture—yours and that of your consumers and other stakeholders—is a key component of your marketing practice.

Culturally sensitive service design is best when it is co-created with First Nations peoples, is strengths-based, and foregrounds Indigenous voices to enable self-empowerment and self-determination. Aboriginal and Torres Strait Islander peoples and many other First Nations peoples worldwide have been, and continue to be, subjected to intergenerational trauma, marginalisation, assimilation, discrimination and racism. For the most part, Indigenous people in Australia have been framed in a negative, deficit light that focuses on what they do not have without recognising or respecting their abundant cultural capital built on ancient wisdom. As 21st-century marketers, you can right these wrongs through respectful engagement with First Nations peoples and by putting cultural sensitivity at the centre of your service design.

Cultural sensitivity towards others first requires you to unpack your social positioning and world view: the privilege and power you have as a result of birth or attained over time, such as a university education. I know this can be awkward and uncomfortable, but it is important as your social position affects, often unconsciously, the way you see and experience the world. Your world view shapes the services that you design. It is critical to know who you are and how your micro-history has gifted you privilege and power that has shaped your world view and your un/conscious biases. To illustrate this, marketing students are typically only taught about the dominant Western/Northern scientific-based knowledge system at university. This means that you may not know of or recognise other knowledge systems, which unconsciously biases your professional practice. If you are a part of the dominant culture, acknowledging this and recognising the limits of your historical knowledge and life experiences is a powerful first step towards becoming an inclusive practitioner.

Culturally sensitive service design adopts an ethics of care—caring about, caring for and care giving— and aims to empower First Nations peoples so they can achieve their own self-determined goals and aspirations. Culturally sensitive service design is based on harnessing and leveraging the strengths that Indigenous peoples have. The right to self-determination is a central tenet of the United Nations Declaration on the Rights of Indigenous Peoples.* Indigenous peoples have the right to live according to their values and beliefs and exercise self-determination by having control and meaningful involvement in decisions that may impact their daily lives. A helpful way to view your role as a marketer creating culturally sensitive services is to see yourself as working with and for Indigenous peoples. As many Indigenous peoples continue to experience harm, your service design should, as a fundamental principle, do no more harm. Approach culturally sensitive service design with an open mind and open heart, remembering that your efforts are about more than achieving business outcomes; they are about achieving the more noble cause of social justice.

  

      Rituals

A ritual is a set of multiple, symbolic behaviours that occur in a fixed sequence and tend to be repeated periodically.*  Bizarre tribal ceremonies, perhaps involving animal or human sacrifice, may come to mind when people think of rituals, but in reality many contemporary consumer activities are ritualistic. Just think of some of your own ‘rituals’ such as a morning coffee or a regular Saturday night get-together with friends at your favourite bar or club.

Rituals occur at several levels. Some reinforce broad cultural or religious values. Public rituals such as the State of Origin, Australia Day fireworks and graduation ceremonies are communal activities that confirm our membership in the larger group and reassure us that we are reading from the same script as everyone else.* Think about the new scripts created following the COVID-19 pandemic. Mask wearing, that was originally instituted through regulation, has become a ritual in many countries; however, as the ‘new normal’ evolves, face masks are also becoming new marketplace icons that represent tensions in a socio-cultural climate. Think about how the media have crafted new ‘heroes’ on the frontline of healthcare and service industries who risked their lives in the ‘war’ with the virus. Images of the ‘new normal’ include heads of state wearing face masks embroidered with national symbols, or publicly refusing to even consider wearing one. Instagram celebrities feature masks as high-end fashionable accessories, and entire sport teams wear surgical face masks as a sign of protest.*

Table 14.2 outlines the range of rituals that occur at various levels.

 Table 14.2 Types of ritual experience 
	PRIMARY BEHAVIOUR SOURCE	RITUAL TYPE	EXAMPLES
	Cosmology	Religious	Baptism, meditation, Mass
	Cultural values	Rites of passage Cultural
	Graduation, marriage festivals, holidays, Valentine’s Day

	Group learning	Civic
Group
Family
	Parades, elections, trials
University initiation, business negotiations, office luncheons
Mealtimes, bedtimes, birthdays, Mother’s Day, Christmas

	Individual aims and emotions	Personal	Grooming, household rituals



Source: DW Rook, ‘The ritual dimension of consumer behaviour’, Journal of Consumer Research, December 1985, 12: 251–64. Reprinted with permission of The University of Chicago Press.

Many businesses owe their livelihoods to their ability to supply ritual artefacts to consumers. These are items needed to perform rituals; for example, wedding rice, birthday candles, diplomas, specialised foods and beverages, trophies and plaques, band uniforms, greeting cards and retirement watches.* In addition, consumers often employ a ritual script, which identifies the artefacts, the sequence in which they are used and who uses them.

A study conducted by the BBDO worldwide advertising agency illustrates the close relationship between brands and rituals.* It labels items that we use to perform our rituals fortress brands because once they become embedded in our ceremonies—whether we use them to brush our teeth, drink a beer or shave—we’re unlikely to replace them. The study ran in 26 countries, and the researchers found that, overall, people worldwide practise roughly the same consumer rituals. The agency claims that 89% of people always use the same brands in their sequenced rituals; and three out of four are disappointed or irritated when something disrupts their ritual or their brand of choice isn’t available. For example, the report identifies one common ritual category it calls preparing for battle. For most of us this means getting ready for work. Relevant rituals include brushing teeth, taking a shower or bath, having something to eat or drink, checking email and shaving/putting on make-up. 

Grooming rituals

Whether it takes the form of brushing your hair 100 strokes a day or giving yourself a pep talk in the mirror before a big event, virtually all consumers have private grooming rituals. These are sequences of behaviours that aid in the transition from the private self to the public self and back again. These rituals serve various purposes, ranging from inspiring confidence before confronting the world to cleansing the body of dirt and other impure materials. When consumers talk about their grooming rituals, some of the dominant themes that emerge from these stories reflect the almost mystical qualities attributed to grooming products and behaviours. Many people emphasise a before-and-after phenomenon whereby the person feels magically transformed after using certain products (similar to the Cinderella myth).*

Two sets of binary oppositions expressed in personal rituals are private/public and work/leisure. Many beauty rituals, for instance, reflect a transformation from a natural state to the social world (as when a woman ‘puts on her face’) or vice versa. The bath is viewed as a sacred cleansing time, a way to wash away the ‘sins’ of the profane world.* In these daily rituals, women reaffirm the value placed by their culture on personal beauty and the quest for eternal youth.* This focus is obvious in ads for Oil of Olay Beauty Cleanser, which proclaim ‘And so your day begins. The ritual of Oil of Olay’.

Gift-giving rituals

The promotion of appropriate gifts for every conceivable holiday and occasion provides an excellent example of the influence consumer rituals can exert on marketing phenomena. In the gift-giving ritual, consumers procure the perfect object, meticulously remove the price tag and carefully wrap it (symbolically changing the item from a commodity to a unique good) and then deliver it to the recipient.* Gifts can take the form of store-bought objects, homemade items or services. More recently, personalised gifts have become a trend, where online sites such as etsy.com connect small businesses with individual consumers to make unique gift offerings including custom messages on teddy bears to anything else a consumer could dream of.*

Researchers view gift giving as a form of economic exchange, in which the giver transfers an item of value to the recipient, who in turn is somehow obligated to reciprocate. Gift exchange underlies the human tendency to engage in networks of obligation;* when a gift of any size is bestowed it fosters in the receiver a sense of indebtedness. Gift giving can also involve symbolic exchange; for example, when a gift-giver wants to acknowledge a friend’s intangible support and companionship. Some research indicates that gift giving evolves as a form of social expression: it is more exchange oriented (instrumental) in the early stages of a relationship, but becomes more altruistic as the relationship develops.*

Every culture dictates certain occasions and ceremonies to give gifts, whether for personal or professional reasons. The giving of birthday presents alone is a major undertaking, whereas business gifts are an important component in defining professional relationships. Expenditure on business gifts exceeds US$1.5 billion per year, and givers take great care to ensure that appropriate gifts are purchased (sometimes with the aid of professional gift consultants). Most executives believe that corporate gift giving provides both tangible and intangible results, including improved employee morale and higher sales.* In some industries, however, the ritual of gift giving might raise questions. In Australia a huge controversy evolved when the CEO of Australia Post gifted four employees Cartier watches worth almost $20,000 in acknowledgement of staff members’ service improvements. Media and community backlash evolved based on the belief that the gifts were excessive for a public service organisation.* Gifting can also raise questions of ethics for certain professions, such as doctors receiving gifts from drug companies. In Australia and the US there has been concern about doctor integrity falling victim to commercial influence, which is costly to the healthcare system in both dollars and in terms of public trust.* While in the past it was common practice for healthcare professionals to receive small gifts such as pens and notepads, this practice has raised questions because a large body of research evidence from the social sciences indicates behaviour is influenced even by gifts of negligible value.

The gift-giving ritual has three distinct stages:*

  	During gestation, the giver is motivated by an event to procure a gift. This event may be either structural (i.e. prescribed by the culture, as when people buy Christmas presents) or emergent (i.e. the decision is more personal and idiosyncratic).
	The second stage is presentation, or the process of gift exchange. The recipient responds to the gift (either appropriately or not) and the donor evaluates this response.
	In the third stage, known as reformulation, the bonds between the giver and the receiver are adjusted (either looser or tighter) to reflect the new relationship that emerges after the exchange is complete. Negativity can arise if the recipient feels that the gift is inappropriate or of inferior quality. For example, the hapless husband who gives his wife a vacuum cleaner as an anniversary present is asking for trouble, and the new suitor who gives his girlfriend intimate apparel won’t score many points. The donor may feel the response to the gift is inadequate or insincere or a violation of the reciprocity norm, which obliges people to return the gesture of a gift with one of equal value.*


Japanese gift-giving rituals show how tremendously important these acts are in that culture, where the wrapping of a gift is as important (if not more so) than the gift itself. The economic value of a gift is secondary to its symbolic meaning. To the Japanese, gifts are viewed as an important aspect of one’s duty to others in one’s social group. Giving is a moral imperative (known as giri). Highly ritualised gift giving occurs during the giving of both household/personal gifts and company/professional gifts. Each Japanese person has a well-defined set of relatives and friends with whom they share reciprocal gift-giving obligations (kosai). Personal gifts are given on social occasions, such as at funerals, to people who are hospitalised, to mark movements from one life stage to another (e.g. weddings, birthdays) and as greetings (e.g. when one meets a visitor). Company gifts are given to commemorate the anniversary of a corporation’s founding or the opening of a new building, or when new products are announced. In keeping with the Japanese emphasis on saving face, presents are not opened in front of the giver so that it will not be necessary to hide one’s possible disappointment with the present.*

In addition to expressing their feelings towards others through consumption, people commonly find (or devise) reasons to give themselves something as well. It is common for consumers to purchase self-gifts as a way to regulate their behaviour. This ritual provides a socially acceptable way of rewarding themselves for good deeds, consoling themselves after negative events or motivating themselves to accomplish some goal.* Indeed, retailers report that it is becoming increasingly common for people to treat themselves while they are ostensibly searching for goodies for others. As one shopper admitted, ‘It’s one for them, one for me, one for them’.*

 [image: A couple of two women showing off their wedding rings after the ceremony. One of them is dressed in a gown while the other is dressed in a suit.]
De-gendered wedding rituals and parties are on the rise. Source: Gorodenkoff/Shutterstock

      Holiday rituals

On holidays, consumers step back from their everyday lives and perform ritualistic behaviours unique to those times.* Holiday occasions are filled with ritual artefacts and scripts and are increasingly cast as a time for giving gifts by enterprising marketers.

The Christmas holiday bursts with rituals for many Australians. These scripts include serving (in gluttonous portions) foods such as prawns, ham, turkey and cranberry sauce that are often only consumed on that day; complaints about how much one has eaten (yet rising to the occasion to somehow find room for dessert); and (for many) a post-meal trip to the couch for the obligatory nap. The Christmas holiday season has been projected to cost each person $955—that’s a lot of food, presents and self-gifting.*

The Christmas holiday season tells narratives of Santa’s adventures at the North Pole to others’ adventures under the mistletoe. The meaning of Christmas has evolved quite dramatically over the past few hundred years. In colonial times, Christmas celebrations resembled carnivals and public rowdiness was the norm. Most notable was the tradition of ‘wassailing’, in which roving packs of rowdy young men laid siege to the rich and demanded food and drink. By the end of the 1800s, the mobs were so unruly that city fathers in Protestant America invented a tradition whereby families conducted Christmas gatherings around a tree, a practice they ‘borrowed’ from early pagan rites. In an 1822 poem, Clement Clarke Moore, the wealthy son of a New York Episcopal bishop, invented the modern-day myth of Santa Claus and the Christmas ritual slowly changed to a focus on children and gift giving.*

One of the most important holiday rituals, of course, stars Santa, a mythical figure whose arrival children eagerly await (even if their house doesn’t have a fireplace). Indeed, an Australian study that analysed the letters children write to Santa found they specify their brand preferences quite carefully and often employ sophisticated request strategies to be sure they get what they want from the Big Guy.* In opposition to Christ, Santa is a champion of materialism. Perhaps it is no coincidence, then, that he appears in stores and shopping centres: secular temples of consumption. Whatever his origins, the Santa Claus myth socialises children because it teaches them to expect a reward when they are good and that people get what they deserve (which may be a lump of coal).

In addition to established holidays, businesses invent new occasions to capitalise on the need for cards and other ritual artefacts that will then have to be acquired.* These cultural events often originate with the greeting card industry, precisely to stimulate demand for more of its products. Some recently invented holidays include Secretaries’ Day and Grandparents’ Day. There is even a National Donut Day in Australia—of course created by Krispy Kreme, which gives away free donuts in early June each year. In other cases retailers elevate relatively minor holidays to major ones to provide more merchandising opportunities. For instance, think about Valentine’s Day. While connected to the cultural myth of Cupid, the myth persists in the US and Australia not just because of the promotional investment made by industry, but also because of its basic foundation of love (and friendship) appeal to consumers’ deep-seated needs.* On Valentine’s Day, standards regarding sex and love are relaxed or altered as people express feelings that may be hidden during the rest of the year (in Japan, it’s the women who send gifts to the men).

Halloween is another occasion where observances among adults are booming, changing the character of this holiday. Halloween in the US is now the second most popular party night for adults (after New Year’s Eve), and one in four grown-ups wears a costume.* The holiday is becoming trendy in Australia as well: pubs and clubs promote the theme, the stores are filled with spooky chocolates and treats, and superhero and princess costumes in toy stores are replaced with witches and skeletons.*

 [image: A photo shows an advertisement poster titled “Happy Halloween: Your one-stop spooky shop”. It shows photo of the various articles available along with their prices.]
Halloween is an event that was not typically celebrated in Australia, but as more Australian businesses promote the occasion, more Australians are starting to practise rituals linked to it.Source: Reproduced with permission of Woolworths Limited

      Rites of passage

A party for a recently divorced person is an example of a modern rite of passage, or a special time that is marked by changes in social status. Every society, both primitive and modern, sets aside times for such changes. Some of these changes may occur as a natural part of consumers’ life cycles (e.g. puberty or death), whereas others are more individual in nature (e.g. getting divorced and re-entering the dating market).

Much like the metamorphosis of a caterpillar into a butterfly, consumers’ rites of passage consist of three phases:

  	The first stage, separation, occurs when the individual is detached from their original group or status (e.g. the university student leaves home).
	Liminality is the middle stage, in which the person is literally between statuses (e.g. the new arrival on campus tries to figure out what is happening during orientation week).
	The last stage, aggregation, takes place when the person re-enters society after the rite of passage is complete (e.g. the student returns to the family home following end-of-year final exams as a university ‘veteran’).*


Rites of passage mark many activities, as exemplified by recruits at military camp, young Australian school leavers attending Schoolies or novitiates becoming nuns. We can observe a similar transitional state when people are prepared for certain occupational roles. For example, athletes and fashion models typically undergo a ‘seasoning’ process. They are removed from their normal surroundings (e.g. athletes are taken to training camps; young models often move to Paris or Milan) and indoctrinated into a new subculture, before being returned to the real world in their new role.

Funeral ceremonies help the living to celebrate their relationship with the deceased and action tends to be tightly scripted, right down to the clothes worn (e.g. black attire and black ribbons for mourners; the body in its best clothes) and specific behaviours (e.g. sending condolence cards or holding a wake). Mourners ‘pay their last respects’, and seating during the ceremony is usually dictated by mourners’ closeness to the individual. Even the cortege (the funeral motorcade) is accorded special status by other motorists, who recognise its separate, sacred nature by not cutting in as it proceeds to the cemetery.*

 [image: A photo shows a group of Australian Indigenous people, including a child, with their bodies painted white, dancing together on a ground.]
Funeral ceremonies practised by Australian Indigenous peoples involve painting their body white to show their grief for the loss of their loved one and conducting a series of songs and dances to ensure the person’s spirit leaves the area and returns to its birth place.Source: Courtesy of Gunther Deichmann

       



Marketing pitfall

Do you want to talk about death?

Australians don’t like talking about death, probably because we just don’t want to grapple with the reality of our human mortality. Cultural factors also influence the meanings we create around death through our ritual practices and ceremonies. Compared with other cultures, such as Mexican culture, where they remember and honour family and friends who have died on the Day of the Dead, Australia has few public commemorations of death. We have funerals, roadside memorials and annual Anzac services, but only certain deaths are remembered. For most of us, death and mourning are private affairs, and people find their own way to celebrate and memorialise their friends and family to preserve memories and process their grief.

Some people process grief by engaging in possession rituals that preserve memories and celebrate their loved one who has died. One Australian man, for example, created a personalised surfboard that was custom made to include his mother’s ashes; he also emblazoned the front of the board with her photo. While that is unusual, it’s maybe not the most unusual story about what children do with their parents’ ashes. There is an old story that Rolling Stone Keith Richards snorted his father’s ashes!

Possession rituals, particularly those related to death, have important symbolic meaning. So too do the memories and personal pictures that we post and share on our Facebook pages. What happens to those when we die? They will become digital memorials. It has been suggested that at some future point in time there will be more dead Facebook users than living ones. These Facebook memorials will further change how we experience death and will also give rise to new styles of grief rituals.

Talking about death is challenging, but perhaps helping people to create rituals—either online or offline—can be a positive way to not only help them to process grief, but also to remember and celebrate their friends and family who have died.

Source: E Fuss & L Skerrett, ‘Festival of Death and Dying explores topic Australians ignore’, ABC News, 9 September 2017: www.abc.net.au/news/2017-09-09/festival-of-death-explores-topic-australians-ignore/8886052; C Nordstrom, ‘Grief rituals: What Australia can learn from the Day of the Dead’, The Conversation, 1 November 2017: https://theconversation.com/grief- rituals-what-australia-can-learn-from-the-day-of-the-dead-86047; S Berry, ‘Trend of personalised presents changes the game of gift-giving’, The Sydney Morning Herald, 24 December 2015: www.smh.com.au/lifestyle/fashion/trend-of-personalised-presents-changes-the-game-of-giftgiving-20151223-glu7v7.html; B Ambrosino, ‘Facebook is a growing and unstoppable digital graveyard’, BBC, 14 March 2016: www.bbc.com/future/story/20160313-the-unstoppable-rise-of-the-facebook-dead

  

      Sacred and profane consumption

Nike had to pull a new Pro Tattoo Tech Gear clothing line for women after it came out that the graphics used were from a sacred Samoan tattoo that only men wear. Consumers started a Change.org petition online and bombarded the brand’s Facebook page with negative comments.*

Many types of consumer activities involve the demarcation, or binary opposition, of categories, such as good versus bad, male versus female—or even regular cola versus diet. One of the most important of these sets of categories is the distinction between the sacred and the profane. Sacred consumption involves objects and events that are ‘set apart’ from normal activities and treated with some degree of respect or awe. They may or may not be associated with religion, but most religious items and events tend to be regarded as sacred. Profane consumption involves ordinary, everyday objects and events that do not share the ‘specialness’ of sacred ones. Note that in this context, profane does not mean vulgar or obscene.

Sacralisation

Sacralisation occurs when ordinary objects, events and even people take on sacred meaning. Many consumers regard events such as the NRL State of Origin football matches between Queensland and New South Wales, and people such as Elvis Presley, as sacred. Indeed, virtually anything can become sacred. Sceptical? Well in the US there is a website that sells unlaundered athletics wear that star members of football teams such as the Cowboys have worn. Says the owner: ‘Fans who have never been able to touch the Cowboys before now have an opportunity’. Objectification occurs when we attribute sacred qualities to mundane items (such as smelly socks).* One way that this process occurs is via contamination, whereby objects we associate with sacred events or people become sacred in their own right. This explains many fans’ desire for items that belonged to (or were even touched by) famous people. Even the Smithsonian Institution in Washington, DC, maintains a display that features such ‘sacred items’ as the ruby slippers from The Wizard of Oz and a phaser from Star Trek—all reverently protected behind sturdy display glass.*

In addition to museum exhibits that display rare objects, we often set apart mundane, inexpensive things in collections; when we do so we transform them from profane items to sacred ones. An item is sacralised as soon as it enters a collection, and it takes on special significance to the collector that outsiders may find hard to comprehend. For example, you may know someone who collects matchbooks that mark visits to out-of-town restaurants: just don’t try to use one of these books if you actually need to light a match!

Collecting refers to the systematic acquisition of a particular object or set of objects. We distinguish this from hoarding, which reflects a reluctance to discard used objects.* Hoarding is a problem in some cities, where residents’ refusal to properly dispose of old newspapers, food or even deceased pets results in fires, eviction and even the removal of children from the home. A dozen cities run hoarding task forces to combat this problem.*

Collecting typically involves both rational and emotional components. Some consumer researchers feel that collectors acquire their ‘prizes’ to gratify their materialism in a socially acceptable manner. When a collector systematically amasses a collection, they ‘worship’ material objects but don’t have to feel guilty or petty. Another perspective argues that collecting is actually an aesthetic experience: for many collectors, the pleasure comes from creating the collection. Whatever the motivation, hard-core collectors often devote a great deal of time and energy to maintaining and expanding their collections, so for many this activity becomes a central component of their extended selves (refer to the chapter ‘The self: mind, gender and body’).*

      Domains of sacred consumption

Sacred consumption events permeate many aspects of consumers’ experiences. We find ways to ‘set apart’ a variety of places, people and events. In this section, we consider some examples of ways in which ‘ordinary’ consumption is sometimes not so ordinary after all.

Sacred places

Sacred places are ‘set apart’ by a society because they have religious or mystical significance (e.g. Uluru, Bethlehem, Mecca, Stonehenge,) or because they commemorate some aspect of a country’s heritage (e.g. the Kremlin, the Emperor’s Palace in Tokyo, the Statue of Liberty or Ground Zero in Manhattan). The sacredness of these places is due to the property of contamination—something sacred happened on that spot, so the place itself takes on sacred qualities.

Still other places are created from the profane world and imbued with sacred qualities. Graumann’s Chinese Theater in Hollywood, where movie stars leave their handprints in concrete for posterity, is one such place. Theme parks are a form of mass-produced fantasy that take on aspects of sacredness. In particular, Disney World and Disneyland (in Europe, Japan and China) are destinations for pilgrimages by consumers around the globe. Disney World displays many characteristics of more traditional sacred places. It is even regarded by some as having healing powers.

In many cultures, the home is a particularly sacred place. It represents a crucial distinction between the harsh, external world and consumers’ ‘inner space’. The home is a central part of our identity: after all, as the saying goes, ‘Home is where the heart is’.* Consumers all over the world go to great lengths to create a special environment that allows them to create the quality of ‘homeyness’. They do this by personalising the home as much as possible, using devices such as door wreaths, mantelpiece arrangements and a ‘memory wall’ for family photos.* Even public places such as coffee shops strive for a homelike atmosphere that shelters customers from the harshness of the outside world. Some cafés are extending the comforts of home even further: in Brisbane at the Cat Cuddle Café you can get a good cup of coffee and enjoy the company of beautiful rescue cats.*

 [image: A photo shows people dressed as Mickey and Minnie standing hand in hand in front of the Disney Castle in Disneyland.]
Mickey and Minnie Mouse welcome Disneyland visitors in Hong Kong.Source: Mark Ashman/Disney/Getty Images

Sacred people

We idolise sacred people as we set them apart from the masses, and sometimes people come to believe that these individuals have ‘superhuman’ abilities. Souvenirs, memorabilia and even mundane items these celebrities have touched acquire special meanings (the celebrities ‘contaminate’ the items). Many businesses thrive on consumers’ desire for products associated with famous people. There is a thriving market for celebrity autographs and objects once owned by celebrities such as film stars and politicians, but also for despised individuals such as serial killers and notorious dictators. Researchers at Yale University found that while market demand influences the price people are prepared to pay, it is the physical contact that a celebrity has with an object—how contaminated the object has been by the celebrity—that dramatically influences consumers’ willingness to purchase it.* Based on this perspective, the researchers have argued that celebrity products are imbued with a type of contagion in which people believe that a person’s immaterial qualities or essence have been transferred to the object through physical contact. Celebrities also use our desires to tap into entrepreneurial adventures and extend their wealth beyond that made from the entertainment industry. Two of the most successful celebrity entrepreneurs are Beyoncé and Rihanna. Beyoncé became a creative design partner with Adidas in making athleticwear brand Ivy Park. Rihanna is becoming a beauty tycoon based on the launch of her Fenty Beauty. During its first month on the market, Fenty Beauty brought in $72 million in media value — that is, the amount of money a brand makes on social media — according to Allure. In July 2020, Metro.co.uk reported the company is valued at $3 billion.*

Sacred events

Many consumers’ activities have also taken on a special status. Public events in particular resemble sacred, religious ceremonies, as exemplified by the singing of national anthems before a game or the reverential shining of mobile phone screens (this replaces the use of cigarette lighters in previous eras) at the end of a rock/pop concert.*

For many people, the world of sports is sacred and almost assumes the status of a religion. The roots of modern sports events can be found in ancient religious rites, such as worship of the gods (e.g. the original Olympics).* Indeed, it is not uncommon for teams to join in prayer or sing the national anthem prior to a game. The sports pages are like the scriptures (and we describe ardent fans as reading them ‘religiously’), the stadium is a house of worship and the fans are members of the congregation. Devotees engage in group celebrations after the game as well as the ‘Wave’, where sections of the stadium take turns standing up. The athletes that fans come to see are godlike: they are reputed to have almost superhuman abilities. Athletes are central figures in a common cultural myth, the hero tale. In these stories, players must prove themselves under strenuous circumstances and victory is achieved only through sheer force of will.

Tourism is another example of a sacred, non-ordinary experience. When people travel on holiday, they occupy sacred time and space. The tourist is continually in search of ‘authentic’ experiences that differ from their normal world. Think of the Banyan Tree Resorts, which use the symbols of nature to communicate a serene message of relief and comfort in the hotel services provided to global travellers. The desire of travellers to capture these sacred experiences in objects forms the bedrock of the souvenir industry, which really sells sacred memories. Whether it’s a personalised matchbook from a wedding or a Great Barrier Reef tea towel, a souvenir represents a tangible piece of the consumer’s sacred experience.* In addition to personal mementos such as ticket stubs you save from a favourite concert, these are some other sacred souvenir icons:*

  	local products (e.g. wine from the Hunter Valley)
	a ‘Piece of the rock’ (e.g. seashells, pine cones)
	symbolic shorthand in the form of literal representations of the site (e.g. a miniature Statue of Liberty)
	markers (e.g. Byron Bay Surf t-shirts).


      From sacred to profane, and back again

Just to make life interesting, some consumer activities move back and forth between the sacred and profane spheres over time.* A study of tea preparation in Turkey illustrates this movement. Although we are more likely to think of thick Turkish coffee, in reality Turks consume more tea per capita than any other country. In Turkish culture people drink tea continually, like (or instead of) water. Tea is an integral part of daily life; many households and offices boil water for tea in the traditional çaydanlik (double teapot) first thing in the morning, and keep it steaming all day so that the beverage is ready at any time. The tea-drinking process links to many symbolic meanings—including the traditional glasses, clear to appreciate the tea’s colour and hourglass-shaped like a woman’s body—and rituals, such as blending one’s own tea, knowing how finely to grind the tea leaves and how long to steep the tea for optimal flavour. When Lipton introduced the modern tea bag in 1984, Turkey was intent on modernisation and soon consumers snapped up electric çaydanliks and mugs instead of small, shapely tea glasses. Tea became a symbol of the quick and convenient, and the drinking act became more of a fashion statement. Now, many Turkish consumers are opting to return to the sacred, traditional rituals as a way to preserve authenticity in the face of rapid societal changes.*

The transition of Turkish tea to a mass-market product illustrates the process of desacralisation. This occurs when we remove a sacred item or symbol from its special place or duplicate it in mass quantities so that it loses its ‘specialness’ and becomes profane. Souvenir reproductions of sacred monuments such as the Eiffel Tower, artworks such as the Mona Lisa or Michelangelo’s David, or reproductions of sacred symbols such as the Australian flag on t-shirts eliminate their special aspects. They become inauthentic commodities with relatively little value.

Religion itself has to some extent been desacralised. Religious symbols, such as stylised crosses or New Age crystals, have moved into the mainstream of fashion jewellery.* Religious holidays, particularly Christmas, are regarded by many (and criticised by some) as having been transformed into secular, materialistic occasions devoid of their original sacred significance. A similar process is occurring in relatively Westernised parts of the Islamic Middle East, where the holy month of Ramadan (traditionally observed by fasting and prayer) is starting to look like Christmas: people are buying lights in the shape of an Islamic crescent moon, sending Ramadan cards to one another and attending lavish fast-breaking feasts at hotels.*

:Review sacred and profane consumption

  	Sacred consumption: The process of consuming objects and events that are set apart from normal life and treated with some degree of respect or awe.
	Profane consumption: The process of consuming objects and events that are ordinary or of the everyday world.
	Sacralisation: A process that occurs when ordinary objects, events or people take on sacred meaning to a culture or to specific groups within a culture.
	Objectification: Occurs when we attribute sacred qualities to mundane items.
	Contamination: When a place or an object takes on sacred qualities due to its association with another sacred person or event.
	Collecting: The systematic acquisition of a particular object or set of objects.
	Hoarding: Unsystematic acquisition of objects (in contrast to collecting).
	Desacralisation: The process that occurs when a sacred item or symbol is removed from its special place, or is duplicated in mass quantities, and becomes profane as a result.


      The diffusion of innovations

 14.4 Explain why consumers adopt an innovation and how they make adoption decisions.

An innovation is any product or service that consumers perceive to be new. Innovations may take the form of a new clothing style (e.g. Supreme t-shirts), a new manufacturing technique (such as the ability to design your own running shoes at nike.com), a new variation on an existing product (e.g. WeWood eco watches made of 100% natural wood—when you buy one a tree is planted as part of a bigger restoration project),* a new way to purchase a product (such as buying from a pop-up supermarket using QR codes, or adding products to a virtual shopping cart)* or a new way to package a current product (such as Campbell’s Soup-at-Hand, a microwaveable soup that comes in a travel mug).*

The social media explosion takes the diffusion process to a whole different level. As we’ve seen, the media democratisation we witness today means that there are fundamental disruptions in the way consumers become aware of new products and the rate at which these innovations reach their markets. If an innovation is successful (most are not!), it spreads through the population. First, it is bought or used by only a few people who decide to try something new. Then more and more consumers decide to adopt it, until sometimes it seems that almost everyone has bought or tried the innovation. Diffusion of innovations is the process whereby a new product, service or idea spreads through a population. The rate at which a product diffuses varies. It took radio 30 years to reach 60 million users and TV 15 years to reach this number. In contrast, within three years, 90 million were surfing the Web.*

How do we decide to adopt an innovation?

A consumer’s adoption of an innovation resembles the decision-making sequence discussed in the chapter ‘Individual decision making’. We move through the stages of awareness, information search, evaluation, trial and adoption. The relative importance of each stage differs, however, depending on how much we already know about an innovation as well as on cultural factors that affect our willingness to try new things.*

As Figure 14.3 shows, roughly one-sixth of the population (innovators and early adopters) are very quick to adopt new products and one-sixth (laggards) are very slow. The other two-thirds, so-called late adopters, are somewhere in the middle. These consumers are the mainstream public. They are interested in new things, but they do not want them to be too new. In some cases, people deliberately wait to adopt an innovation because they assume that its technological qualities will be improved or that its price will fall after it has been on the market a while.* Keep in mind that the proportion of consumers falling into each category is an estimate; the actual category size depends on such factors as the complexity of the product, its cost and how much risk is associated with trying it.

  Figure 14.3 Types of adopters
[image: A bell curve illustrates the types of adopters.]
 Image descriptionA graph with life cycle on the x axis and percentage adopting on the y axis shows a bell curve as follows from the left: first 2.5%, Innovators, until Introduction; next 13.5%, Early adopters, until Growth; next 34%, Early majority, until majority at the peak; next 34%, late majority, until decline; last 16%, laggards.

Even though innovators represent only about 2.5% of the population, marketers are always interested in identifying them. These are the brave souls who are always on the lookout for novel developments and will be the first to try a new offering. An innovator tends to be a risk-taker. They are also likely to have a relatively high educational and income level and to be socially active. In some cases, an innovator is an admired celebrity to whom others look for leadership. Luxury brands understand this and often work hard to ‘seed adoptions’ by providing their exclusive items to high-profile people. This is the strategy Apple followed when the company launched its Apple Watch. Rather than making the new item widely available as it does with iPhones, Apple at first restricted access to celebrities including Pharrell Williams, Katy Perry, Drake and Beyoncé. As Apple hoped, the celebs in turn posted Instagram photos of themselves sporting their new toys, which stoked the fires of desire for the rest of us.* 

Early adopters share many of the same characteristics as innovators. An important difference is their high degree of concern for social acceptance, especially with regard to expressive products such as clothing and cosmetics. Generally speaking, an early adopter is receptive to new styles because they are involved in the product category and value being in fashion.

What appears on the surface to be a fairly high-risk adoption (e.g. wearing a skirt 10 centimetres above the knee when most people wear them below the knee) is actually not that risky. Innovators who truly took the fashion risk have already ‘field-tested’ the style change. We’re likely to find early adopters in ‘fashion-forward’ stores that feature the latest ‘hot’ designer brands. In contrast, we’re more likely to find true innovators in small boutiques that carry merchandise from as-yet-unknown designers.

      Behavioural demands of innovations

We can categorise innovations in terms of the degree to which they demand changes in behaviour from adopters. Three major types of innovations have been identified, though these three categories are not absolutes. They refer, in a relative sense, to the amount of disruption or change they bring to people’s lives.

A continuous innovation is a modification of an existing product—for example, car manufacturers adding touchscreens into cars, or Arnott’s adding ‘Chewy caramel’ flavour to the original Tim Tams, as well as limited edition varieties such as ‘Messina coconut & lychee’. This type of change may be used to set one brand apart from its competitors. Most product innovations are of this type; that is, they are evolutionary rather than revolutionary. Small changes are made to position the product, add line extensions or merely alleviate consumer boredom. Consumers may be lured to the new product, but adoption represents only minor changes in consumption habits, perhaps because innovation adds to the product’s convenience or to the range of choices available.

A dynamically continuous innovation is a more pronounced change in an existing product, an example of which is the development of digital cameras in mobile phones. These innovations have a modest impact on the way people do things, requiring some behavioural change. A novel innovation that requires consumers to change habits is a line of ‘Shower Clean’ business suits from a Japanese clothing company that allows travelling executives to bypass the dry-cleaner: they wash their suits in a warm shower and do not need to press or iron them.*

A discontinuous innovation creates major changes in the way we live. Major inventions such as the aeroplane, car, computer and TV have radically changed modern lifestyles. The personal computer has supplanted the typewriter and created the phenomenon of ‘telecommuters’ by enabling many consumers to work from home. Of course, the cycle continues, as new continuous innovations (e.g. new versions of software) are constantly being made for computers; and dynamically continuous innovations such as the Nintendo Wii and now Microsoft’s motion-sensitive control for Xbox offer new ways to navigate cyberspace.

       

CB as I live it: A reflection on the cultural strategy being too authentic

Jinling Lin, The University of Queensland
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Today, KFC successfully dominates the market share of the fast-food chain since the first store opened in China in 1987. KFC’s key success is the unique menu catering to local tastes, infusing an American brand with Chinese characteristics. With the aggressive adaptation to local tastes, KFC is selling not only local dishes such as spicy chicken, rice dishes, soy milk drinks, egg tarts and fried dough sticks, but also traditional dishes that have symbolic and historical meanings in China, such as ‘re gan mian’ (热干面) and ‘luo si fen’ ( 螺蛳粉). To some degree, I’m glad that KFC is culturally aware of developing more comfort food to serve the needs of the Chinese. However, there might be unintended effects from KFC’s popularity in China.

With an 80-year history in Wuhan food culture, ‘re gan mian’ is more than noodles. It carries the cultural sentiment of eating breakfast in the early morning of summer in Wuhan. It became a symbolic dish in Wuhan to welcome friends from elsewhere. It passes down a unique cooking method that is unlike most other Asian-style hot noodle dishes. Take another example: ‘luo si fen’. The traditional cooking techniques of this iconic southern noodle soup was recognised as China’s intangible cultural heritage as early as 2008. KFC in China sells these traditional dishes at an affordable price in the restaurant or for home delivery with 24-hour service.

The mass-produced food process designed for commercial resale has changed my family’s dining experiences. Over the years, my family has changed their perceptions of KFC from Western food to Chinese food, which has increased the frequency with which they order family meals during the busy period. As a result, I realised eating KFC is no longer an individual experience but also a collective family experience. I used to eat KFC fried chicken to satisfy my ‘guilty pleasure’ of junk food, but now I have the ‘licence’ to eat junk food because my parents and grandparents also eat KFC. The traditional dishes on the KFC menu have connected my parents and grandparents’ nostalgia to the modern lifestyle, increasing their acceptance of eating KFC. My family proudly see the localisation of KFC as the result of ‘Chinese power’ that forced KFC, an American brand, to make changes for their countrymen.

Although it sounds like a win-win situation, I feel KFC’s modification of traditional Chinese dishes into cheap fast food in a packaged form undermines Chinese food culture. Food matters a lot for the harmonious culture and relationships in China. Friends and families always share their precious moments together, from preparing ingredients to serving food around the table. However, the localisation of Chinese KFC has lowered people’s guard to the change of this dining concept and cultural experience. With more Chinese comfort food served by KFC, people have minimised rituals and manners at the table. For example, my family used to cook four to six dishes served on a big plate, and all of us would pick casually with serving chopsticks for hygiene reasons. In addition, we always let older people eat first to show respect and serve friends to show hospitality during our gatherings.

However, the localisation of KFC meals has changed our eating habits to embrace pre-cooked meals and speed up eating time with less cooking and cleaning. As a result of the standardised portions of fast food, we have less need to share and fewer table rituals to follow. Eventually, KFC may quietly change Chinese food culture by flattering Chinese tastes with constant innovation and convenient service. Younger generations may ignore and undervalue the cultural meanings of traditional dishes in presenting our own culture and identity, seeing KFC as part of the local community instead of as a foreign brand. It is worth cautioning that KFC may go too far to localise its brand identity for ‘indulging’ in Chinese tastes, which may adversely impact Chinese food culture in the near future.

  

      What determines whether an innovation will diffuse?

Regardless of how much behavioural change is demanded by an innovation, several factors are desirable for a new product to succeed:

  	Compatibility. The innovation should be compatible with consumers’ lifestyles. A manufacturer of personal care products tried unsuccessfully several years ago to introduce a cream hair remover for men as a substitute for razors and shaving cream. This formulation was similar to what many women use to remove hair from their legs. Although the product was simple and convenient to use, it failed because men were not interested in a product they perceived to be too feminine and thus threatening to their masculine self-concepts.
	Trialability. Because high perceived risk accompanies an unknown product, people are more likely to adopt an innovation if they can experiment with it prior to making a commitment. To reduce this risk, companies often choose the expensive strategy of distributing free ‘trial-size’ samples of new products.
	Complexity. The product should be low in complexity. All things being equal, a product that is easy to understand and use will be chosen over its competitors. This strategy requires less effort from the consumer and also lowers perceived risk. Apple designers, for example, put a lot of effort into simplifying usage (e.g. screen multi-touch technology) to encourage adoption.
	Observability. Innovations that are easily observable are more likely to spread because this quality makes it more likely that other potential adopters will become aware of their existence. The rapid proliferation of bum bags (pouches worn around the waist in lieu of wallets or purses) in the '90s and again recently when they came back in vogue was due to their high visibility. It was easy for others to see the convenience offered by this alternative.
	Relative advantage. Most importantly, the product should offer relative advantage over other alternatives. The consumer must believe that its use will provide a benefit other products cannot offer. For example, medicines such as insulin have traditionally required injection for the patient to ingest the product. This has been both painful and difficult, particularly as many diabetics are children. The technology breakthrough that converted liquids such as insulin into gas form enabled a new way of taking insulin: through an inhaler. Now type 2 diabetic sufferers can inhale their medicine, reducing pain and anxiety.


       



Marketing opportunity

Building trust

Today, consumers are more suspicious of companies than ever before. Trust is in crisis around the world according to the Edelman Trust Barometer. Our trust in all four key institutions—business, government, non-government organisations (NGOs) and the media—has changed since the COVID-19 pandemic. Specifically, there is growing global distrust in public institutions, as well as declining trust in the media. This shift is significant for the future because if we don’t trust in the credibility of the media, or of public institutions, then future major initiatives needed to overcome the pandemic will be even more difficult to implement.

In Australia, it is interesting to note that the most trusted institution is business, according to the last two surveys. The 2021 survey found that 55% of respondents believe companies are best equipped to take a leadership role on societal issues and 65% believe in business’s ability to get results in doing so. Leveraging these values can be an important opportunity for businesses.

You can read more about the trust barometer here: www.edelman.com.au/trust-barometer-2022-australia, and the global report here: www.edelman.com/trust/2022-trust-barometer

  

      Global consumer culture

Innovations know no geographical boundaries; in modern times they travel across oceans and deserts with blinding speed. Just as Marco Polo brought noodles from China and colonial settlers introduced Europeans to the ‘joys’ of tobacco, multinational companies today are constantly working to conquer new markets by persuading legions of foreign consumers to desire what they make.

Understanding the dynamics of our own culture is hard enough, but these issues get even more complicated when we take on the daunting task of learning about the practices of other cultures. The consequences of ignoring cultural sensitivities can be costly. Think about the problems a prominent multinational company such as McDonald’s encounters as it expands globally:

  	During the 1994 Soccer World Cup, the fast-food giant made the mistake of reprinting the Saudi Arabian flag, which includes sacred words from the Koran, on disposable packaging used in promotions. Muslims around the world protested against this borrowing of sacred imagery and the company had to scramble to correct its mistake.*
	In 2002, McDonald’s agreed to donate US$10 million to Hindu and other groups as partial settlement of litigation involving its mis-labelling of French fries and hash browns as vegetarian (they were cooked in oil containing meat residues).*
	Also in 2002, McDonald’s abruptly cancelled its plans to introduce a new sandwich called the McAfrika in its Norwegian restaurants. The CEO of McDonald’s in Norway acknowledged on national television that introducing this menu item at a time of growing famine in Africa was ‘coincidental and unfortunate’.*
	In India, the company doesn’t sell any of its famous beef hamburgers. Instead, it offers customised entrées such as a Pizza McPuff, McAloo Tikki (a spiced-potato burger), Paneer Salsa McWrap and even a Crispy Chinese Burger to capitalise on the great popularity of Chinese food in India. It makes its mayonnaise without eggs, and all stores maintain separate kitchen sections for vegetarian and non-vegetarian dishes. Workers from the non-vegetarian section must shower before they cross over to the other area.
	In 2005, McDonald’s introduced the spicy Prosperity Burger in nine countries from South Korea to Indonesia in recognition of the Lunar New Year.
	Although the Japanese are well known for their healthy diet, McDonald’s numerous customers in Japan are clamouring for high-kilojoule burgers—even as the company’s US consumers welcome new diet-friendly entrées such as the Premium Southwest Salad. As part of its new Big America 2 campaign, McDonald’s in Japan offers the 2,983-kilojoule Idaho Burger (topped with melted cheese, a deep-fried hash brown, strips of bacon, onions, and pepper-and-mustard sauce) and several other US-themed items.* It seems there’s more than one way to translate ‘Big America’.


      It’s a brand-new world

Walk the streets of Lisbon, Buenos Aires or Sydney and the sight of Nike hats, Gap t-shirts and Levi’s jeans will accost you at every turn. The allure of US consumer culture spreads throughout the world, but with a lot of pushback in many places. Critics in some countries deplore the creeping Americanisation of their cultures because of what they view as excessive materialism. One French critic summarised this resistance to the diffusion of US culture: he described the Euro Disney theme park as ‘a horror made of cardboard, plastic, and appalling colors—a construction of hardened chewing gum and idiotic folklore taken straight out of a comic book written for obese Americans’.*

A survey in Beijing found that nearly half of all children younger than 12 years of age think McDonald’s is a domestic Chinese brand!* The West (and especially the US) is a net exporter of popular culture. Many consumers equate Western lifestyles in general and the English language in particular with modernisation and sophistication, and numerous US brands slowly but surely insinuate themselves into local cultures. Indeed, some global brands are so widespread that many are only vaguely aware of their countries of origin. In surveys, consumers routinely guess that Heineken is German (it’s really Dutch) and Nokia is Japanese (it’s Finnish).*

One study looked at how Chinese consumers think about Western brands. The researchers found that their interpretations depended on their unique perspective about the history of relations between China and the West. The researchers in fact identified four different narratives (themes) in their sample: West as liberator, as oppressor, as subjugated and as partner. Depending on which view they endorsed, respondents viewed Western brands as instruments of democratisation, domination or a symbol of Asian ascendancy as Chinese domestic brands start to gain traction, or as instruments of economic progress that will help China to grow its economy in partnership with the US and Western Europe.*

As the global consumption ethic spreads, rituals and product preferences in different cultures become homogenised. For example, some urbanites in Muslim Turkey now celebrate Christmas even though gift giving is not customary in many parts of the country—even on birthdays. In China, Christmas fever grips China’s newly rising urban middle class as an excuse to shop, eat and party. People there snap up Christmas trees, ornaments and Christian religious objects (even though the street vendors who peddle images of Jesus and Mary can’t always identify who they are). Chinese consumers embrace Christmas because to them the holiday is international and modern, not because it’s a traditional Christian celebration. The government encourages this practice because it stimulates consumer spending.* 

Does this homogenisation mean that in time consumers who live in Nairobi, New Guinea or the Netherlands will all be indistinguishable from those in New York or Nashville? Probably not, because the meaning of consumer goods mutates to blend with local customs and values. For example, in Turkey some urban women use their ovens to dry clothes and their dishwashers to wash muddy spinach. A person in Papua New Guinea may combine a traditional clothing style such as a bilum with Western items such as Mickey Mouse shirts or baseball caps.*

These processes make it unlikely that global homogenisation will overwhelm local cultures, but it is likely that there will be multiple consumer cultures, each of which blends global icons such as Nike’s pervasive ‘swoosh’ with indigenous products and meanings. In Vietnam, for example, local fast-food chains dominate the market as they duplicate a McDonald’s approach but add a local flavour. The country’s hugely successful Kinh Do red-and-yellow outlets sell specialties like dried squid buns. In the Philippines, the Jollibee Foods Corp. burger chain also copies the McDonald’s look—and it outsells McDonald’s there.*

Rather than ignore the global characteristics of their brands, companies have to manage them strategically. That’s critical, because future growth for most companies will come from foreign markets.

As corporations compete in many markets around the world, the debate intensifies: should an organisation develop separate marketing plans for each culture, or should it craft a single plan to implement everywhere? Let’s briefly consider each viewpoint.

      Adopt a standardised strategy

As Procter & Gamble strategises about the best way to speak to consumers around the world, the company finds large segments in many countries that share the same outlook, style preferences and aspirations. These include teenagers, working women who try to juggle career and family, and Baby Boomers. As the head of Procter & Gamble’s Global Health and Feminine Care division explained: ‘We’re seeing global tribes forming around the world that are more and more interconnected through technology. If you focus on the similarities instead of the differences [in these tribes], key business opportunities emerge’. For example, brand managers find that teenage girls everywhere have the same concerns and questions about puberty, so the company makes the same content available in 40 countries.*

Proponents of a standardised marketing strategy argue that many cultures, especially those of industrialised countries, are now so homogenised that the same approach will work throughout the world. If it develops one approach for multiple markets, a company can benefit from economies of scale, because it does not have to spend the time and incur the substantial expense to develop a separate strategy for each culture.* This viewpoint represents an etic perspective, which focuses on commonalities across cultures. An etic approach to a culture is objective and analytical; it reflects impressions of a culture as outsiders view it.

Adopt a localised strategy

Unlike Disney World in Orlando, visitors to the Walt Disney Studios theme park at Disneyland Paris don’t hear the voices of US movie stars narrating their guided tours. Instead, European actors such as Jeremy Irons, Isabella Rossellini and Nastassja Kinski provide commentary in their native tongues.

Disney learned the hard way about the importance of being sensitive to local cultures after it opened its Euro Disney Park in 1992. The company got slammed because its new location didn’t cater to local customs (such as serving wine with meals). Visitors to Euro Disney from many countries took offence, even at what seem to be small slights. For example, initially the park only sold a French sausage, which drew complaints from Germans, Italians and others who believed their own local versions to be superior. Euro Disney’s CEO explained: ‘When we first launched there was the belief that it was enough to be Disney. Now we realize that our guests need to be welcomed on the basis of their own culture and travel habits.’*

Disney applied the lessons it learned in cultural sensitivity to its newer Hong Kong Disneyland. Executives shifted the angle of the front gate by 12 degrees after they consulted a feng shui specialist, who said the change would ensure prosperity for the park. Disney also put a bend in the walkway from the train station to the gate to make sure the flow of positive energy, or chi, did not slip past the entrance and out to the China Sea.

Disney’s experience supports the view of marketers who endorse an emic perspective, which stresses variations across cultures. They feel that each culture is unique, with its own value system, conventions and regulations. This perspective argues that each country has a national character, and a distinctive set of behaviours and personality characteristics.* A marketer must therefore tailor its strategy to the sensibilities of each specific culture. An emic approach to a culture is subjective and experiential: it attempts to explain a culture as insiders experience it. Sometimes this strategy means that a manufacturer has to modify what it makes or a retailer has to change the way it displays the product so that it is acceptable to local tastes. In some cases, consumers in one place simply do not like some products that are popular elsewhere, or their different lifestyles require companies to rethink their designs. Listerine sells an alcohol-free version in Muslim countries where spirits are forbidden and a green-tea-flavoured mouthwash in Asia. Cheetos come in many flavours around the world that have little to do with cheese, including seaweed (Taiwan), avocado salad (Japan), ketchup (Canada), masala balls (India) and strawberry yogurt (Vietnam).*

So, which perspective is correct, the emic or the etic? As you might guess, the best bet probably is a combination of both.* Some researchers argue that the relevant dimension to consider is consumer style: a pattern of behaviours, attitudes and opinions that influences all of a person’s consumption activities—including attitudes towards advertising, preferred channels of information and purchase, brand loyalty and price consciousness.*

It is hardly surprising that people around the world develop their own unique preferences. Panasonic touted the fact that its rice cooker kept food from getting too crisp—until the company learned that consumers in the Middle East like to eat their rice this way. Unlike Americans, Europeans favour dark chocolate over milk chocolate—they think of the latter as a children’s food. Sara Lee sells its pound cake with chocolate chips in the US, raisins in Australia and coconut in Hong Kong. Crocodile handbags are popular in Asia and Europe but not in the US.*

      Does global marketing work?

So, what’s the verdict? Does global marketing work, or not? Perhaps the more appropriate question is, ‘When does it work?’ Although the argument for a homogenous world culture is appealing in principle, in practice it hasn’t worked out too well. One reason is that consumers in different countries have varying conventions and customs, so they simply do not use products in the same way. Kellogg, for example, discovered that in Brazil people don’t typically eat a big breakfast; they’re more likely to eat cereal as a dry snack.

Some large corporations, such as Coca-Cola, have successfully crafted a single, international image. Still, even the soft-drink giant must make minor modifications to the way it presents itself in each culture. Although Coke commercials are largely standardised, the company permits local agencies to edit them so they highlight close-ups of local faces.* Coke’s successful ‘Share a Coke’ campaign started in Australia, then expanded to more than 50 countries where cans and bottles are imprinted with the most popular names in each place.

To maximise the chances of success for these multicultural efforts, marketers must locate consumers in different countries who nonetheless share a common world view. This is more likely to be the case among people whose frame of reference is relatively more international or cosmopolitan, or who receive much of their information about the world from sources that incorporate a worldwide perspective. Who is likely to fall into this category? Two consumer segments are particularly good candidates: (1) affluent people who are ‘global citizens’ and who come into contact with ideas from around the world through their travel, business contacts and media experiences; and (2) young people whose tastes in music and fashion are strongly influenced by popular culture in movies and social media that broadcast many of the same images to multiple countries.

A large-scale study of consumers in 41 countries identified the characteristics that people associate with global brands, and it also measured the relative importance of those dimensions when consumers buy products.* The researchers grouped consumers who evaluate global brands in the same way. They identified four major segments:

  	Global citizens: The largest segment (55% of consumers) uses the global success of a company as a signal of quality and innovation. At the same time, they are concerned about whether companies behave responsibly on issues such as consumer health, the environment and workers’ rights.
	Global dreamers: The second-largest segment, at 23%, consists of consumers who see global brands as quality products and readily buy into the myths they author. They aren’t nearly as concerned with social responsibility as are global citizens.
	Antiglobals: Some 13% of consumers are sceptical that multinational companies deliver higher-quality goods. They dislike brands that preach US values and they don’t trust global companies to behave responsibly. They try to avoid doing business with multinational firms.
	Global agnostics: The remaining 9% of consumers don’t base purchase decisions on a brand’s global attributes. Instead, they evaluate a global product by the same criteria they use to judge local brands and don’t regard its global nature as meriting special consideration.


      Learning snapshot

  	A society’s culture includes its values, ethics and the material objects produced by its members. It is the accumulation of shared meanings and traditions among members of a society. A culture can be described in terms of ecology (the way people adapt to their habitat), its social structure and its ideology (including moral and aesthetic principles).
	The styles prevalent in a culture at any point in time often reflect underlying political and social conditions. The set of agents responsible for creating stylistic alternatives is termed a culture production system (CPS). Factors such as the types of people involved in this system and the amount of competition from alternative product forms influence the choices that eventually make their way to the marketplace for consideration by end consumers.
	Culture is often described in terms of high (or elite) forms and low (or popular) forms. Products of popular culture tend to follow a cultural formula and contain predictable components.
	Myths are stories containing symbolic elements that express the shared ideals of a culture. Many myths involve a binary opposition, whereby values are defined in terms of what they are and what they are not (e.g. nature versus technology). Modern myths are transmitted through advertising, movies and other media.
	A ritual is a set of multiple symbolic behaviours that occur in a fixed sequence and tend to be repeated periodically. Ritual is related to many consumption activities that occur in popular culture. These include holiday observances, gift giving and grooming.
	A rite of passage is a special kind of ritual that involves the transition from one role to another. These passages typically entail the need to acquire products and services, called ritual artefacts, to facilitate the transition. Modern rites of passage include graduations, weddings, debutante balls and funerals.
	Consumer activities can be divided into sacred and profane domains. Sacred phenomena are ‘set apart’ from everyday activities or products. Sacralisation occurs when everyday people, events or objects become set apart from the ordinary. Objectification occurs when sacred qualities are ascribed to products or items owned by sacred people. Desacralisation occurs when formerly sacred objects or activities become part of the everyday, as when ‘one-of-a-kind’ works of art are reproduced in large quantities.
	Diffusion of innovations refers to the process whereby a new product, service or idea spreads through a population. Innovators and early adopters are quick to adopt new products while laggards are very slow. Products stand a better chance of being adopted if they demand relatively little change in behaviour from users, are easy to understand and provide a relative advantage compared with existing products.
	Because a consumer’s culture exerts such a big influence on their lifestyle choices, marketers must learn as much as possible about differences in cultural norms and preferences when marketing in more than one country. One important issue is the extent to which marketing strategies must be tailored to each culture or standardised across cultures. Followers of an etic perspective believe that people in many cultures will appreciate the same universal messages. Believers in an emic perspective argue that individual cultures are too unique to permit such standardisation; marketers must instead adapt their approaches to be consistent with local values and practices.
	Attempts at global marketing have met with mixed success; these attempts are more likely to work if the messages appeal to basic values or if the target markets consist of consumers who are more internationally than locally oriented.


Consumer behaviour challenge

  	‘Christmas has become just another opportunity to exchange gifts and stimulate the economy.’ Do you agree? Why, or why not?
	Rituals can provide us with a sense of order and security. Researchers have found that drinking imposes order in students’ daily lives—from the completion of assignments to what and when to eat. In addition, ritualising an activity such as drinking provides security and fellowship at a time fraught with confusion and turbulent change. Obviously, though, there’s a dark side to drinking rituals. While binge drinking is probably the most widely practised ritual among students, it has also been described as the most significant health hazard in universities today.* What role does drinking play in the social life at your university? Based on your experience, how does it fit into rituals of university life? Should these practices be changed? If so, how?
	What is the difference between an art and a craft? How would you characterise advertising within this framework?
	How might the rise of peer-to-peer music-sharing influence the structure of the music CPS? One guess is that this method erodes the dominance of the big labels because listeners are more likely to access music from lesser-known groups. Survey your friends to determine whether this is, in fact, happening. Do they listen to a wider variety of artists, or simply download more from the big-time groups?
	Critics of the cultural consequences of standardisation often point to Starbucks as an example of a company that succeeds because it obliterates local customs and drives small competitors out of business.* Where do you stand on patronising local stores versus national chains?
	US TV inspires knockoffs around the world. But to be fair, many US viewers don’t realise that US reality-show hits such as Big Brother and American Idol started out as European concepts that US producers imported. In fact, the UK version of Big Brother briefly went off the air after a fight broke out and housemates threatened to kill each other.*In contrast, Imam Muda (Young Leader) is a Malaysian show that borrows the American Idol format. Contestants debate religious topics and recite passages from the Koran. The winner doesn’t get a recording contract. Instead, he receives a job as an imam, or religious leader; a scholarship to study in Saudi Arabia; and an all-expenses-paid pilgrimage to Mecca, Islam’s holiest city.* See whether you can identify foreign versions of familiar reality shows. You should be able to find them online. How have the creators of these programs adapted them to appeal to local customs?


      Case study

Not for human consumption: the market for non-pasteurised ‘bath’ milk

Alison Joubert, The University of Queensland

The health-conscious consumer

It has long been known that consumers use markets—and the products, services and experiences within them—to forge and shape their identities.*Within the contemporary marketplace, consumers have access to a vast array of ever-changing markets (e.g. products, experiences) and cultural resources (e.g. subcultures, consumer tribes, consumption communities) that help them to build their identities.* By using the market to shape their identities, consumers often consciously or subconsciously drive changes in, and the evolution of, markets.* One of the mainstream consumer identities impacting today’s market is the healthy consumer.* The modern health-conscious consumer has a strong demand for natural, organic and locally sourced food.* This shift in demand has shaped the food industry, with food retailers adapting their messages, packaging, endorsements and delivery processes to align more with the wholesome and healthy lifestyle approach.*

Health food fads

While some foods and diets are proven to aid in developing a healthy lifestyle, many are fads and crazes that are either untested or found not to be as healthy as proposed.* One of these health trends involved consumers drinking raw (unpasteurised) milk. Pasteurisation—the process by which milk is heated to a specific temperature for a set period of time—is said to kill harmful bacteria that can lead to diseases such as listeriosis, typhoid fever, tuberculosis, diphtheria and brucellosis.* Raw milk is milk that has not gone through this process.* Given the potential health concerns, why were consumers drinking raw unpasteurised milk? Many believed that the pasteurisation process disrupts the nutritional value of milk, decreasing its iron, copper, manganese and vitamin C content, and denaturing many of the proteins present in milk. Mothers found that raw milk effectively treats eczema in babies, and adults found that it treats their ill-working gut.* It is also said to be richer and creamier than pasteurised milk.*

An illegal market

Despite these widespread beliefs, public health officials consider the benefits of pasteurisation in reducing adverse effects to be indisputable.* Furthermore, research has shown no meaningful difference in the nutritional values of pasteurised and non-pasteurised milk, but a higher probability of non-pasteurised milk containing harmful bacteria.* In line with this, the number of illnesses associated with milk-borne bacteria increased drastically as more consumers started drinking raw unpasteurised milk.* Hospitalisations and complications associated with consuming raw milk contaminated with bacteria, particularly in children, also began to rise.* In addition, child deaths associated with the consumption of raw milk increased.* As a result, health and regulatory agencies deemed raw unpasteurised milk to be dangerous,* no matter how safely it is produced.* In Australia it is now illegal to sell raw milk for consumption. In Victoria, this was extended to include packaging, delivering or providing raw milk for consumption.* In addition, Food Standards Australia New Zealand (FSANZ) reviewed the Food Standards Code and determined that the risks of raw milk are too great, thereby mandating processing requirements of pasteurisation to eliminate disease-causing bacteria during production.*

Bath milk: not for human consumption

The ban on raw milk sold for consumption, however, has not greatly reduced the sale of raw milk products. Some health food shops began selling raw milk legally by calling it ‘bath milk’* and labelling it as ‘not for human consumption’. This allowed them to skirt around the food laws. Despite the label, products were often packaged in standard pasteurised milk containers,* displayed in the same refrigerators as ‘legal milk’ and tagged with prices that indicated no difference to their legal counterpart.* In some cases, shop assistants were asked whether bath milk is for consumption and replied in the affirmative. For example, an assistant was reported to have said that while company policy stated the product was for cosmetic use only, she admitted to frequently drinking it.*

This positioning of bath milk in similar ways to pasteurised milk, even if store workers do not suggest that it can be consumed, is considered to be misleading and may provide consumers with a false sense of security about the product.* Therefore, stores that have been found to stock bath milk in this suggestive way have been fined and ordered to remove the products from their shelves.* Furthermore, all unpasteurised milk products sold in Australia must be clearly labelled as unpasteurised and display the ‘not for human consumption’ label.*

An irresponsible seller or a consumer choice?

This crackdown on bath milk products has, however, been met with mixed reviews. On the one hand, those opposed to the sale call for stricter rules and policies, calling the sale of these products a ‘bath milk crisis’ and proposing a reassessment of cosmetic safety laws.* Furthermore, members of the Food Safety Information Council have labelled the sellers of raw milk as ‘irresponsible’. This is based on their view that raw milk will be contaminated no matter what attempts are made to keep it ‘clean’. Their scientific evidence shows that there are more cases of food poisoning in areas where the products are sold.*

The proponents of the sale of raw bath milk, on the other hand, believe that pasteurising milk destroys all bacteria in milk, good and bad. They argue that ensuring these beneficial bacteria are present in the milk boosts immunity and fights diseases, allergies, digestive problems, eczema, autism and arthritis.* While the FSANZ argues that these assertions are not supported by substantial research, there is research to support a reduced susceptibility to allergies and asthma associated with drinking uncontaminated raw milk.*

Furthermore, the ban on unpasteurised milk products has a stifling effect on the emerging artisan food culture. It is illegal to produce raw milk cheeses in Australia but they can be imported from overseas. Australian cheese producers believe that replacing the ban with regulation would be very beneficial for the local industry.* Finally, the proponents of raw milk believe that consumers should have freedom of choice over what they can consume. As long as consumers are aware of where the product has come from, they believe that there are few risks associated with its consumption.*

 [image: A photo shows a glass of milk next to a can of bath milk from Mountain View Organic Dairy.]
Bath milk is regularly sold alongside other milk varieties.Source: Nicole Cleary/Newspix

Questions

  	What market-mediated consumer identity projects are evident in the case?
	What roles does marketing play in giving legitimacy to the contested unpasteurised milk market?
	How are tensions caused in the market through the emergence of different marketplace cultures? What tensions are evident?


      Section 4 Data case

Going global with CAPABLE JUICE

Background

You are the chief marketing officer (CMO) for CAPABLE JUICE. CAPABLE JUICE is a company that sells a line of premium, all-natural juices. CAPABLE JUICE is marketed as a tasty beverage particularly well-suited for people who emphasise health and wellness in their lives. To date, your company has only sold in the US, but you are now preparing to make your first expansion into a foreign market.

Previous research has narrowed the candidate countries down to three. Regardless of which country is selected, it has already been determined that CAPABLE JUICE will be sold to local distributors who will then be responsible for selling to local retailers and, ultimately, consumers. Your chief financial officer (CFO) has provided you with some preliminary financial information and you have also been handed a report created from the 2014 GfK Consumer Trends Global Consumer Survey. This survey reports information about each country. Importantly, it dives deeper and also segments consumers by their relative income and occupational status. In the US, income and occupation have been important characteristics to identify CAPABLE JUICE consumers.

Your goal

Review the data from the CFO and from the GfK consumer report. Then make some preliminary financial estimates about the likely financial performance of CAPABLE JUICE. Based on your estimates, make some preliminary recommendations for CAPABLE JUICE’s future international expansion.

The data

  	About the data from the CFO:	Price. The CFO has provided you with the assumed sale price per bottle of CAPABLE JUICE. The price has been adjusted into US dollars and is assumed to be constant for each of the three countries and for any quantity of CAPABLE JUICE that is sold.
	Market size. The CFO has asked you to assume that CAPABLE JUICE will account for a specific percentage of the foreign market after a single year. The market for a country is defined as the quantity of total fruit juices or fruit drinks sold in a given year.


	About the GfK data. The GfK Consumer Trends Global Survey is a large survey of many countries. Results for each country are adjusted to be representative of the country’s population that is 15 years or older. Each country has results for four different consumer segments from the combination of income (high/low) and occupation (white collar/other occupation).	Size (000s) of group: the estimated number of people (in thousands) who are in each segment of a country. This estimate uses the CIA Factbook’s 2014 estimate of the number of 15+ year olds in each country as the base to determine the total estimated size of a group.
	% country: the estimated percentage of the entire country that is comprised of people within a particular segment.
	% group: the percentage of people within a segment who meet the criteria for a specific survey question.
	Personal values, health and fitness: the percentage of segment members who scored the two highest possible values on how important ‘health and fitness’ were as part of their personal values.
	Satisfaction with primary shopping location: availability of healthy foods and beverages: the percentage of segment members who scored the two highest possible values on how satisfied they were with the availability of healthy foods/beverages.
	Drink fruit juice daily: the percentage of segment members who said they drink fruit juice ‘daily’.
	Drink fruit juice weekly: the percentage of segment members who said they drink fruit juice ‘weekly’.
	Drink fruit drinks daily: the percentage of segment members who said they drink fruit drinks ‘daily’.
	Drink fruit drinks weekly: the percentage of segment members who said they drink fruit drinks ‘weekly’.
	Regularly eat healthy, nutritious foods for: physical health: the percentage of segment members who said this is a motivation to eat healthy foods.
	Regularly eat healthy, nutritious foods for: mental/emotional health: the percentage of segment members who said this is a motivation to eat healthy foods.
	Regularly eat healthy, nutritious foods for: appearance: the percentage of segment members who said this is a motivation to eat healthy foods.




Task 1: Understanding the data

Before providing recommendations to the CFO, make sure you understand how to interpret the information presented in the table.

  	Which country has the segment with the fewest consumers in it?
	Which country has the largest total number of potential consumers in it?
	Find the country that has the consumer segment that makes up the largest percentage of its total amount of consumers. What is that percentage?
	Which segment prioritises physical appearance as a motivation for eating/drinking healthy?
	Which segment prioritises mental/emotional health as a motivation for eating/drinking healthy?


Task 2: Estimating sales

Using some assumptions provided by the CFO, you are tasked with estimating the annual sales (in $) for each segment in each country. To do so, you will need to make the following assumptions:

  	Actual consumption:	When someone says they drink juice or drink fruit drinks ‘daily’, we assume they actually have 0.7 of that drink on a typical day.
	When someone says they drink juice or drink fruit drinks ‘weekly’, we assume they actually have 0.1 of that drink on a typical day.
	For all other answers, we assume that they don’t drink the beverage at all.
	There are 365 days in a year.




  	1. Using the data provided by GfK and the assumptions above, what are total estimated number of fruit drinks and juices (combined) that are estimated to be sold to consumers of each segment in a typical year (365 days)? The answers have been provided to you for the first column.
	Calculation:
	Estimated units sold per segment per year = [(segment total size) × (% daily drink) × (assumed daily consumption) + (segment total size) × (% weekly drink) × (assumed daily consumption) + (segment total size) × (% daily drink)*(assumed daily consumption) + (segment total size) × (% weekly drink)*(assumed daily consumption)] × 365
	2. According to these estimates, how many beverages would we assume a typical person in each segment consumes per year?
	Calculation:
	Average yearly consumption per consumer = [for each segment, take the answers immediately above]/[total size of segment]


Task 3: Estimating sales

The CFO is impressed with your initial estimates. She would like you to go even further and estimate the total sales expected within each segment after one year. Again, the CFO has provided you with some important estimates to help you make your calculations.

  	Financial assumptions:	(1) The per unit price sold to distributors will be $0.75, regardless of country or quantity sold.
	(2) The estimated market share for sales depends on how much a segment sees health and wellness as being essential to their lives. If health and wellness is a priority for a segment, the CFO assumes a 10% market share in that segment during the first year is reasonable. If health and wellness is not a major priority, the market share is assumed to only be 5%. Health and wellness is considered to not be a priority for a segment if less than 50% of the members of that segment identify it as a priority.




	
	COUNTRY	GERMANY	UK	USA
	
	INCOME GROUP	HIGH	MEDIUM	HIGH	MEDIUM	HIGH	MEDIUM
	
	OCCUP GROUP	WHITE COLLAR	BLUE COLLAR	WHITE COLLAR	BLUE COLLAR	WHITE COLLAR	BLUE COLLAR	WHITE COLLAR	BLUE COLLAR	WHITE COLLAR	BLUE COLLAR	WHITE COLLAR	BLUE COLLAR
	Est. population of country 15+ years old (CIA Factbook, 2018)	(millions)	70.3	54.3	265.4
	Country segment, % of country

Size of group


	

% of group


(000s)
	

3.9


2,740.2
	

2.1


1,475.5
	

16.2


11,382.3
	

11.7


8,220.5
	

9.7


5266.8
	

4.0


2,171.9
	

9.3


5,049.6
	

9.3


5049.6
	

7.5


19,908.7
	

3.7


9,821.6
	

9.2


24,421.4
	

7.2


19,112.4

	Personal values: health and fitness	
% of group
	59.7	60.3	54.0	52.4	47.0	55.5	36.1	44.8	60.0	49.0	44.4	54.7
	Satisfaction with primary shopping location: availability of healthy foods and beverages	% of group	87.7	66.0	75.3	77.5	75.1	71.5	66.6	75.2	77.2	75.4	72.6	68.6
	Drink fruit juice daily	% of group	17.3	20.4	17.0	11.6	32.1	35.2	22.2	24.2	36.1	18.5	20.5	26.8
	Drink fruit juice weekly	% of group	38.9	43.3	39.3	31.8	35.3	39.9	33.9	43.1	29.0	32.2	39.8	38.9
	Drink fruit drinks daily	% of group	6.9	3.5	5.3	3.3	13.8	12.0	12.5	15.1	21.3	5.6	8.6	14.0
	Drink fruit drinks weekly	% of group	31.8	25.5	25.8	23.3	31.7	48.2	29.6	32.9	38.7	15.8	33.0	34.9
	Regularly eat healthy, nutritious foods for: physical health	% of group	55.8	62.8	51.5	49.2	61.0	75.3	49.7	54.3	70.0	66.0	60.8	49.0
	Regularly eat healthy, nutritious foods for: mental/emotional health	% of group	32.7	39.3	29.9	24.1	30.2	47.7	30.5	33.9	38.5	32.7	33.2	30.7
	Regularly eat healthy, nutritious foods for: appearance	% of group	46.4	33.5	37.2	35.8	29.3	45.7	40.7	37.0	50.8	31.7	39.4	34.7
	CFO data: price per bottle to local distributors (US $)	
	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80	$ 0.80
	Number of daily drinks in segment (000s)	
	544.5	
	
	
	
	
	
	
	
	
	
	

	Beverages sold per year to segment (000s)	
	198,732.8	
	
	
	
	
	
	
	
	
	
	

	Estimated number of annual fruit juice/drink beverages consumed per year by segment member	
	72.53	
	
	
	
	
	
	
	
	
	
	

	CFO data: estimated market share within segment	
	10%	
	
	
	
	
	
	
	
	
	
	

	Estimated annual sales (000s)	
	$15,898.6	
	
	
	
	
	
	
	
	
	
	

	Estimates sales per consumer	
	$5.80	
	
	
	
	
	
	
	
	
	
	




Source: Spring 2017 GfK MRI

  	1. Using the GfK data and the information provided by the CFO, what is the estimated annual sales for each segment?
	Calculation:
	Annual sales $ estimated per segment = [(original estimated units sold per segment per year) × (assumed market share, per CFO’s rules) × (price per unit to distributors)]
	2. Which country, overall, has the highest estimated annual sales? Which country has the lowest estimated annual sales?
	3. Based on these estimates, how much money per consumer would we expect for each segment?


Discussion and Debate

  	Based solely on the information that was analysed, which country do you think CAPABLE JUICE should expand to? Why?
	While making its financial estimates, CAPABLE JUICE did not consider the impact of every GfK survey question reported in the table above. For example, CAPABLE JUICE did not consider whether each segment’s satisfaction with the availability of healthy foods and beverages at grocery stores might impact their market share within a given segment. From your perspective, how might CAPABLE JUICE incorporate the rest of the GfK information into its estimates? Which questions do you think may lead to you increasing or decreasing different estimates?
	Think about other important consumer behaviour factors that might impact the success of CAPABLE JUICE in a foreign market. What other important information do you think is pertinent for CAPABLE JUICE to know but was not present in the table above? Why? *
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      Appendix 

How to check your ethics

Ethics is learnt in the practice. People can learn ethical principles and ethical language, but in the end, ethics is only seen to be ‘of value’ by understanding how to make decisions. And then to discuss and see how other professionals make decisions based on their ethical interpretation of real practices in marketing. This can be done in two ways: by example and by sanction. The following framework provides guidelines on how you can lead by example, by being able to explain your ethical perspective when discussing marketing and advertising actions.

A framework for ethical analysis

Gene Laczniack developed a framework based on a series of questions to use when considering a marketing action. The questions do not have to be followed in prescriptive order; rather they can be discussed in an order dictated by the situation. If you answer yes to any of the questions in the list, the marketing action, A, under consideration is probably unethical and should be reconsidered. On the other hand, if all questions can be answered with an unequivocal no, the marketing action is probably ethical.*

  	1. Does marketing action A violate the law?
	2. Does marketing action A violate any of the following moral obligations:	• duties of fidelity (such as telling the truth, keeping promises, honouring contracts)
	• duties of gratitude (such as loyalty)
	• duties of justice (such as being fair to all concerned)
	• duties of beneficence (does it prevent any person or group from fulfilling their potential)
	• duties of self-improvement (does it prevent any person or group from fulfilling their potential)
	• duties of non-maleficence (if good can’t be done, then does the action at least do no harm to individuals or society)?


	3. Does marketing action A violate any special obligations stemming from the type of marketing organisation in question (e.g. the special duty of pharmaceutical companies to provide safe products)?
	4. Is the intent of marketing action A evil?
	5. Are any major evils likely to result from marketing action A?
	6. Is a satisfactory alternative, marketing action B, which produces equal or more good with less evil than marketing action A, being knowingly rejected?
	7. Does marketing action A infringe upon the inalienable liberties of the consumer (i.e. the rights of the consumer)?
	8. Does marketing action A leave another person or group less well off? Is this person or group already relatively underprivileged?


Using the checklist is only the beginning. Because it is a tool that can be used to investigate specific acts, aspects of normative ethics influence how we answer each question. Therefore, when you answer each question, consider whether your response is guided by a:

  	deontological approach: actions are based on obligations; they are intrinsically good or bad in themselves, regardless of their consequences; or
	teleological approach: actions are right or wrong based on their consequences.


Checking the ethics of a marketing strategy or tactic

  	Step 1 Answer each of the 8 questions in Laczniack’s ethical framework.
	Step 2 How many questions were answered ‘yes’?           	_____ yes answers           
	_____ no answers


	Step 3 Determine whether the action is unethical or not.


Deciding whether an action is unethical depends largely on which approach you take to ethics. This is why conflict and disagreement occur between individuals debating whether something is unethical or not.

So, which approach do you take: deontological or teleological? Refer to Figure 1.

  Figure 1 Deontological and teleological approaches
[image: A figure illustrates deontological and teleological approaches.]
 Image descriptionThe figure shows the following: Deontological approach: actions are based on obligations; they are intrinsically good or bad in themselves, regardless of their consequences leads to one yes answer that equals unethical. Teleological approach: actions are right or wrong based on their consequences leads to Yes answers to questions you feel have harmful consequences that equals unethical.

Unethical behaviour is bad for the customer and bad for business

Marketing practice is rife with three major types of problems:

  	Some marketing actions are either exploitative or unethical—‘unethical marketing’.
	Some marketing actions are poorly thought out, which leaves the company vulnerable to being exploited by increasingly deal-savvy consumers—‘dumb marketing’.
	Some marketing actions benefit neither customers nor companies—‘wasteful marketing’.


All of the above represent the misalignment of marketing (see Figure 2).*

  Figure 2 
Misalignment of marketing
[image: A 2 by 2 matrix illustrates misalignment of marketing.]
 Image descriptionThe details of the 4 cells starting from the top left, in a clockwise direction, are as follows: Cell 1: Unethical marketing Marketer benefits: High Customer benefits: Low or negative Marketer takes advantage of customers Win-Lose scenario Cell 2: Exemplary marketing Marketer benefits: High Customer benefits: High Customers and marketer prosper Win-Win scenario Cell 3: Dumb marketing Marketer benefits: Low or negative Customer benefits: High Customers take advantage of marketer Lose-Lose scenario Cell 4: Wasteful marketing Marketer benefits: Low or negative Customer benefits: Low or negative Neither customers nor marketer prosper Lose-Lose scenario

Good marketing is about understanding how benefits accrue to companies and their customers and how value is created from the benefits (and costs) shared between both parties. Based on this perspective, any benefit accruing to marketers or customers at the expense of the other are short-lived and lead to subsequent losses that more than offset previous gains.
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	80/20 rule
	A rule of thumb in volume segmentation, which says that about 20% of consumers in a product category (the heavy users) account for about 80% of sales.


A

	absolute threshold
	The minimum amount of stimulation that can be detected on a given sensory channel.

	accommodation
	When there is no schema for a particular situation, our cognitive structure needs to be modified through learning; this process is called accommodation.

	Acculturation
	The process of learning the beliefs and behaviours endorsed by another culture.

	acculturation agents
	Friends, family, local businesses and other reference groups that facilitate the learning of cultural norms.

	activation models of memory
	Approaches to memory stressing different levels of processing that occur and activate some aspects of memory rather than others, depending on the nature of the processing task.

	actual self
	A person’s realistic appraisal of their own qualities.

	adaptation
	The process that occurs when a sensation becomes so familiar that it no longer commands attention.

	affect
	The way a consumer feels about an attitude object.

	affect as information
	An approach that explains how we use our own privately held beliefs to help us make decisions.

	Affect control theory
	This theory explains how we change our thoughts or behaviours to maintain our emotions rather than changing our emotions to be consistent with our thoughts and behaviours.

	affect infusion model
	This model suggests there are four ways—direct access, motivated, heuristic and substantive processing—that consumers can use affect to change judgements and behaviour so that all three are consistent with each other.

	affective events theory (AET)
	This theory demonstrates that when we experience an affective event, such as seeing a movie that makes us laugh or receiving poor service that makes us angry, this experience will create an emotion which in turn leads to an affect-driven attitude and behaviour, such as the decision to complain after receiving poor service.

	affluenza
	Well-off consumers who are stressed or unhappy despite of, or even because of, their wealth are sometimes said to be suffering from affluenza.

	age cohort
	A group of consumers of approximately the same age who have undergone similar experiences.

	AIOs
	(activities, interests and opinions) The psychographic variables used by researchers to group consumers.

	allocentrics
	People having a group orientation.

	Alternative-reality games
	A blend of online and offline clues that encourage players to collaborate to solve a puzzle.

	Androgyny
	The possession of both masculine and feminine traits.

	animism
	Cultural practices whereby inanimate objects are given qualities that make them somehow alive.

	Anthropomorphism
	The tendency to attribute human characteristics to objects or animals.

	anti-consumption
	The actions taken by consumers that involve the deliberate defacement or mutilation of products.

	approach-approach conflict
	A person must choose between two desirable alternatives.

	approach-avoidance conflict
	A person desires a goal but wishes to avoid it at the same time.

	archetypes
	A universally shared idea or behaviour pattern, central to Carl Jung’s conception of personality; archetypes involve themes—such as birth, death or the devil—that appear frequently in myths, stories and dreams.

	art product
	A creation viewed primarily as an object of aesthetic contemplation without any functional value.

	Aspirational purchases
	Products bought by consumers who lack the financial means to pay for the items.

	aspirational reference group
	High-profile athletes and celebrities used in marketing efforts to promote a product.

	Assimilation
	The process where we respond to a situation based on our existing knowledge.

	atmospherics
	The use of space and physical features in store design to evoke certain effects in buyers.

	Attention
	The assignment of processing activity to selected stimuli.

	attentional gate
	A barrier that allows or rejects information being passed from attention to memory.

	attitude
	A lasting, general evaluation of people (including oneself), objects or issues.

	attitude towards the act of buying (Aact)
	The perceived consequences of a purchase.

	automated unconscious
	Mental processes that occur at an unconscious level that do not require effort.

	Avatars
	Manifestation of the Hindu deity in superhuman or animal form. In the computing world it has come to mean a cyberspace presence represented by a character that you can move around inside a visual, graphical world.

	avoidance-avoidance conflict
	A person faces a choice between two undesirable alternatives.


B

	B2C e-commerce
	Businesses selling to consumers through electronic marketing.

	baby boomer
	A large cohort of people born between the years of 1946 and 1964 who are the source of many important cultural and economic changes.

	Balance theory
	A theory that considers relationships between elements a person might perceive as belonging together, and people’s tendency to change relationships among elements in order to make them consistent or ‘balanced’.

	behavioural bias
	 An unconscious and error-prone mental shortcut or heuristic that helps humans make fast decisions.

	behavioural hierarchy of effects
	The formation of attitudes in response to behaviours that trigger cognitions and then emotional responses.

	behavioural influence perspective
	The view that consumer decisions are learned responses to environmental cues.

	Behavioural learning theories
	A set of theories that assume that learning takes place as the result of responses to external events.

	being space
	This environment resembles a commercial living room where we can go to relax, be entertained, hang out with friends, escape the everyday or even learn.

	binary opposition
	A defining structural characteristic of many myths in which two opposing ends of some dimension are represented (e.g. good versus evil, nature versus technology).

	biometrics
	The collection and usage of a person’s physical or behavioural cues (e.g. walking pattern, facial expressions).

	Biomimicry
	The process of learning from nature to design goods and services that have positive outcomes for people and the planet.

	bioterrorism
	A strategy to disrupt the nation’s food supply with the aim of creating economic havoc.

	Body image
	A consumer’s subjective evaluation of their physical self.

	boomerang kids
	Grown children who return to their parents’ home to live.

	botnets
	A set of computers that are penetrated by malicious software known as malware that allows an external agent to control their actions and hijack millions of computers without any trace.

	bounded rationality
	A concept in behavioural economics that states since we rarely have the resources (especially the time) to weigh every possible factor into a decision, we settle for a solution that is just good enough.

	brand community
	A set of consumers who share a set of social relationships based upon usage or interest in a product.

	brandfests
	Corporate-sponsored events organised for the benefit of existing customers. Their primary function is the celebration of brand ownership (e.g. Harley-Davidson’s Harley Owners Group rallies).

	brand loyalty
	 A consumer’s biased behavioural response of preference or consumption expressed overtime to an individual or set group of considered brands.

	brand personality
	A set of traits people attribute to a product as if it were a person.

	BRIC
	The following bloc of nations with very rapid economic development: Brazil, Russia, India and China.

	Business ethics
	Rules of conduct that guide actions in the marketplace.


C

	C2C e-commerce
	Consumer-to-consumer activity through the internet.

	cascades
	A piece of information shared in a social network triggers a sequence of interactions (much like an avalanche).

	Cause marketing
	A popular strategy that aligns a company or brand with a cause to generate business and societal benefits.

	celebrity endorsements
	A communications tactic whereby an organisation retains a well-known person to tout a product or cause on its behalf.

	Choice architecture
	Different ways that choices which influence decision-making can be presented in a physical environment.

	chunking
	A process in which information is stored by combining small pieces of information into larger ones.

	circular economy
	The economic activity that results from regenerating resources to keep materials in use.

	Classical conditioning
	A learning process where a stimulus is paired with another stimulus and the response transfers to the new stimulus.

	closure principle
	The Gestalt principle that describes a person’s tendency to supply missing information in order to perceive a holistic image.

	co-branding strategies
	Linking products together to create a more desirable connotation in consumers’ minds.

	co-consumers
	Other patrons in a consumer setting.

	co-create value
	The active involvement of the consumer in the process of creating value for goods/services/ideas.

	co-creators
	Customers are co-creators of content, services and products when they engage in joint activities with companies, providers and other customers in the unavoidable, multi-party nature of value creation.

	Coercive power
	Influencing a person by social or physical intimidation.

	Cognition
	The mental processes that relate to perception, learning, thinking, memory, beliefs, attitudes and decision making.

	cognitions
	The beliefs a consumer has about an attitude object.

	Cognitive-appraisal theory
	This theory demonstrates that the emotions we feel result from different thoughts we have about the object, person, event or issue that has created the emotion. These thoughts are termed ‘appraisals’ because they reflect the different ways we appraise a situation.

	cognitive dissonance
	Inconsistency between attitudes motivates consumers to resolve the conflict.

	cognitive evaluation theory (CET)
	A subset of self-determination theory (SDT) where the focus is on autonomy and competence, and the need to feel connected to others is less important.

	cognitive learning theory
	Approaches that stress the importance of internal mental processes. This perspective views people as problem solvers who actively use information from the world around them to master their environment.

	cognitive loyalty
	A psychological preference for a brand consisting of positive beliefs and thoughts about purchasing a brand on the next purchase occasion.

	cognitive outsourcing
	The use of people or digital devices to perform mental tasks such as calculations, reminders or managing lists.

	Collecting
	The systematic acquisition of a particular object or set of objects.

	collective value creation
	This is the process whereby brand community members work together to develop better ways to use and customise products.

	collectivist cultures
	Cultural orientation that encourages people to subordinate their personal goals to those of a stable in-group.

	comparative influence
	The process whereby a reference group influences decisions about specific brands or activities.

	Compatibility
	Matching an innovation or product with consumers’ lifestyles.

	Complexity
	Level of product difficulty to understand or use.

	Compulsive consumption
	The process of repetitive, often excessive, shopping used to relieve tension, anxiety, depression or boredom.

	conation
	Intentions, will, volition to perform an action.

	conditioned response (CR)
	A response that has been learned through association over time.

	conditioned stimulus (CS)
	A stimulus that produces a learned reaction through association over time.

	conditioned superstition
	Occurs based on a consumer illusion of control over the positive (or negative) future outcome of an event, based on the consumer’s purchase or consumption decision.

	confirmation bias
	The tendency to process or seek information that is consistent with existing beliefs or attitudes.

	Conformity
	A change in beliefs or actions as a reaction to real or imagined group pressure.

	connexity.
	A lifestyle term coined by the advertising agency Saatchi & Saatchi, connexity is used to describe young consumers who place high value on being both footloose and connected.

	conspicuous consumption
	The purchase and prominent display of luxury goods to provide evidence of a consumer’s ability to afford them.

	constructive processing
	A thought process in which a person evaluates the effort they will need to make a particular choice, and then tailors the amount of cognitive ‘effort’ expended to make this decision.

	Consumed consumers
	Those people who are used or exploited, whether willingly or not, for commercial gain in the marketplace.

	consumer
	A person who identifies a need or desire, makes a purchase and then disposes of the product.

	Consumer addiction 
	A physiological and/or psychological dependency on products or services.

	consumer behaviour
	The processes involved when individuals or groups select, purchase, use or dispose of products, services, ideas or experiences to satisfy needs and desires.

	consumer confidence
	The state of mind of consumers relative to their optimism or pessimism about economic conditions; people tend to make more discretionary purchases when their confidence in the economy is high.

	consumer culture theory (CCT)
	The study of consumption from a cultural perspective rather than a psychological or an economic focus.

	Consumer-generated content (CGC) 
	Any material created and uploaded to the Web by non-media people, whether it’s a comment left on a commercial website, a professional-quality video uploaded to YouTube or a student’s profile on Facebook.

	consumer hyperchoice
	The profusion of options in the modern marketplace that forces us to make repeated decisions that may drain psychological energy while decreasing our abilities to make smart choices.

	consumer identity renaissance
	The redefinition process people undergo when they retire.

	consumer satisfaction/dissatisfaction (CS/D)
	The overall attitude a person has about a product after it has been purchased.

	consumer socialisation
	The process by which people acquire skills that enable them to function in the marketplace.

	Consumer socialisation
	The process by which people acquire skills that enable them to function in the marketplace.

	consumerspace
	A consumerspace is a marketing environment where customers act as partners with companies to decide what the marketplace will offer.

	consumer style
	A pattern of behaviours, attitudes and opinions that influences all of a person’s consumption activities—including attitudes towards advertising, preferred channels of information and purchase, brand loyalty and price consciousness.

	consumer vulnerability
	When consumers are subject to harm because their control over and access to resources are restricted in ways that substantially inhibit their ability to function in the marketplace.

	consumption
	This is a tricky concept to define: sometimes it can be equated with purchasing, obtaining and using goods and services. Other researchers extend the study of consumption to consider the effects on social structures, how consumers see themselves as individuals and how the course of history defines/reshapes lifestyles through social, cultural, aesthetic, political, economic and moral processes.

	consumption communities
	Web groups where members share views and product recommendations online.

	consumption constellations
	A set of products and activities used by consumers to define, communicate and perform social roles.

	contamination
	When a place or an object takes on sacred qualities due to its association with another sacred person or event.

	context effects
	Subtle cues in the environment that influence a person’s decisions.

	Conventions
	Norms regarding the conduct of everyday life.

	co-optation
	A cultural process by which the original meanings of a product or other symbol associated with a subculture are modified by members of mainstream culture.

	core values
	Common general values held by a culture.

	corporate social responsibility (CSR)
	The processes that encourage organisations to make a positive impact on the various stakeholders in their community including consumers, employees and the environment.

	Counterfeiting
	Companies or individuals sell fake versions of real products.

	craft product
	A creation valued because of the beauty with which it performs some function; this type of product tends to follow a formula that permits rapid production, and it is easier to understand than an art product.

	crowdsourcing
	Similar to a company that outsources production to a subcontractor, crowdsourcing involves companies calling upon outsiders from around the world to solve problems their own employees can’t handle.

	Cult products
	Items that command fierce consumer loyalty and devotion.

	cultural capital
	A set of distinctive and socially rare tastes and practices that admits a person into the realm of the upper class.

	cultural cluster
	A group of countries that share similar cultural characteristics.

	cultural gatekeepers
	Individuals who are responsible for determining the types of messages and symbolism to which members of mass culture are exposed.

	cultural selection.
	The process by which some alternatives are selected over others by cultural gatekeepers.

	culture
	The values, ethics, rituals, traditions, material objects and services produced or valued by the members of a society.

	culture jamming
	The defacement or alteration of advertising materials as a form of political expression.

	culture production system (CPS)
	(CPS) The set of individuals and organisations responsible for creating and marketing a cultural product.

	curation
	A source such as a store or a celebrity selects a set of products to simplify shoppers’ decisions.

	custom 
	A norm that is derived from a traditional way of doing things.

	customer experiences
	The interactions a customer has with a brand, product or organisation over the lifetime of their relationship with that object.

	customer journey map
	A visual depiction of the sequence of events in the buying process and the emotional response at each stage.

	Cyberbullying
	When one or more people post malicious comments online about someone else in a coordinated effort to harass them.

	cyberterrorism
	The politically or ideologically motivated use of computers and other information technology networks and infrastructure in acts of large-scale intimidation, disruption, property damage or physical harm.


D

	data aggregation
	The process of compiling large amounts of information to create a prediction profile for a group of people.

	Database marketing
	Tracking consumers’ buying habits very closely, and then crafting products and messages tailored precisely to people’s wants and needs based on this information.

	decay
	Structural changes in the brain produced by learning decrease over time.

	Deepfakes
	The process of using a computer to access media to pull a user’s identify and then, through artificial intelligence (GANS), produce a new output.

	deepfakes
	A video in which a person is digitally altered to appear to be someone else, often used maliciously to spread false information. 

	defence mechanisms
	Tactics used by the subconscious mind to protect the person’s mind against thoughts and feelings that create anxiety. Examples are isolation, denial, projection, rationalisation and repression.

	demographics
	The observable measurements of a population’s characteristics, such as birth rate, age distribution and income.

	deontological perspective
	An approach to ethics that examines the nature of moral duty and the rightness of actions.

	desacralisation
	The process that occurs when a sacred item or symbol is removed from its special place, or is duplicated in mass quantities, and becomes profane as a result.

	determinant attributes
	The attributes actually used to differentiate between choices.

	Deviant consumer behaviour
	Actions that violate the accepted behaviour in a consumer context and result in harm for other customers or the organisation.

	differential threshold
	The ability of a sensory system to detect changes or differences between stimuli.

	Diffusion of innovations
	The process whereby a new product, service or idea spreads through a population.

	digital native
	Young people who have grown up with computers and mobile technology; they are multitaskers with mobile phones, music downloads and instant messaging on the internet, and they are comfortable communicating online and by text and IM rather than by voice.

	digital natives
	Young people who have grown up with computers and mobile technology; they are multitaskers with mobile phones, music downloads and instant messaging on the internet, and they are comfortable communicating online and by text and IM rather than by voice.

	digital self
	Elements of self-expression that relate to a person’s online identity.

	Dirichlet model
	Developed by Frank Bass, this model is an expansion of the negative binomial distribution (NBD) model, and predicts purchase patterns for multiple brands simultaneously.

	Discretionary income
	The money available to a household over and above that required for necessities.

	dissociative groups
	A group with which the individual wishes to avoid being associated and about which the individual feels a sense of disidentification.

	divestment rituals
	Consumers take steps to gradually distance themselves from things they treasure so that they can sell them or give them away.

	Doppelgänger brand image
	A phenomenon whereby consumers create a brand image (such as websites or videos on YouTube) that looks like the original but is in fact a critique of it.

	double jeopardy
	An effect in marketing where small brands are much less likely to have loyal consumers compared with large brands; small players lose twice, first by having a low market share and second by having fewer loyal customers.

	dramaturgical perspective
	A perspective of consumer behaviour that views people as actors who play different roles.

	drive
	The desire to satisfy a biological need in order to reduce physiological arousal.

	Drive theory
	Concept that focuses on biological needs that produce unpleasant states of arousal.


E

	early adopters
	People who are receptive to new products and adopt them relatively soon, though they are motivated more by social acceptance and being in style than by the desire to try risky new things.

	e-commerce
	Online shopping using a computer.

	economic theory of lifestyle
	Refers to a pattern of consumption reflecting a person’s choice of how they spend their time and money. In an economic sense, lifestyle represents the way people elect to allocate income.

	ego
	The system that mediates between the id and the superego.

	embodied cognition
	The perspective that our behaviours and observations of what we do and buy shape our thoughts rather than vice versa.

	embodiment
	Constitutes a range of bodily dynamics and the canvas upon which the social categories of race, gender and ability are inscribed and through which they are experienced. The body is the site where the internal and external social worlds meet.

	emic perspective
	An approach to studying for (or marketing to) cultures that stresses the unique aspects of each culture.

	Emotion
	The way a consumer feels about an attitude object.

	emotional contagion
	The transference of emotions from one individual to another by the receiver observing the expressed emotions of the other person.

	emotional loyalty
	An affective commitment to a brand consisting of positive feelings about and attachment to purchasing a brand on the next purchase occasion.

	emotion as social information (EASI)
	The EASI model explains how others use our emotions as information to make decisions.

	enclothed cognition
	As a demonstration of the more general phenomenon of embodied cognition, the symbolic meaning of clothing changes how people behave.

	encoding
	The process in which information from short-term memory enters into long-term memory in a recognisable form.

	enculturation
	The process of learning the beliefs and behaviours endorsed by one’s own culture.

	endowed progress effect
	People are more motivated to attain a goal when they are provided with the illusion of a ‘head start’, even though the actual effort required to reach the goal does not change.

	endowment effect
	Encouraging shoppers to touch a product encourages them to imagine they own it. Research has shown that people value objects that they own.

	ethical consumerism
	This is the intentional purchasing of products and services made ethically by not-for-profit organisations. This means that minimal harm and exploitation of humans, animals and the environment have occurred in the production of the organisation’s product.

	Ethnicity
	A way of describing people who have a similar language, common racial ancestry and religion.

	ethnic subculture
	A self-perpetuating group of consumers held together by common cultural ties.

	etic perspective
	An approach to studying (or marketing to) cultures that stresses commonalities across cultures.

	Evaluative criteria
	The dimensions used by consumers to compare competing product alternatives.

	evoked set
	Those products already in memory plus those prominent in the retail environment that are actively considered during a consumer’s choice process.

	exchange theory
	The perspective that every interaction involves an exchange of value.

	Exchange value
	A transaction in which two or more organisations or people give and receive something of value, which in many circumstances aligns with the market price.

	Expectancy theory
	The perspective that behaviour is largely ‘pulled’ by expectations of achieving desirable outcomes, or positive incentives, rather than ‘pushed’ from within.

	Experience
	The result of acquiring and processing stimulation over time.

	Experiential marketing 
	Engaging with consumers in a sensory way, drawing on their personal experiences.

	experiential perspective
	An approach stressing the Gestalt, or totality, of the product or service experience, focusing on consumers’ affective responses in the marketplace.

	Expert power
	Authority derived from possessing a specific knowledge or skill.

	Exposure
	An initial stage of perception during which some sensations come within range of consumers’ sensory receptors.

	extended family
	Traditional family structure in which several generations live together.

	extended problem solving
	An elaborate decision-making process, often initiated by a motive that is fairly central to the self-concept and accompanied by perceived risk; the consumer tries to collect as much information as possible, and carefully weighs product alternatives.

	extended self
	The definition of self created by the external objects with which one surrounds oneself.

	extinction
	The process whereby a learned connection between a stimulus and a response is eroded so that the response is no longer reinforced.

	extrinsic motivation
	Occurs when there is an external reason or force determining the purpose of the activity.


F

	fad
	A very short-lived fashion.

	False memories
	These are the mistaken beliefs that something has occurred.

	family life cycle (FLC)
	A classification scheme that segments consumers in terms of changes in income and family composition and the changes in demands placed on this income.

	fantasy,
	A self-induced shift in consciousness, often focusing on some unattainable or improbable goal; sometimes fantasy is a way of compensating for a lack of external stimulation or for dissatisfaction with the actual self.

	fast-moving consumer goods (FMCGs)
	(FMCGs) Fast-moving consumer goods, such as groceries, cosmetics and other non-durable products, are frequently sold at low cost through intensive distribution channels such as supermarkets and other convenience outlets.

	Fear appeals
	An attempt to change attitudes or behaviour through the use of threats or by highlighting negative consequences of non-compliance with the request.

	fear of missing out (FOMO)
	 A popular explanation for the addictive nature of social networks.

	feature creep
	The tendency of manufacturers to add layers of complexity to products that make them harder to understand and use.

	fertility rate
	A rate determined by the number of births per year per 1,000 women of childbearing age.

	figure–ground principle
	The Gestalt principle whereby one part of a stimulus configuration dominates a situation while other aspects recede into the background.

	Fishbein model
	An attitude model developed by Martin Fishbein that includes the beliefs about an object and the importance of these beliefs.

	flow state
	A situation in which consumers are truly involved with a product, an ad or a website.

	food deserts
	Places where consumers have limited access to shops that sell fresh, healthy food.

	food miles
	This is the distance that a food product has travelled to reach its point of sale and is therefore an indication of the amount of energy used, and the amount of pollution generated in bringing it to market.

	foot-in-the-door technique
	Based on the observation that a consumer is more likely to comply with a request if he or she has first agreed to comply with a smaller request.

	formal groups
	Groups typically formed by outside structures and likely to have a formalised constitution and set of rules of conduct for members.

	fortress brands
	Brands that consumers closely link to rituals; this makes it unlikely they will be replaced.

	French’s exchange framework
	Consumer exchanges can have different types of valence: marketers use incentives (positive valence) or punishment (negative valence) to shape behaviour.

	frugalistas
	Fashion-conscious consumers who pride themselves on achieving style on a limited budget.

	functionally illiterate
	A person whose reading skills are not adequate to carry out everyday tasks.

	functional theory of attitudes
	A pragmatic approach that focuses on how attitudes facilitate social behaviour; attitudes exist because they serve some function for the person.


G

	gamification
	The application of game elements such as points, competition and rules to encourage engagement with a brand, product or organisation.

	gender-bending products
	A traditionally sex-typed item adapted to the opposite gender.

	Gender identity
	The extent to which an individual identifies with masculine or feminine personality traits, as opposed to their biological sex.

	Gen X
	A widely used term to describe ‘twenty-something’ consumers who are (stereotypically) characterised as being confused, alienated and depressed.

	Gen Z
	People born between mid to late 1990s to 2010s.

	geographical demographics
	The practice of segmenting customers based on their location and where they were at certain times of their lives influencing their outlook decisions. 

	Gestalt
	Meaning derived from the totality of a set of stimuli, rather than from any individual stimulus.

	gift-giving ritual
	The events involved in the selection, presentation, acceptance and interpretation of a gift.

	goal
	A consumer’s desired end state.

	Green marketing
	A marketing strategy involving an emphasis on protecting the natural environment.

	grooming rituals
	Sequences of behaviours that aid in the transition from the private self to the public self or back again.

	guerrilla marketing
	Promotional strategies that use unconventional locations and intensive word-of-mouth campaigns.


H

	Habits 
	Behaviours that are automatic, repeated actions that occur in stable circumstances.

	Habits
	Behaviours that are automatic, repeated actions that occur in stable circumstances.

	habitual behaviours
	Choices made with little or no conscious effort.

	halal
	Food and other products whose usage is permissible according to the laws of Islam.

	heavy users
	A name that companies use to identify their customers who consume their products in large volumes.

	hedonic consumption
	The multisensory, fantasy and emotional aspects of consumers’ interactions with products.

	heuristics
	The mental rules of thumb that lead to a speedy decision.

	hierarchy of effects
	A fixed sequence of steps that occurs during attitude formation; this sequence varies depending on such factors as the consumer’s level of involvement with the attitude object.

	high-context culture
	Group members tend to be close-knit and are likely to infer meanings that go beyond the spoken word.

	hoarding
	Unsystematic acquisition of objects (in contrast to collecting).

	homeostasis
	The state of being in which the body is in physiological balance; goal-oriented behaviour attempts to reduce or eliminate an unpleasant motivational state and return to a balanced one.

	homogamy
	The tendency for individuals to marry others similar to themselves.

	Homophily
	The degree to which a pair of individuals is similar in terms of education, social status and beliefs.

	host culture
	A new culture to which a person must acculturate.

	hyperopia
	This is the medical term for people who have farsighted vision; it describes people who are so obsessed with preparing for the future that they can’t enjoy the present.


I

	icon
	A sign that resembles the product in some way.

	id
	The system oriented towards immediate gratification.

	ideal of beauty
	A model, or exemplar, of appearance valued by a culture.

	ideal self
	A person’s conception of how they would like to be.

	identity
	A component of self-concept.

	idiocentrics
	People having an individualist orientation.

	Identity theft
	Occurs when someone steals your personal information and uses it without your permission.

	illusion of truth effect
	Telling people that a consumer claim is false can make them misremember it as true.

	impression management,
	Our efforts to ‘manage’ what others think of us by strategically choosing clothing and other cues that will put us in a good light.

	Impulse buying
	A process that occurs when the consumer experiences a sudden urge to purchase an item that they cannot resist.

	index
	A sign that is connected to a product because they share some property.

	individualist cultures
	A cultural orientation that encourages people to attach more importance to personal goals than to group goals.

	inept sets
	Products that we would never consider.

	inertia
	The process whereby purchase decisions are made out of habit because the consumer lacks the motivation to consider alternatives.

	inert sets
	Products of which a consumer is aware but that are not actively considered.

	influence network
	This is a two-way dialogue between participants in a social network and opinion leaders.

	influencer
	Someone whose actions affect the thoughts, feelings, attitudes or behaviours of others.

	Informal groups
	Groups that are unique in the sense that they need not be formally defined, composed of known others, physically present or even motivated to intentionally influence others.

	information power
	Power of knowing something others would like to know.

	information processing perspective
	According to this view, people calmly and carefully integrate as much information as possible with what they already know about a product, painstakingly weigh the pluses and minuses of each alternative, and arrive at a satisfactory decision.

	information search
	The process by which consumers survey their environment for appropriate data to make a reasonable decision.

	innovators
	People who are always on the lookout for novel developments and will be the first to try a new offering.

	instructional scaffolding
	Jerome Bruner introduced this term in the 1960s to describe his idea that people learn based on progressing through three stages: enactive representation (action-based), iconic representation (image-based) and symbolic representation (language-based).

	Instrumental conditioning
	Also known as operant conditioning, occurs as the individual learns to perform behaviours that produce positive outcomes and to avoid those that yield negative outcomes.

	instrumental values
	Goals endorsed because they are needed to achieve desired end states, or terminal values.

	interactive mobile marketing
	Occurs when consumers participate in real-time promotional campaigns via their mobile phones, usually by text messaging entries to on-air TV contests.

	Internet of Things (IoT)
	Involves interconnected devices, systems and services that rely on the autonomous communication of physical objects within existing internet infrastructure.

	Internet of Things (IoT)
	Involves interconnected devices, systems and services that rely on the autonomous communication of physical objects within existing internet infrastructure.

	interpretant
	The meaning derived from a sign or symbol.

	Interpretation
	The process whereby meanings are assigned to stimuli.

	interpretivism
	As opposed to the dominant positivist perspective on consumer behaviour, interpretivism instead stresses the importance of symbolic, subjective experience and the idea that meaning is in the mind of the person rather than existing ‘out there’ in the objective world.

	intrinsic motivation
	Occurs when we are motivated by the enjoyment of an activity without a further end-goal.

	invidious distinction
	The display of wealth or power to inspire envy in others.

	Involvement
	The motivation to process product-related information.


J

	j.n.d. (just noticeable difference)
	 The minimum difference between two stimuli that can be detected by a perceiver.


K

	knowledge structures
	Organised systems of concepts relating to brands, stores and other concepts.


L

	laddering
	A technique for uncovering consumers’ associations between specific attributes and general values.

	laggards
	Consumers who are exceptionally slow to adopt innovations.

	late adopters
	The majority of consumers who are moderately receptive to adopting innovations.

	lateral cycling
	A process in which already-purchased objects are sold to others or exchanged for other items.

	legitimate power
	The power granted to people by virtue of social agreements.

	lifestyles
	A set of shared values or tastes exhibited by a group of consumers, especially as these are reflected in consumption patterns.

	Limited problem solving
	A problem-solving process in which consumers are not motivated to search for information or to rigorously evaluate each alternative; instead they use simple decision rules to arrive at a purchase decision.

	Locational privacy
	The extent to which a person’s activities and movements in the physical world are tracked by his or her devices such as smartphones.

	location-based services (LBS)
	(LBS) An LBS is an information or entertainment service, accessible with mobile devices, that employs geographical position information to promote offers available in the locale at any one point in time.

	locavore
	A lifestyle that emphasises the purchase of locally produced meat and vegetables.

	longitudinal research
	This involves people being tracked over time to see whether their personality changes or remains stable.

	Long-term memory (LTM)
	The system that allows us to retain information for a long period of time.

	looking-glass self
	The process of imagining the reaction of others towards oneself.

	low-context culture
	In contrast to high-context cultures that have strong oral traditions and that are more sensitive to nuance, low-context cultures are more literal.

	loyalty programs
	Marketing tools that encourage customers to buy more, or more frequently.


M

	market access
	Ability to find and purchase goods and services.

	market beliefs
	The specific beliefs or decision rules pertaining to marketplace phenomena.

	marketing science
	This adopts a behavioural approach to explaining consumer behaviour and relies on behavioural observations (e.g. purchase rates) rather than on concepts (e.g. attitudes).

	marketing system
	A view of markets and marketing contrasting neoclassical economic theory based on the idea of resource allocation; focuses on the dynamic and complex social networks of shared participation in the creation and delivery of economic value through marketplace relationships.

	market maven
	A person who often serves as a source of information about marketplace activities.

	Marketplace trends
	Factors that alter the market for a particular good or service.

	market segmentation
	The process of identifying groups of consumers who are similar to one another in one or more ways, and then devising marketing strategies that appeal to one or more of these groups.

	market segmentation strategies
	Targeting a brand only to specific groups rather than to everybody.

	masked branding
	Strategy that deliberately hides a product’s origin.

	mass class
	A term analysts use to describe the millions of global consumers who now enjoy a level of purchasing power that’s sufficient to let them afford many high-quality products.

	Materialism
	The importance consumers attach to worldly possessions.

	Materialism
	The importance consumers attach to worldly possessions.

	material parenting
	A style of raising children that involves giving and taking away of possessions to shape behaviour.

	m-commerce
	Shopping using a mobile device.

	Media literacy
	A consumer’s ability to access, analyse, evaluate and communicate information in a variety of forms, including print and non-print messages.

	medical tourism
	A rapidly growing sector of the global economy that encourages consumers to travel to other countries for surgical procedures that might be unavailable, more dangerous or more expensive where they live.

	megatrends
	A major movement, pattern or trend emerging from the macro environment (e.g. population change, technology, shifting economic power) that will impact consumers’ demand for types of product attributes and service features in the future.

	membership reference group
	Ordinary people whose consumption activities provide informational social influence.

	Memory
	A process of acquiring information and storing it over time so that it will be available when needed.

	mental accounting
	Principle which states that decisions are influenced by the way a problem is posed.

	mental budget
	Consumers’ preset expectations of how much they intend to spend on a shopping trip.

	meta-theoretic model of motivation and personality
	The 3M model of motivation, developed by John C Mowen, contains elemental traits, situational traits and surface traits. Different combinations of these traits lead to behavioural outcomes.

	microloans
	Small-sum Grameen Bank loans—typically less than $100—to entrepreneurs in developing countries.

	millennials
	Also known as Gen Y, these consumers had their formative and teen years in the early part of the second millennium (2000s).

	minipreneurs
	One-person businesses.

	modelling
	Imitating the behaviour of others.

	model of goal-directed behaviour (MGB)
	An extension of the theory of planned behaviour that includes goal-oriented desires and anticipated emotions as well as past behaviour.

	more
	A custom with strong moral overtones.

	Motivation
	An internal state that activates goal-oriented behaviour.

	motivational conflict
	Occurs when there are two incompatible motivations that create tension.

	motivational research
	A qualitative research approach, based on psychoanalytic (Freudian) interpretations, with a heavy emphasis on unconscious motives for consumption.

	multi-attribute attitude models
	Those models that assume that a consumer’s attitude (evaluation) of an attitude object depends on the beliefs he or she has about several or many attributes of the object; the use of a multi-attribute model implies that an attitude toward a product or brand can be predicted by identifying these specific beliefs and combining them to derive a measure of the consumer’s overall attitude.

	myth
	A story containing symbolic elements that expresses the shared emotions and ideals of a culture.


N

	nature–nurture debate
	The debate about the determinant of personality as genetic (nature) or developed (nurture).

	need
	Something a person must have to live or to achieve a goal.

	negative binomial distribution (NBD)
	This model predicts purchase patterns for a sole brand.

	Negative reinforcement
	The process whereby the environment weakens responses to stimuli so that inappropriate behaviour is avoided.

	negative word-of-mouth
	The passing on of negative experiences involved with products or services by consumers to other potential customers to influence others’ choices.


E

	Engel-Kollat-Blackwell model of consumer behaviour (EKB)
	A 1980s model of consumer decision making that has five stages: problem recognition, information search, evaluation of alternatives, purchase and post-purchase.


N

	nodes
	Data that are connected by associative links within knowledge structures.

	normative ethics
	General theories, rules and principles of moral conduct.

	normative influence
	The process in which a reference group helps to set and enforce fundamental standards of conduct.

	norms
	The informal rules that govern what is right or wrong.

	nuclear family
	A contemporary living arrangement composed of a married couple and their children.

	nudge
	A strategy that provides positive rewards for people that are easy and low cost.

	nudge
	A strategy that provides positive rewards for people that are easy and low cost.


O

	object
	In semiotic terms, the product that is the focus of a message.

	Objectification
	Occurs when we attribute sacred qualities to mundane items.

	Observability
	Level of product visibility.

	Observational learning
	The process in which people learn by watching the actions of others and taking note of the reinforcements they receive for their behaviours.

	online community
	The collective participation of members who together build and maintain a digital social network.

	opinion leaders
	Those people who are knowledgeable about products and who are frequently able to influence others’ attitudes or behaviours with regard to a product category.


P

	paradigm
	A widely accepted view or model of phenomena being studied; the perspective that regards people as rational information processors is currently the dominant paradigm, though this approach is now being challenged by a new wave of research that emphasises the frequently subjective nature of consumer decision making.

	Parental yielding
	The process that occurs when a parental decision maker is influenced by a child’s product request.

	parody display
	Deliberately avoiding status symbols, to seek status by mocking it.

	pastiche
	Mixture of images.

	perceived age
	How old a person feels as compared to their true chronological age.

	Perceived risk
	Belief that a product has potentially negative consequences.

	Perception
	The process by which sensations are selected, organised and interpreted.

	perceptual defence
	The tendency for consumers to avoid processing stimuli that are threatening to them.

	perceptual selection
	Process by which people attend to only a small portion of the stimuli to which they are exposed.

	Perceptual vigilance
	The tendency for consumers to be more aware of stimuli that relate to their current needs.

	personality
	A person’s unique psychological make-up, which consistently influences the way the person responds to his or her environment.

	personality traits
	Identifiable characteristics that define a consumer’s personality.

	Persuasion
	An active attempt to change attitudes.

	pester power
	The ability of children to influence and ‘nag’ their parents into purchasing items they might not otherwise buy.

	Phantom vibration syndrome
	The tendency to habitually reach for your mobile phone because you feel it vibrating, even if it is off or you are not even wearing it at the time.

	phishing
	Scams in which people receive fraudulent emails that ask them to supply account information.

	phonetic symbolism
	Phonetic symbolism uses the notion that the sounds of words, apart from their assigned definition, convey meaning. Front vowel sounds are made with the tongue forwards in the mouth, such as the letter i in mill. Back vowel sounds are made with the tongue further back in the mouth, such as the a sound in mall. Studies have shown that the two types of vowel sounds tend to be associated with different concepts that are strikingly uniform, even across cultures. Front vowel sounds convey small, fast or sharp characteristics, while back vowel sounds convey large, slow or dull characteristics.

	pleasure principle
	The belief that behaviour is guided by the desire to maximise pleasure and avoid pain.

	point-of-purchase (POP) stimuli
	The promotional materials that are deployed in stores or other outlets to influence consumers’ decisions at the time products are purchased.

	Popular culture
	The music, movies, sports, books, celebrities and other forms of entertainment consumed by the mass market.

	positioning strategy
	An organisation’s use of elements in the marketing mix to influence the consumer’s interpretation of a product’s meaning vis-à-vis those of competitors.

	positive reinforcement
	The process whereby rewards provided by the environment strengthen responses to stimuli and appropriate behaviour is learned.

	positivism
	A research perspective that relies on principles of the ‘scientific method’ and assumes that a single reality exists; events in the world can be objectively measured; and the causes of behaviour can be identified, manipulated and predicted.

	Primary salience cues
	 The term used to describe that we remember the first thing, impression or information we encounter in a new setting. 

	primed
	Subconscious exposure to an object or concept that influences subsequent thoughts, emotions or behaviours.

	principle of cognitive consistency
	The belief that consumers value harmony among their thoughts, feelings and behaviours and that they are motivated to maintain uniformity among these elements.

	principle of similarity
	The Gestalt principle that describes how consumers tend to group objects that share similar physical characteristics.

	Problem recognition
	The process that occurs whenever the consumer sees a significant difference between their current state of affairs and some desired or ideal state; this recognition initiates the decision-making process.

	product categorisation
	This is a crucial determinant of how a product is evaluated.

	Product complementarity
	The view that products in different functional categories have symbolic meanings that are related to one another.

	product regeneration
	The act of repairing or restoring.

	product signal
	Communicates an underlying quality of a product through the use of aspects that are only visible in the ad.

	Profane consumption
	The process of consuming objects and events that are ordinary or of the everyday world.

	progressive learning model
	The perspective that people gradually learn a new culture as they increasingly come in contact with it; consumers assimilate into a new culture, mixing practices from their old and new environments to create a hybrid culture.

	Prospect theory
	A descriptive model of how people make choices.

	prosumer capitalism
	An alternative, and optimistic, view of shifts in enterprises being controlled by prosumers that operate for their benefit rather than for the profitability of the capitalist. Examples include the non-profit Wikipedia and most blogs, which share benefits for all involved.

	prosumers
	Active consumers who become co-producers of goods and services when they voluntarily involve themselves in product design and manufacturing. Consumers willingly engage in this behaviour to achieve a higher degree of customisation and personalisation.

	provenance
	The origin of a product and a preference for ‘authentic’ items.

	psychographics
	The use of psychological, sociological and anthropological factors to construct market segments.

	psychological ownership
	A feeling of possession over an object that may or may not be formally owned.

	psychophysics
	The science that focuses on how the physical environment is integrated into the consumer’s subjective experience.

	public self-consciousness
	A personality trait that makes a person very aware of how they appear to others.

	punishment
	The learning that occurs when a response is followed by unpleasant events.

	purchase momentum
	Initial impulses to buy in order to satisfy our needs increase the likelihood that we will buy even more.


R

	Reactance
	A ‘boomerang effect’ that sometimes occurs when consumers are threatened with a loss of freedom of choice; they respond by doing the opposite of the behaviour advocated in a persuasive message.

	reality principle
	The principle that the ego seeks ways that will be acceptable to society to gratify the id.

	reciprocity norm
	A culturally learned obligation to return the gesture of a gift with one of equal value.

	red sneakers effect
	We assume someone who makes unconventional choices is more powerful or competent.

	reference group
	An actual or imaginary individual or group that has a significant effect on an individual’s evaluations, aspirations or behaviour.

	Referent power 
	The power of prominent people to affect others’ consumption behaviours by virtue of product endorsements, distinctive fashion statements or championing of causes.

	refutational arguments
	Calling attention to a product’s negative attributes as a persuasive strategy where a negative issue is raised and then dismissed. This approach can increase source credibility.

	relationship marketing
	A strategic perspective that stresses the long-term human side of buyer–seller interactions.

	Relative advantage
	The benefits a product can provide over other competing products.

	response bias
	A form of contamination in survey research in which some factor, such as the desire to make a good impression on the experimenter, leads respondents to modify their true answers.

	retail theming
	Strategy where stores create imaginative environments that transport shoppers to fantasy worlds or provide other kinds of stimulation.

	retrieval
	The process whereby desired information is recovered from long-term memory.

	reward power
	When a person or group has the means to provide positive reinforcement to a consumer.

	rite of passage
	Sacred times marked by a change in social status.

	ritual
	A set of multiple, symbolic behaviours that occur in a fixed sequence and that tend to be repeated periodically.

	ritual artefacts
	Items (consumer goods) used in the performance of rituals.

	Role theory
	The perspective that much of consumer behaviour resembles actions in a play.

	Routines
	A set of habits in a particular sequence.


S

	Sacralisation
	A process that occurs when ordinary objects, events or people take on sacred meaning to a culture or to specific groups within a culture.

	Sacred consumption
	The process of consuming objects and events that are set apart from normal life and treated with some degree of respect or awe.

	sandwich generation 
	A description of middle-aged people who must care for both children and parents simultaneously.

	Satisfaction
	An evaluation of a consumption experience.

	schema
	An organised collection of beliefs and feelings represented in a cognitive category.

	self
	Defined by how a person organises thoughts, feelings, identities and motives in an interactive system influenced by self-reflection, and their personal view of their attributes and characteristics.

	self-concept
	The beliefs a person holds about their own attributes and how they evaluate these qualities.

	self-determination theory (SDT)
	A theory of intrinsic motivation, which is determined by autonomy, competence and relatedness.

	Self-esteem
	The positivity of a person’s self-concept.

	selfie
	A picture smartphone users take of themselves.

	Self-image congruence models
	Approaches based on the prediction that products will be chosen when their attributes match some aspect of the self.

	self-monitors
	Individuals who are very conscious of their behaviour in social situations.

	Self-perception theory
	An alternative (to cognitive dissonance) explanation of dissonance effects; it assumes that people use observations of their own behaviour to infer their attitudes towards some object.

	Semantic meaning
	Symbolic associations in memory.

	semiotics
	A field of study that examines the correspondence between signs and symbols and the meaning or meanings they convey.

	senior market
	Consumers over the age of 65 who control a large amount of discretionary income.

	Sensation
	The immediate response of sensory receptors (eyes, ears, nose, mouth, skin) to such basic stimuli as light, colour, sound, odour and texture.

	Sensory marketing
	Engages consumers’ senses to influence their perception, judgement and behaviours.

	sensory meaning
	The meaning given to the physical attributes as detected by the five senses.

	Sensory memory
	The temporary storage of information received from the senses.

	sensory threshold
	The point at which a stimulus is strong enough to make a conscious impact in a person’s awareness.

	service recovery paradox
	When the satisfaction levels are higher than pre-service failure due to effective service recovery efforts.

	service scripts
	A sequence of events that guides consumer behaviour in service settings.

	sex roles
	A culture’s expectations about how members of the male or female gender should act, dress or speak.

	sex-typed products
	Products that reflect stereotypical masculine or feminine attributes.

	sex-typed traits
	Characteristics that are stereotypically associated with one gender or the other.

	shaping
	The learning of a desired behaviour over time by rewarding intermediate actions until the final result is obtained.

	Sharing
	A fundamental consumer behaviour, sharing is distinct from other styles of consumer commodity exchange and gift-giving; internet use and the rise of social media platforms demonstrate the cornucopia of shared information available to us all.

	shopping orientation
	A consumer’s general attitudes and motivations regarding the act of shopping.

	Short-term memory (STM)
	The mental system that allows us to retain information for a short period of time.

	Shrinkage
	The loss of money or inventory from shoplifting and/or employee theft.

	sign
	The sensory imagery that represents the intended meanings of the object.

	social class
	The overall rank of people in a society; people who are grouped within the same social class are approximately equal in terms of their income, occupations and lifestyles.

	social comparison
	The perspective that people compare their outcomes with others’ as a way to increase the stability of their own self-evaluation, especially when physical evidence is unavailable.

	Social identity theory
	A perspective that argues each of us has several ‘selves’ that relate to groups. These linkages are so important that we think of ourselves not just as ‘I’ but also as ‘we’.

	Social judgement theory
	The perspective that people assimilate new information about attitude objects in the light of what they already know or feel; the initial attitude acts as a frame of reference, and new information is categorised in terms of this standard.

	Social marketing
	Develops and applies marketing concepts to influence behaviours that benefit individuals and society.

	social media addiction
	Dependency on interaction with social networking platforms to the extent that signs of withdrawal appear if the person is unable to connect.

	Social media influencer marketing
	Brands use social media influencers (SMIs) to foster beneficial consumer responses regarding their interests, allowing both the SMIs and their followers to participate in the co-creation of the brand image on social media.

	social media influencers
	People who have large audiences of followers on their social media accounts, and they leverage this to influence or persuade this following to buy (or not buy) certain products and services.

	Social media influencers
	Prominent social media users who are viewed as experts, have a dedicated following and endorse products or offer product suggestions.

	Social mobility
	The movement of individuals from one social class to another.

	social network
	A group of people who connect with one another online due to some shared interest or affliliation.

	Social power
	The capacity to alter the actions of others.

	social stratification
	The process in a social system by which scarce and valuable resources are distributed unequally to status positions that become more or less permanently ranked in terms of the share of valuable resources each receives.

	Sociometric methods
	The techniques for measuring group dynamics that involve tracing communication patterns in and among groups.

	sound symbolism
	The process by which the way a word sounds influences our assumptions about what it describes and attributes such as size.

	Source attractiveness
	Where the appeal of a person, object or idea is such that others wish to associate with them.

	source credibility
	A communications source’s perceived expertise, objectivity or trustworthiness.

	spectacles
	Marketing messages that take the form of a public performance.

	spreading activation
	Meanings in memory are activated indirectly; as a node is activated, other nodes linked to it are also activated so that meanings spread across the network.

	status hierarchy
	A ranking of social desirability in terms of consumers’ access to resources such as money, education and luxury goods.

	status symbols
	Products that are purchased and displayed to signal membership in a desirable social class.

	Stimulus discrimination
	The process that occurs when consumers learn to differentiate a stimulus from other similar stimuli.

	Stimulus generalisation
	The process that occurs when the behaviour caused by a reaction to one stimulus transfers to a similar stimuli.

	storage
	The process that occurs when knowledge in long-term memory is integrated with what is already in memory and ‘warehoused’ until needed.

	store image
	A store’s ‘personality,’ composed of such attributes as location, merchandise suitability, and the knowledge and congeniality of the sales staff.

	strength of weak ties
	The referral process that provides access to members of new groups due to a slight connection to someone in the group.

	subcultures
	A group whose members share beliefs and common experiences that set them apart from other members of a culture.

	Subliminal perception
	The processing of stimuli presented below the level of the consumer’s awareness.

	sunk-cost fallacy
	The belief that if we pay for something we should not waste it.

	superego
	The system that internalises society’s rules and that works to prevent the id from seeking selfish gratification.

	surrogate consumer
	A professional who is retained to evaluate and/or make purchases on behalf of a consumer.

	sustainability
	Consuming products in a way that doesn’t jeopardise the needs of future generations.

	sustainability marketing
	Involves using marketing tools and techniques to meet the needs of the present stakeholders (e.g. consumers and businesses) without compromising the ability of future generations to meet their own needs.

	symbol
	A sign that is related to a product through either conventional or agreed-upon associations.

	symbolic interactionism
	A sociological approach stressing that relationships with other people play a large part in forming the self; people live in a symbolic environment, and the meaning attached to any situation or object is determined by a person’s interpretation of these symbols.

	symbolic self-completion theory
	The perspective that people who have an incomplete self-definition in some context will compensate by acquiring symbols associated with a desired social identity.

	symbolic value
	The meaning a consumer attaches to a good or possession to influence and participate in the social world.


T

	Task definition
	The usage purpose for which consumers purchase a good or service.

	taste culture
	A group of consumers who share aesthetic and intellectual preferences.

	teleological perspective
	An approach to ethics that determines the moral acceptability of an act by looking at its consequences, in particular whether it produces more good than other acts.

	terminal values
	End states desired by members of a culture.

	theory of cognitive dissonance
	Theory based on the premise that a state of tension is created when beliefs or behaviours conflict with one another; people are motivated to reduce this inconsistency (or dissonance) and thus eliminate unpleasant tension.

	theory of planned behaviour (TPB)
	A theory that explains behaviour as the result of attitude towards the behaviour, social norms, perceived behavioural control and intended behaviour. This theory is an updated version of the theory of reasoned action.

	theory of reasoned action (TRA)
	An updated version of the Fishbein multi-attribute attitude theory that considers factors such as social pressure and Aact (the attitude towards the act of buying a product), rather than attitudes towards just the product itself.

	Tie strength
	The nature and potency of the bond between members of a social network.

	time poverty
	A feeling of having less time available than is required to meet the demands of everyday living.

	torn self
	A condition where immigrants struggle to reconcile their native identities with their new cultures.

	transformative experience
	An interaction that generates profound personal change.

	Trialability
	The ability of the customer to try a product before they purchase it.

	trigger feature
	An attribute of a stimulus that cues us towards a particular pattern.

	two-step flow model of influence
	This model proposes that a small group of influencers disseminate information since they can modify the opinions of a large number of other people.


U

	unconditioned stimulus (UCS)
	A stimulus that is naturally capable of causing a response.

	upcycling
	Creative reuse of a product.


V

	valence
	Negative or positive features.

	value
	A belief that some condition is preferable to its opposite.

	value-in-use
	The value consumers derive from a product or service consumed; can extend to the sense of satisfaction a consumer might accumulate during the consumption process.

	value system
	A culture’s ranking of the relative importance of values.

	vanity sizing
	Deliberately assigning smaller sizes to garments.

	variety seeking
	The desire to choose new alternatives over more familiar ones.

	Viral marketing
	The strategy of getting customers to sell a product on behalf of the company that creates it.


W

	want
	 A specific manifestation of a need that personal and cultural factors determine.

	want
	The particular form of consumption chosen to satisfy a need.

	wearable computing
	Devices that integrate digital interactions with the physical body.

	Weber’s Law
	The principle that the stronger the initial stimulus, the greater its change must be for it to be noticed.

	Word-of-mouth (WOM)
	Product information transmitted by individual consumers on an informal basis.

	Word-of-mouth (WOM)
	Product information transmitted by individual consumers on an informal basis.


Z

	Zipf’s Law
	A pattern that describes the tendency for the most robust effect to be far more powerful than others in its class; applies to consumer behaviour in terms of buyers’ overwhelming preferences for the market leader in a product category.

	Zoomorphism
	 The tendency to attribute animal characteristics to objects or humans.
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OPS/js/highlightjs-line-numbers.js
// jshint multistr:true

(function (w, d) {
    'use strict';

    var TABLE_NAME = 'hljs-ln',
        LINE_NAME = 'hljs-ln-line',
        CODE_BLOCK_NAME = 'hljs-ln-code',
        NUMBERS_BLOCK_NAME = 'hljs-ln-numbers',
        NUMBER_LINE_NAME = 'hljs-ln-n',
        DATA_ATTR_NAME = 'data-line-number',
        BREAK_LINE_REGEXP = /\r\n|\r|\n/g;

    if (w.hljs) {
        w.hljs.initLineNumbersOnLoad = initLineNumbersOnLoad;
        w.hljs.lineNumbersBlock = lineNumbersBlock;
        w.hljs.lineNumbersValue = lineNumbersValue;

        addStyles();
    } else {
        w.console.error('highlight.js not detected!');
    }

    function isHljsLnCodeDescendant(domElt) {
        var curElt = domElt;
        while (curElt) {
            if (curElt.className && curElt.className.indexOf('hljs-ln-code') !== -1) {
                return true;
            }
            curElt = curElt.parentNode;
        }
        return false;
    }

    function getHljsLnTable(hljsLnDomElt) {
        var curElt = hljsLnDomElt;
        while (curElt.nodeName !== 'TABLE') {
            curElt = curElt.parentNode;
        }
        return curElt;
    }

    // Function to workaround a copy issue with Microsoft Edge.
    // Due to hljs-ln wrapping the lines of code inside a <table> element,
    // itself wrapped inside a <pre> element, window.getSelection().toString()
    // does not contain any line breaks. So we need to get them back using the
    // rendered code in the DOM as reference.
    function edgeGetSelectedCodeLines(selection) {
        // current selected text without line breaks
        var selectionText = selection.toString();

        // get the <td> element wrapping the first line of selected code
        var tdAnchor = selection.anchorNode;
        while (tdAnchor.nodeName !== 'TD') {
            tdAnchor = tdAnchor.parentNode;
        }

        // get the <td> element wrapping the last line of selected code
        var tdFocus = selection.focusNode;
        while (tdFocus.nodeName !== 'TD') {
            tdFocus = tdFocus.parentNode;
        }

        // extract line numbers
        var firstLineNumber = parseInt(tdAnchor.dataset.lineNumber);
        var lastLineNumber = parseInt(tdFocus.dataset.lineNumber);

        // multi-lines copied case
        if (firstLineNumber != lastLineNumber) {

            var firstLineText = tdAnchor.textContent;
            var lastLineText = tdFocus.textContent;

            // if the selection was made backward, swap values
            if (firstLineNumber > lastLineNumber) {
                var tmp = firstLineNumber;
                firstLineNumber = lastLineNumber;
                lastLineNumber = tmp;
                tmp = firstLineText;
                firstLineText = lastLineText;
                lastLineText = tmp;
            }

            // discard not copied characters in first line
            while (selectionText.indexOf(firstLineText) !== 0) {
                firstLineText = firstLineText.slice(1);
            }

            // discard not copied characters in last line
            while (selectionText.lastIndexOf(lastLineText) === -1) {
                lastLineText = lastLineText.slice(0, -1);
            }

            // reconstruct and return the real copied text
            var selectedText = firstLineText;
            var hljsLnTable = getHljsLnTable(tdAnchor);
            for (var i = firstLineNumber + 1 ; i < lastLineNumber ; ++i) {
                var codeLineSel = format('.{0}[{1}="{2}"]', [CODE_BLOCK_NAME, DATA_ATTR_NAME, i]);
                var codeLineElt = hljsLnTable.querySelector(codeLineSel);
                selectedText += '\n' + codeLineElt.textContent;
            }
            selectedText += '\n' + lastLineText;
            return selectedText;
        // single copied line case
        } else {
            return selectionText;
        }
    }

    // ensure consistent code copy/paste behavior across all browsers
    // (see https://github.com/wcoder/highlightjs-line-numbers.js/issues/51)
    document.addEventListener('copy', function(e) {
        // get current selection
        var selection = window.getSelection();
        // override behavior when one wants to copy line of codes
        if (isHljsLnCodeDescendant(selection.anchorNode)) {
            var selectionText;
            // workaround an issue with Microsoft Edge as copied line breaks
            // are removed otherwise from the selection string
            if (window.navigator.userAgent.indexOf('Edge') !== -1) {
                selectionText = edgeGetSelectedCodeLines(selection);
            } else {
                // other browsers can directly use the selection string
                selectionText = selection.toString();
            }
            e.clipboardData.setData('text/plain', selectionText);
            e.preventDefault();
        }
    });

    function addStyles () {
        var css = d.createElement('style');
        css.type = 'text/css';
        css.innerHTML = format(
            '.{0}{border-collapse:collapse}' +
            '.{0} td{padding:0}' +
            '.{1}:before{content:attr({2})}',
        [
            TABLE_NAME,
            NUMBER_LINE_NAME,
            DATA_ATTR_NAME
        ]);
        d.getElementsByTagName('head')[0].appendChild(css);
    }

    function initLineNumbersOnLoad (options) {
        if (d.readyState === 'interactive' || d.readyState === 'complete') {
            documentReady(options);
        } else {
            w.addEventListener('DOMContentLoaded', function () {
                documentReady(options);
            });
        }
    }

    function documentReady (options) {
        try {
            var blocks = d.querySelectorAll('code.hljs,code.nohighlight');

            for (var i in blocks) {
                if (blocks.hasOwnProperty(i)) {
                    if (!isPluginDisabledForBlock(blocks[i])) {
                        lineNumbersBlock(blocks[i], options);
                    }
                }
            }
        } catch (e) {
            w.console.error('LineNumbers error: ', e);
        }
    }

    function isPluginDisabledForBlock(element) {
        return element.classList.contains('nohljsln');
    }

    function lineNumbersBlock (element, options) {
        if (typeof element !== 'object') return;

        async(function () {
            element.innerHTML = lineNumbersInternal(element, options);
        });
    }

    function lineNumbersValue (value, options) {
        if (typeof value !== 'string') return;

        var element = document.createElement('code')
        element.innerHTML = value

        return lineNumbersInternal(element, options);
    }

    function lineNumbersInternal (element, options) {

        var internalOptions = mapOptions(element, options);

        duplicateMultilineNodes(element);

        return addLineNumbersBlockFor(element.innerHTML, internalOptions);
    }

    function addLineNumbersBlockFor (inputHtml, options) {
        var lines = getLines(inputHtml);

        // if last line contains only carriage return remove it
        if (lines[lines.length-1].trim() === '') {
            lines.pop();
        }

        if (lines.length > 1 || options.singleLine) {
            var html = '';

            for (var i = 0, l = lines.length; i < l; i++) {
                html += format(
                    '<tr>' +
                        '<td class="{0} {1}" {3}="{5}">' +
                            '<div class="{2}" {3}="{5}"></div>' +
                        '</td>' +
                        '<td class="{0} {4}" {3}="{5}">' +
                            '{6}' +
                        '</td>' +
                    '</tr>',
                [
                    LINE_NAME,
                    NUMBERS_BLOCK_NAME,
                    NUMBER_LINE_NAME,
                    DATA_ATTR_NAME,
                    CODE_BLOCK_NAME,
                    i + options.startFrom,
                    lines[i].length > 0 ? lines[i] : ' '
                ]);
            }

            return format('<table class="{0}">{1}</table>', [ TABLE_NAME, html ]);
        }

        return inputHtml;
    }

    /**
     * @param {HTMLElement} element Code block.
     * @param {Object} options External API options.
     * @returns {Object} Internal API options.
     */
    function mapOptions (element, options) {
        options = options || {};
        return {
            singleLine: getSingleLineOption(options),
            startFrom: getStartFromOption(element, options)
        };
    }

    function getSingleLineOption (options) {
        var defaultValue = false;
        if (!!options.singleLine) {
            return options.singleLine;
        }
        return defaultValue;
    }

    function getStartFromOption (element, options) {
        var defaultValue = 1;
        var startFrom = defaultValue;

        if (isFinite(options.startFrom)) {
            startFrom = options.startFrom;
        }

        // can be overridden because local option is priority
        var value = getAttribute(element, 'data-ln-start-from');
        if (value !== null) {
            startFrom = toNumber(value, defaultValue);
        }

        return startFrom;
    }

    /**
     * Recursive method for fix multi-line elements implementation in highlight.js
     * Doing deep passage on child nodes.
     * @param {HTMLElement} element
     */
    function duplicateMultilineNodes (element) {
        var nodes = element.childNodes;
        for (var node in nodes) {
            if (nodes.hasOwnProperty(node)) {
                var child = nodes[node];
                if (getLinesCount(child.textContent) > 0) {
                    if (child.childNodes.length > 0) {
                        duplicateMultilineNodes(child);
                    } else {
                        duplicateMultilineNode(child.parentNode);
                    }
                }
            }
        }
    }

    /**
     * Method for fix multi-line elements implementation in highlight.js
     * @param {HTMLElement} element
     */
    function duplicateMultilineNode (element) {
        var className = element.className;

        if ( ! /hljs-/.test(className)) return;

        var lines = getLines(element.innerHTML);

        for (var i = 0, result = ''; i < lines.length; i++) {
            var lineText = lines[i].length > 0 ? lines[i] : ' ';
            result += format('<span class="{0}">{1}</span>\n', [ className,  lineText ]);
        }

        element.innerHTML = result.trim();
    }

    function getLines (text) {
        if (text.length === 0) return [];
        return text.split(BREAK_LINE_REGEXP);
    }

    function getLinesCount (text) {
        return (text.trim().match(BREAK_LINE_REGEXP) || []).length;
    }

    ///
    /// HELPERS
    ///

    function async (func) {
        w.setTimeout(func, 0);
    }

    /**
     * {@link https://wcoder.github.io/notes/string-format-for-string-formating-in-javascript}
     * @param {string} format
     * @param {array} args
     */
    function format (format, args) {
        return format.replace(/\{(\d+)\}/g, function(m, n){
            return args[n] !== undefined ? args[n] : m;
        });
    }

    /**
     * @param {HTMLElement} element Code block.
     * @param {String} attrName Attribute name.
     * @returns {String} Attribute value or empty.
     */
    function getAttribute (element, attrName) {
        return element.hasAttribute(attrName) ? element.getAttribute(attrName) : null;
    }

    /**
     * @param {String} str Source string.
     * @param {Number} fallback Fallback value.
     * @returns Parsed number or fallback value.
     */
    function toNumber (str, fallback) {
        if (!str) return fallback;
        var number = Number(str);
        return isFinite(number) ? number : fallback;
    }

}(window, document));
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Medical nanotechnologist  Cyber security professional Robotics technician | Virtual reality engineer  Professional organiser

*Future forecast

mccrindle.com.au Source: ABS, McCrindle | ®®McCrindle 2019
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OUR DECISIONS ARE DRIVEN BY EMOTIONS

NON-CONSCIOUS Emotions bias CONSCIOUS FACTS
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to purchase influenced by
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Problem recognition

Richard realises he’s fed
up with his tiny TV that
has bad reception.

Information search

Richard surfs the
internet to learn
about TVs.

Evaluation of alternatives

Richard compares several
models In the store in
terms of reputation
and avallable features.

Product choice

because it has a feature

Satisfaction that really appeals to him.
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| Postpuchaseoutoomes
ey

Product

Customer value k
disposal






OPS/images/e74cee7f-06f4-4039-88ff-a05017ce12ce_ASSET_FG_11_006.png
Original Drawing

)

flp.ou_.h.;\

L]

5






OPS/images/119d8e53-e4e5-4461-8a65-de6fbefd0564_ASSET_SOLO_COBE4E_SE_04_07.jpg





OPS/images/a348ecec-d081-4970-ab1b-0978a2c67d02_ASSET_SOLO_CB_5e_SB_07_UN30.jpg
L
b1 da0

'S0 0f COBRA

ADULTS
ONLY!

Shelby-American presents America’s fastest, race-bred stock car!
You’ll thrill to its performance, you’ll hold your breath behind the wheel!!
Every minute is something new never seen before!!!

SEE 306 Ford horses packed into the wild and wooly 289 engine. . .four-barrel carburation, high rise
aluminum manifold and a hand-built tuned exhaust system. SEE distinctive Mustang styling to which
has been added such ‘“‘everybody will notice’’ features as rear quarter panel windows, rear brake scoops
and ‘‘there goes a G.T. 350" striping. SEE computer designed suspension with front anti-roll bar,
competition shocks, front disc brakes and torque controlled rear axle. SEE the G.T. 350 scream from
zero to sixty in 5.7 seconds. SEE the G.T. 350...the car that’s not for everybody. Just for you.

FRST | CIRST | FIOST | FIRST HIRST

second, third

: Il at in Bp at 1 in Bp at

in Bp at Cumberland. el overall at Mid-Ohio. and fourth . -
Bobidhnaon Kent, Washington. Elkhart Lakes. Bob Johnson in Bp at Lime Rock. Willow Springs.
Jerry Titus Tom Yeager Johnson, Donahue, Chuck Cantwell

Krinner and Owens

WRITTEN AND DIRECTED BY CARROLL SHELBY PRODUCED BY SHELBY-AMERICAN, INC.
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CHARITY DAY Today we're donating 50% of profits to Lifewater International and its provision of safe water around the world.

CHRISTIAN APPAREL

Youl never want to take off our super comfortable Christian apparel! Shop our wide selection of unique men' and women's Christian clothing. We strive to design apparel for all men and women by including a wide variety of modern hoodies and

Christian t-shirts. Our hope is that our apparel il open doors for wearers to tellfriends and strangers about their fath!
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Pre-purchase

Inspiration
* Learning about new styles
* Acquiring new ideas

Research and comparison
« Using technology to check
options

Evaluation
« Trying on items
 Sharing photos to seek
opinions of others
« Using wishlists and online
lists

—

Purchase

Deal-hunting
« Seeking discounts or offers
online
Payment
« Using multiple online payment
and delivery options

—>

Post-purchase

Delivery
+ Checking and tracking delivery

Returns
* Returning items due to size or fit

Show and share
 Using social media to show
off new items
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Number and percentage of Australia’s population

England 8861000 (3:8%)
china NG00 12175%)
New Zealand
Philippines SN 294,000 (1.2%)
vietnam | 263,000 (1.0%)
South Africa 194,000 (0.8%)
I 183,000 (0.7%)
[E= 176,000 (0.7%)
[IE 140,000 (0.6%)

Italy

Malaysia
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Online Purchase by Aged 60+ Consumers
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CONTEXTUAL EFFECTS
ON BUYING

* Physical surroundings
*Social surroundings
*Temporal

* Antecedent states
*Task definition

* Shopping orientation

PURCHASE
ENVIRONMENT

*The shopping
experience

« Spontaneous or planned
shopping
—}

« Point-of-purchase
stimuli

*m-commerce

« Social media
influencers

POST-PURCHASE
OUTCOMES

« Consumer
satisfaction

* Customer value
«Brand loyalty

*Word-of-mouth

REGENERATION
AND DISPOSAL

* Recycling
* Upcycling
* Downcycling

« Discard
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STOCK BUY NOW

Backup Planners

Faced with challenges in
securing their usual or desired
products and services, Backup
Planners are looking for ways

to purchase similar items or
finding creative solutions to
obtain alternatives.

The Metaverse Movement

The digital world is evolving
beyond virtual hangouts to
immersive 3D realities.
Consumers are embracing
these digital spaces to socialise
with communities.

Climate Changers

Consumers expect brands to
step up and are taking action
through the products they
purchase as concerns over the
climate emergency escalate.

Pursuit of Preloved

Consumers are moving from an
owning to an experiencing
mindset. Sustainability and

individuality are removing the
stigma associated with
secondhand shopping and
driving peer-to-peer
commerce.

Digital Seniors

Older consumers were forced

online as the world shut down.

Now, familiar and comfortable
with technology, Digital
Seniors are empowered to
make purchases and use
services through this channel.

29

Rural Urbanites

Suburban and rural
communities offer more
spacious housing and greener
scenery, luring consumers out
of the metropolitan area.
City dwellers also want these
benefits brought into their
neighbourhoods.

Sa Y

Financial Aficionados

Consumers are gaining
confidence in investing and
becoming savvy savers to
strengthen financial security.
Financial Aficionados take
control of their money and use
services to track their

transactions.

Self-Love Seekers

Self-Love Seekers prioritise
their happiness, feeling
comfortable in their own skin
and indulging in goods and
services that elevate their
sense of self.

The Great Life Refresh

The pandemic triggered
consumers to make The Great
Life Refresh, resulting in drastic

personal changes and a

collective reboot of values,
lifestyles and goals.

The Socialisation Paradox

Consumers are approaching a
return to pre-pandemic life in
different ways based on their
comfort levels.
Certain consumers are eager,
whilst others are hesitant,
to resume their normal
activities.
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° Splash King

69 POOL SERVICE! We're offering new customers an amazing inro ffer. Ty your first Splash
King experience today! Ask ou team of sign up today for our new intro customer pool service.

r8C's apply

$69 POOL
SERVICE

New Customer Specia! Bocknow
Ty our worid-ciass ool sevice!

Qu mments 2 Shares.

& ke O comment % share 3

Most rlevant +

Wit s comment )

Don't need a pool bloke when i's easy enovigh to maintain a pool anly have to
check ph evels and make sure chirine is ok i's tha easy and you'l save $$55

1 have been a pool “bloke" for many years. Most of my clients.
are weeky and fortnightl and testing water is a small pat of service. $69 fs
a greatintroductory offer. Al the best Splash King.

Like Roply a (4]

illbet you can fx the mower as well

Why bother posting that on their page. They are trying to run a business.
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Fishbein model
A, = BE;

Theory of reasoned action
Bl = A, + SN

Theory of planned behaviour
Bl = A, + SN + PCB

Model of goal-directed behaviour
B =Bl + A, + SN + PCB + FPB + RPB + D + PosEA + NegEA

A, = Attitude towards object
A, = Attitude towards the act
b; = Belief about the brand’s possession of the attribute
Bl = Behavioural intention
D = Desire
E; = Evaluation of the attribute
FPB = Frequency of past behaviour
NegEA = Negative anticipated emotions
PCB = Perceived behavioural control
PosEA = Positive anticipated emotions
RPB = Recency of past behaviour
SN = Subjective norms
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rates & fees find us contact us help logonto... whatare you looking for?

home / about us / welcome to bankwest / welcome / happy banking

bankwest

home L happy banking - an initiative from G
personal 2/bacoy bgnking Bankwest

> meetour happiness

H experts P
business We've set ourselves a mission
banking with us
about us 9 At Bankwest, we're on a mission to make banking a more positive experience for everyone.
N our products Imagine if you could get the same service in a bank that you might getin a retail store. If you could
WbanmSl our people actually talk to someone up close, rather than behind a protective glass barrier. With Happy

h Banking, you don't have to imagine. We're shaking things up in the banking world and are setting a
> In the community our awards new standard for the basics, like having real coffee for customers, no chains on pens and giving
> media centre our journey outice creams on a hot day. We want looking after your money to be a positive, rewarding

‘carelers . other facts & figures experience - something you might call Happy Banking.
> legal st > see why we're different
> suppliers
A more positive experience... in everything we do
latest news Happy Banking didn’t just happen overnight, it's something

we've been studying for some time. Even before we started
coming up with ideas for products and services, we felt it was
vital to conduct extensive research with some of the happiest
things known to man. Real experts in happiness, if you wil
While the subjects themselves may be light-hearted and fun, the
insights they revealed to us have helped setus on our mission
to making banking a happier experience.

Have the issues with Air
Australia affected you?

> hear from our happiness experts

just some of the ways we're making banking happier
5 in the community: How our staff are lending a helpin;
> a better store experience: We're mak
5 our market leading products: There's a reason why we've won a swag of awards
I«

n their local communities

bank br:

he

ore enjoyable for everyone

» dedicated business specialists: Giving you

0 the business banking experts
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ENTERTAINMENT

From booking your favourite restaurant, tickets to
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those special occasions.
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Corporate Hospitality event ticketing - sport,
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Client entertaining
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