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CONSUMER PSYCHOLOGY

consumer psychology is about the understanding of how and
why people, both as individuals and groups, engage in
consumption activities, with products and brands, and how and
why they are affected by them.

1960 - establishment of the Consumer Psychology division in
the American Psychological Association.

CHOICE
ARCHITECTURE

PRICING AS ANY APPLIED SCIENCE IS

| STRATEGY
NUDGE INTERDISCIPLINARY
THEORY

FOCUS ON insights from socio-cultural studies, economics,
LOSSES communication and management.




In the Principles of Psychology, James (1840) discusses the
relationship between personal SELF-CONCEPT AND
MATERIAL POSSESSIONS:

“...a man’s Self is the sum total of all that he can call his, not
only his body and his psychic powers but his clothes and his
house, his wife and children, his ancestors and friends, his
reputation and works...If they wax and prosper, he feels
thriumphant, if they dwindle and die away, he feels cast down
(James, (1890), 1950, 291-292).
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Walter Dill Scott (1869 — 1955)

The first to apply psychology to management and advertising

ADVERTISING AND HUMAN SUGGESTIBILITY:
- Scott argued that because consumers often do not act rationally they
can be easily influenced.

- In his book “The Theory of Advertising’ (1903) he produced a number
of laws and principles that advertisers should have followed, including
REPETITION, RECENCY AND VIVIDNESS.

- In his most famous book “The Psychology of Advertising’ (1908) he
presented an integrated perspective inclusive of irrational aspects
such as INSTINCTS AND EMOTIONS TOGETHER WITH ATTENTION
investigated with various methods including longitudinal
observations, qualitative and quantitative reports.
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in Business, a contribution to

the psychology of business

- Founder of the first very successful business psychology firm
(1920)

WALTER DILL SCOTT




REPETITION

Repetition can build brand familiarity, increasing attention and memory.
However, to be effective, repetition must be used in the right measure: consumers
can become so tired of an ad that they tune it out or actively avoid the product.




PRIMACY AND RECENCY

Attention span and Memory explain both primacy and recency effects. We tend to
remember more and better items presented at the beginning or at the end of a list.
The recency effect has been seen to affect judgements significantly . People
evaluates things based on the last information stored in memory.
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Dolce & Gabbana fashion show cancelled in Shanghai
following racist remarks, Nov 2018

The two fashion designers apologize
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VIVIDNESS

messages with images and simple wording are proven to be more effective

Low vividness > High vividness
Simple warning + Testimonial + ldentifying + Testimonial + Industry’s deceptive
image statement statement claim
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John B. Watson

* In the 1920s he was employed by the advertising company J. Walter
Thompson in New York where he was able to persuade the business
world about the opportunity to adopt behaviourist psychology to predict
and even control consumer behaviour.

* In his academic career he largely experimented PAVLOV’S CLASSICAL
CONDITIONING TECHNIQUE and based on this learning method he
believed that humans beings could be easily conditioned to be and act in

any possible ways.

1. Before conditioning

2. Before conditioning
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old baby. Watson proved that any neutral stimulus could be
used to evoke a strong reaction when associated with the primal
compulsions of hunger, fear, rage, love, vanity and sexuality.
Stanley Resor, president of J. Walter Thompson was convinced
that this principles could be effectively applied to advertising,
and hired the famed psychologist. By 1924 Watson was named
vice president, and the company became the largest and most

T;'”'EGI Food Salivation Tuning Fark Salivation successful advertising firm of the 20th century. As other
o Unconditioned Conditioned Conditioned agencies followed in their steps, the primary goal of advertising
fEspin=c stimulus fEspOnsc shifted from generating awareness about products to inciting

emotional attachments to them.



CLASSICAL CONDITIONING (pavioy, 1900)

a process that occurs through association between environmental stimulus and a natural occurring stimulus — for
which a stimulus that was neutral (a), after repeated associations with a non-neutral stimuli (b), will consequently
produce the same response of the non-neutral stimuli (b) even when presented in isolation

Give a little
happiness.

« UCS - Good looking people, fun, sexy, cool, happiness
UCR —Feeling good / desire to be like this

« NS - Coke
CS —Coke
« CR-Feeling Good about coke / desire to buy coke

= We learn to associate coke with positive images. Coke
becomes meaningful and we are more likely to
purchase it over other drinks




OPERANT CONDITIONING (skinner 1929

Learning occurs through rewards and punishments for behavior.

Through operant conditioning, an association is made between a
behavior and a consequence for that behavior.

Punishment Reinforcement
(decreasing behavior) (increasing behavior)

il adding something adding something
Positive to to

(adding) decrease behavior increase behavior

. subtracting something subtracting something
Negative i =
(subtracting) | decrease behavior increase behavior

<

£10 BACK
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£20 BACK

when you spend £200 or more
Enter code KDHOU

Enter the codes at the checkout before 9am 25.04.16. Exclusions apply.
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Ernest Dichter

- the father of MOTIVATIONAL RESEARCH, introduced Freudian concepts
into the US advertising industry.

- He set up in New York his Institute for Motivational Research, and while
providing consultancy to major companies he explored the use of in-depth
interviews and projective techniques to underpin both conscious and
unconscious processes involved in the interpretation of consumer behavior.

- He was the first to coin the term focus groups: “FOCUS GROUP is a
qualitative research method in which a group of people are asked about
perceptions, opinions, beliefs and attitudes toward products, services,
concept, ideas, packaging, etc..




Trying to achieve the modern aim of being unique or different.

Etwing Gallowey

She wants a new hat, different from the old one.

Cosmetics provide psychological therapy.

Ewing Galloway

Lather has a caressing effect on the skin.



Survey research had predicted housewives
would embrace such an easy baking tool -
however once launched sales were much lower
than expected.

Dichter solved the issue...with a couple of eggs
thanks to motivational research !
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https://www.youtube.com/watch?v=CrpzHMWTWCI

GEORGE KATONA (1901-1981) Hungarian-born American psychologist —

the first to advocate interdisciplinarity between economics and psychologists. ‘The
father of modern behavioural economics’

* CONSUMERS’ WILLINGNESS TO SPEND AS A Consumer Sentiment
RELIABLE INDICATOR OF ECONOMIC TRENDS. -
In contrast with previous economic theory Index Value  Recession PR
explanations, Katona showed the significant B v Expestations
role of attitudes and expectations such as Current Conditions
‘willingness to buy’ as opposed to ‘ability to
buy’. 90
e ‘UNIVERSITY OF MICHIGAN CONSUMER 80
SENTIMENT INDEX'. A questionnaire to 70
measure consumer expectations for the b
application of psychological principle to 60 M /‘
macroeconomics 50 Y escatcin \
* This index enabled him to predict the post- 40 deaillos et e
war boom in the United States at a time 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016
when conventional econometric indicators e N

were predicting a recession



CONSUMER SENTIMENT
INDEX

INDEX OF CONSUMER
ECONOMIC CONDITIONS
(1cC)

INDEX OF CONSUMER
EXPECTATIONS (ICE)

4. Do you think that during

2. Generally speaking. Do 3. Compared to now, do

1. Are you financially better you think now is a good you think you will be the next twelve months

== business conditions in the
country will be good

off than a year ago? time for people to buy mjor financially better off in a

i ? ?
household items? yearr: R

5. Do you think that during
the next five years or so

business conditions in the
country will have continuos
good times?




Chart 1: Consumer Confidence Index® & Historical Shocks

Index, 1985 = 100
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A matter of.. LIMITED RATIONALITY

The Theory of Bounded Rationality (Simon, 1981)

In order to make decisions as according to the principle of coherence and maximization, actors should
have the availability of:

(1) ALL THE NECESSARY INFORMATION; (2) COGNITIVE COMPUTATION ABILITIES, (3)
TIME

CONSEQUENCES?

APPROPRIATENESS?







Is segment A-B longer than A-C?




Are the central squares of different or same
colour?
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CHOOSE BETWEEN:

A) a certain earning of £ 3000

B) a probability of 80% to win £ 5000



25

MOST PEOPLE CHOOSE OPTION A :
a secure earning of £ 3000

RISK AVOIDANCE FOR GAINS
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CHOOSE BETWEEN:

A) a certain loss of £ 3000

B) a probability of 80% to lose £ 5000
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MOST PEOPLE CHOOSE OPTION B :
The probability to lose more

RISK TAKING FOR LOSSES



THE DISAPPOINTMENT/FEAR TO LOSE IS ‘HIGHER’ THAN THE PLEASURE TO WIN

Reference point

. | |

subjective value(+)

VQ Pe=e---

Concave sector

|
|
|
i
Risk-avefsion

loss | T ] T

Risk-seeking

Convex sector

subjective value(-)

()

“Prospect Theory: An Analysis

of Decisions Under Risk,”
Econometrica(1979)47:263 —291.

“The Framing of Decisions and

the Psychology of Choice,”
Science (1981) 211:453 - 458.

Amos Tversky

Daniel Kahneman

“...the research that Tversky and I conducted was guided by the
idea that intuitive judgments occupy a position ... between the
automatic operations of perception and the deliberate operations
of reasoning...we held a two-system view, which distinguished
intuition from reasoning.” -- Kahneman’s Nobel Lecture



Insights from Kahneman and Tversky

(IBECAUSE OF LIMITED RATIONALITY, PEOPLE
USE SIMPLE RULES OF THUMB (HEURISTICS)
TO HELP THEM MAKE JUDGMENTS AND
FORECASTS

VIR R | e
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QTHE USE OF THESE HEURISTICS LEADS TO
SYSTEMATIC ERRORS (BIASES)

(JRANDOM ERRORS WOULD NOT MATTER TO
ECONOMIC THEORY, BUT SYSTEMATIC
ERROR IS A BIG DEAL!!




MENTAL ACCOUNTING

A friend and | are given tickets for a musical in | buy 20 S for two theater tickets — | lose the
London . There is blizzard... we decide to skip tickets. Do | buy them again to go to the
the theatre and stay home in front of the theatre?
telly.... 0 YES
O NO

My friend says ‘if we had paid full price for
those tickets we would have gone!’

| lose 20 S - do | buy two theater tickets that
cost 20 S?

- ?
Question: DO YOU AGREE AND WHY: Q YES

L NO




A bat and a ball cost in total £11 .
The bat costs 10 more than the ball.

How much is the ball?

1 £5.00
1 £1.00
J £0.50

Shane Frederick (2005)
Cognitive Reflection and Decision Making



32

HEALTH INTERVENTION FOR AN ASIAN ILLNESS THAT MIGHT KILL 600 PEOPLE

CHOOSE BETWEEN:

A. With programme A 200 people will survive

B. With programme B there is 1/3 of probability that all the
600 people will survive and 2/3 probability that no one
will be saved

n. e

hicip2

3,
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HEALTH INTERVENTION FOR AN ASIAN ILLNESS THAT MIGHT KILL 600 PEOPLE

CHOOSE BETWEEN:

C. With programme C 400 people will die

D. With programme D there is 1/3 probability that no one
will die and 2/3 probability that 600 people will die.

3\ il 4";
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ﬂ'{i/‘l A.  WITH PROGRAMME A 200 PEOPLE WILL C. WITH PROGRAMME C 400 PEOPLE WILL

SURVIVE DIE
72%
B. WITH PROGRAMME B THERE IS 1/3 OF D. WITH PROGRAMME D THERE IS 1/3 .
PROBABILITY THAT ALL THE 600 PEOPLE PROBABILITY THAT NO ONE WILL DIE g)‘ {ij ﬁ n,ﬁ
WILL SURVIVE AND 2/3 PROBABILITY AND 2/3 PROBABILITY THAT 600 PEOPLE l J
THAT NO ONE WILL BE SAVED WILL DIE.

78%

FRAMING EFFECT

Levin and Gaeth (1988) have found that people ‘s perception of e “7 -
food quality vary significantly if the information focuses on { = 7 Lean fat
<=

a

positive rather than negative attributes: -~ the{ 75%!
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CONSUMERS REPEATEDLY SHOWED TO PREFER MEAT THAT WAS \ w7 )

LABELED ‘LEAN FOR THE 75%’ THAN THE MEAT DESCRIBED AS
‘FAT FOR THE 25%’.
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ENDOWMENT EFFECT..STATUS QUO BIAS

(KAHNEMAN, KNETSCH, THALER, 1990)

The endowment effect and status quo bias

Token experiments: — Mugs experiments:
Markets worked just as @l ~ Too little trading...initial

in text books. assignments seem “sticky”!

Why?
mLoss aversion: Mug owners demanded about twice as much to

give up their mugs as non-owners were willing to pay to get one.

sStatus quo bias, the tendency to stick with what you have. Wine
. . ’ Meet Professor Rosett. Chair of Economics Dept.
=Other remforcmg factors: QYears earlier (1950s) he bought some bottles for $4.95
AThe comfort of the known vs. the unknown. QHe can sell a bottle for $100
Qlnattention, laziness and procrastination. Example: television watching. OFienever paysmotsinan 330:jona/pallieafwine
aBut he sometimes drinks one of his old ones
ﬂ; Professor Rickasd H. Thales

So he won'’t buy, won't sell, but will drink.  Huh?

More research topics!
The “endowment effect”; loss aversion; status quo bias.




Would you drive 10

km to save $100
out of an expense
of ... ?

10 km
.. $10,000

NO




COGNITIVE

We store memories differently based
on how they were experienced

5
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We edit and reinforce
some memories after the fact

We favor simple-looking options
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complex, ambiguous options

To avoid mistakes,
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We project our current mindset and
assumptions onto the past and future

Hindsight bias ®
Rosy retrospection ®

BIAS CODEX

We notice things already primed in
memory or repeated often
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L tg,i 25 ¢ @ anthropomorphic things stick out more 0o Muc
- 4 3 & 3
Sag? s & than non-bizarre/unfunny things .
iise 5 Information
£T38% £
8229% ' We notice when
25008 ;
S2355 ® something has changed
<=5
®voe,

We are drawn to details
@ that confirm our own
existing beliefs

We notice flaws in others
@ more easily than than we
notice flaws in ourselves

° Coniab_u\ag;m “
ing illusk '

: lcnl:;\es:tiv?ty to samp_\e size

» Neglect of probability

o Anecdotal fallacy

llusion of validity

® Masked man fallacy

® Recency illusion

* S:rbler's fallacy

We tend to find stories and
@ patterns even when looking
at sparse data

We fill in characteristics from
stereotypes, generalities,
and prior histories

We imagine things and people
@  we're familiar with or fond of
as better

Telescoping effect ¢

We simplify probabilities and numbers
to make them easier to think about

Not Enough
Meaning

® We think we know what
other people are thinking



THESE BIASES PLAY A MAJOR ROLE IN DETERMINING THE SUCCESS OF SELLING
TOOLS AND APPROACHES IN SEVERAL CONTEXTS

~ Selling tools

Selling script Selling approach  Leaflet

Financial Telecom Retalil
services
Ny




A FIXED TELEPHONY PRICING SCHEME ...

Better price per minute than
competitors ...

... 100 free calls per month ...

4 witha€s monthly fee ...

- | ... and the first 2 months
L] are free!




TRADITIONAL SCRIPT ...

Loss

aversion

Do you mainly use the
phone during the day
or at night?

...you’ Il get a better People will be

than any other operator, more willing to pay
plus 100 free calls per , to keep

month. It costs only § ) something they
Euros per month, and the |k already have, than

first 2 months are free

to acquire
something new

Are you interested?



TRADITIONAL SCRIPT ...

You probably know XXX,
the largest telephone
operator and its new
unrivalled offers ...

... you’ ll get a better
tariff than any other
operator, plus 100 free
calls per month. It costs
only 5 Euros per month,
and the first 2 months are
free

Are you interested?

Source: McKinsey

41

You are more likely
to obtain a large
commitment if you

get to obtain a
small one first

Endorsement



TRADITIONAL SCRIPT ...

You probably know XXX,
the largest telephone
operator and its new
unrivalled offers ...

Do you mainly use the
phone during the day
or at night?

Status

guo bias

People like to keep their
habits. If you get to change
their habits first, you are

Are you interested? ,
likely to get them to pay

not to change them again

Source: McKinsey



TRADITIONAL SCRIPT ...

You probably know XXX,
the largest telephone
operator and its new
unrivalled offers ...

Do you mainly use the
phone during the day
or at night?

... you’ ll get a better
than any other operator, :
olus 100 free calls per & . People do not take action
month. It costs only 5 __ o~ because they fear to
Euros per month, and the T - T 2 1 make mistakes. Choice
first 2 months are free N © - 3 1 canbestimulatediby

making clear they can go Fear to
back regret

Source: McKinsey



CHOICE ARCHITECTURE: NUDGE & PUBLIC POLICY

Choice architecture describes how
the decisions we make are affected
by the layout / sequencing / and
range of choices that are available

For example getting students to
eat more helpfully might involve
altering the design of the school or
college restaurant

Smart building designs might make
it more attractive / easier to take
the stairs rather than use a lift!

Choice architecture is often more
effective when it encourages
simplicity in the decisions that
people have to make and in which
the benefits and costs are made

Getting more
people to use the
salad bar at lunch

How can we

encourage people
to avoid the lift and
take more exercise?

Traffic flow & speed
is influenced by the
road architecture

How best to get
people to use hand
sanitizers more
frequently?



Implementation in Environmental
Policy




ARE ON-LINE CONSUMERS
COGNITIVELY BIASED?

WHAT IS THE ROLE OF INTUITIVE
JUDGMENTS, EMOTIONS AND ...?

WHAT ARE THE
IMPLICATIONS FOR DIGITAL
MARKETING?
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WHAT IS THE VALUE OF THIS GARDEN TABLE AND CHAIRS?

RS

f 129,95



WHAT IS THE VALUE OF THIS GARDEN TABLE AND CHAIRS?

M

SPECIAL OFFER

£72,95 ! %

£ 129,95
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Enjoy fast, free shipping on
over 100 million items when
you start your 30-day free trial




IMPULSE BUYING VS
PLANNED CONSUMPTION

ECCESSIVE &
COMPULSIVE SHOPPING




Rug Carpet Embroidered

= T

W W W™ ~ 1 customer review

1)Different Materiallll IT IS NOT Cotton
and Linen how the seller states, it is
TR G

that uie mavenian s compreweny

different! POOR QUALITY!

__ @ search esco0 = 12:10 AM 4 0 54% W)
o < Item fw)
Adam Hess
@adamhess1

Bought a rug online for my room & realised the importance
of specifying the size of the product you're selling
2:49 PM - 10 Jun 2016

feezy 350 Boost Turtle Dove AQ4832 |
Size 9 LIMITED £

4« 93711 1,093 ©

US $750.00 +Us $13.20 Shipping

or Best Offer

Est. Delivery Fri, Mar 24

Delivery in 4 days Located in United States

Copn WO Tt e s



K wallet

Your Finances

PHYSICAL CONTEXT STILL MATTER Bl i One Place.

...BUT..NEW TRENDS ARE EMERGING

g | WESHOULD MOVE

1007% OF SPENDING
— TO MOBILE.
=1 5
el | i BOOK DIAGNOSTIC TESTS

[ .

® marketoonist.com

. A HABIT "
| ANYTIME. ANYWHERE.

v

*Copyright © KNOWHY S.r.I. Tuttii dirittiriservati.



MAX BUPA

HEALTH

HEALTH INSURANCE

BOOK DIAGNOSTIC TESTS

ON THE GO!

o,

LT LR R
i Wt Goim O

COUPLE NUCLEAR FAM

SR Drgnamtioy
Calculate Your Premium

Number of Adults -
DOB of Eldest Insured

Piell e Datheans

. oy S

STRGE 1=
A HABIT
ANYTIME. ANYWHERE.

i -
3
S Lakh X

/]

*What Is health Insurance? ce?

B T

u;granc-e N

Retriree Ouato 3

iy that covers the

*Get a quote

ILY EXTENDED FAMILY

RENEW

CUSTOMER SUPPORT

BUY MAX BUPA POLICY IN
3 SIMPLE STEPS.

Calculate
Premium

Make
Payment

> oeuis | D

Insurance (8 the subject matter of solicitation | Max Bupa Health Insurance Co, Lid. IRDA
Registration Mo. 145, For more details on terms and cooditionn, exciusions and waiting period,
pleasa rend saies brochurs before concluding n sake: UIN; MA/WE/ 015 201 81605,

" Lt Tl e Nl ol 508 ad 3 bl 3 AT S 5!

Live Chat (2}

MY ACCOUNT

'isj&:ﬂ

Copyright © KNOWAHY S.r.l. Tuttii diritti riservati.

+PLANS FOP INDIVIDUALS
PLANS FOR INDIVIDUALS

+PLANS FOR FAMILY/ EXTENDED FAMILY
PLANS FOR FAMILY/ EXTENDED FAMILY

*AXEDBE
FIXED BE




CONSUMER DECISION MAKING PROCESS

PLANNED IMPULSE

TOP 5 PLANNED CATEGORY PURCHASES TOP 5 UNPLANNED CATEGORY PURCHASES

FOOD NON-FOOD NON-FOO

Milk Catfood Candy (non-choc.) Cosmetics

Eggs Dog food Chocolate candy Air fresheners
Fresh produce Toilet paper Cookies Toothbrushes
Creamer Prescription Frozendesserts / bakery Hand soap
Packaged bread OTC Medicine Frozen snacks / apps Hand / body lotion

Source: Nielsen, Category Shopping Fundamentals



PLANNED CONSUMPTION oroblem:

1) INFORMATION SEARCH
2) INFORMATION EVALUATION
3) CHOICE

MARKETING STRATEGIES CAN STIMULATE

CONSUMERS’ PRIMARY OR SECONDARY DEMAND




PRIMARY DEMAND % e
DROP A
DRINK SIZE

3 Pints of beer is like having 2 burgers
to help you relax. It’s equal to 546 calories. o

Drinking fewer units is a great way to drop a shirt size,
feel healthy and reduce the risk of serious problems
like cancer and liver disease.

EXPLAIN ADVANTAGES OF THE
FUTURE CONDITION AND
EMPHASISE THE LIMITS OF
PRESENT SITUATION

For help and advice on how to manage your
drinking and lose welght VlSlt its.co.ul

or download the F } FEWER }](1])])5/
sUNITS e

“ /fewerunits W @fewerunits

This information is brought to you by Public Health Liverpool



SECONDARY DEMAND

FOCUS ON PRODUCT TRAITS
AND GIVE REASONS WHY ARE
‘BETTER’ THAN COMPETITORS

TEN HIGH
Bourbon Straight and True

©1673 Hiram Walker & Sors Irc.. Peoria. L. =]

PROVIDE SYMBOLIC
ASSOCIATIONS

SUCCESS IS VERY
DEMANDING

\ Sm

Yeckss 15 qom




FIRST PHASE:

INFORMATION SEARCH - FOR PLANNED PURCHASES ONLY

4 MAIN STAGES OF THE PURCHASING BRO%ESS FE)R FTV (MARKET RESEARCH FOR PHILIPS)
p to 6 months .
From 1 weeks till

2 months The same day of
a comparison till

a 2-3 weeks/ 1

month
innovation, technology, x
design and entertainment Zicies 10 epelisnge

e The Iargest FTVs are an touching various ShOpS —

technology: watching and

appealing product family
R * Excitement turns into high " Consumers read - Sales assistant can solve last
: . information cards and
= Consumers start being involvement when the : : question marks and affect final
tive to advertising decision to brin interact with sales oL -
recep o 9 assistant decision with a personal opinion
and communication technology at home is ) .
taken . A second decision is * Key factors: picture quality,
design and technological extras
- Decision to buy is taken on the model and
: : on two-three possible . i i

Decision making influences
Duration: 10-40 min. Duration: 20-60 min. Duration: 30-60 min.

Family (+++), partner
(+++) and friends (+) ) :
affect decision to (++) friends (++) and Salesman (+++) is key

. sale assistant (++) for the final choice
buy, size and budget . .
influence decision.
to be allocated

Partner (++), family (++)
and friends (+++) are
important to increase

Partner(++), family

interest in technology




Information search, experience and risk perception

HIGH INVOLVEMENT vs LOW INVOLVEMENT

COLLANT SUPER COPRENTE




HIGH RISK PERCEPTION HIGH RISK PERCEPTION
CONSUMERS PRODUCTS

FINANCIAL RISK

FUNCTIONAL
RISK

PHYSICAL RISK

SOCIAL RISK

PSYCHOLOGICAL
RISK

Solomon (2002)

WHAT ARE THE STRATEGIES ADOPTED BY CONSUMER TO COPE
WITH RISK PERCEPTION?



A matter of MOTIVATION -

STANDARD LEARNING HIERARCHY

lee

cognition = affect = behaviour

LOW INVOLVEM ENT HIERARCHY

cognition = behaviour = affect

EXPERIENTIAL HIERARCHY

affect =) behaviour = cognition

INVOLVEMENT

PERIPHERAL ATTITUDE SHIFT

PERSUASIVE COMMUNICATION

MOTIVATED TO PROCESS?

(personal relevance,
need for cognition, etc.)

l ves

IS A PERIPHERAL
ABILITY TO PROCESS? NO PROCESS OPERATING?
(distraction, repetition, » €

(identification with source,
use of heuristics,
balance theory, etc.)

knowledge, etc.)

l YES

WHAT IS THE NATURE NO
OF THE PROCESSING?
(argument quality,
initial attitude, etc.)

MORE MORE
FAVORABLE UNFAVORABLE
THOUGHTS THOUGHTS

THAN BEFORE? | THAN BEFORE?

lYES lYES

ARE THE THOUGHTS
RELIED UPON?

(ease of generation,
thought rehearsal, etc.)

l l ELABORATION
g e g e e LIKELIHOOD MODEL

ATTITUDE CHANGE  ATTITUDE CHANGE (Petty & Cacioppo, 1986)

NO

Changed attitude is relatively

enduring, resistant to

counterpersuasion, and
predictive of behavior.




ATTITUDE

Attitude is the amount of affect or feeling for or

against a stimulus
Attitudes are stored in long-term memory

Beliefs are the cognitive knowledge about an object

In high involvement situations, beliefs predict
attitudes.

HOW DO ATTITUDE FORM?
HOW ATTITUDE CAN BE CHANGED?

Multiattribute ATTITUDE Models Assume That a
Consumer’s Attitude (Evaluation) of an Attitude
Object Will Depend on the Beliefs He or She Has
About Several or Many Attributes of the Object.

ATTRIBUTES BELIEFS

IMPORTANCE
WEIGHTS



EXPECTANCY-VALUE THEORY (EVT)

Dr. Martin Fishbein is credited with developing the
expectancy-value theory (EVT) in the early to mid-
1970s.

EVT has three main principle:

1) Individuals respond to novel information about an
item or action by developing a belief about the
item or action.

2) individuals assign a value to each attribute that a
belief is based on.

3) an expectation is created or modified based on
the result of a calculation based on beliefs and
values.

For example, a student finds out that a professor has a reputation for being humorous.

The student assigns a positive value to humor in the classroom, so the student has the

expectation that their experience with the professor will be positive. When the student
attends class and finds the professor humorous, the student calculates that it is a good

class.



Theory of Reasoned Action

Fishbein and Ajzen (1975) represented the expectancy value theory with the following equation where
attitudes (a) are a factorial function of beliefs (b) and values (v).
the TRA can be expressed as the following equation: BI=(AB)W1+(SN) W2

Bl = BEHAVIOURAL INTENTION

AB = ATTITUDES TOWARD PERFORMING THE BEHAVIOR

W = EMPIRICALLY DERIVED WEIGHTS

SN = SUBJECTIVE NORM RELATED TO PERFORMING THE BEHAVIOR (CONFORMITY TO OTHERS AND WILLIGNESS TO CONFORM)




THEORY OF PLANNED BEHAVIOUR (Aizen, 2002) — the role of

perceived control

Beliefs on the
effects
Of consuming A

Evaluation of
consequences

Beliefs on the
others’s
expectancies

Will/motivation
to conform

a I
Attitude toward
RED MEAT \
N ) r ~N N
# BUYING/
INTENTION CONSUMPTION
\ J \_ Y,
4 R /
Subjective Norm
vs Read Meat
\_ ) Perceived
Control




«esbut behaviour is not always palnned and

rational:

IMPULSE BUYING

1) GRATIFICATION
2) SALIENCE
3) ‘CONVENIENCE’

PACKAGING — STORE LAYOUT - PROMOTIONS and...
.. SYMBOLS!!!

= S F
o g




MEANING DIMENSIONS IN IMPULSE PURCHASES

1) INSTRUMENTAL

2) SYMBOLIC

3) EXPERIENTIAL

DURACELL

Figure 1: Meaning dimensions in impulse purchases

~ Tnstrumental ™ Symbolic
(nh]ect fune dons snd atmhutes) <xpressmn of “who sn:umehndy 19
Functional Use Self-expresaive, Personal Identity
control, inde pendence personal qualities, values, Listory,
makes possible antivity relationships
Object Qualities ) Cateporical, Social Identity
financial worth, quality -+ aocial standing , grovp membership
Use-related > - Emotion-related
BT OVITent changes mood, cheers up, s 1f-confident
Purchasze Context
2ale 3 peraonnel

theill of buying , shopping experience




CONSUMPTION AND PERSONAL IDENTITY

* Self-concept
e Real vs ideal self

* Self-Completion Theory
(Wicklund e Gollwitzer, 1982)

campaignforrealbeauty.com

~ For the price of 1 supermodel,
we got 7 real women,




BRAND PERSONALITY IS A SET OF PERSONAL CHARACTERS
ASSOCIATED AND RELATED WITH THE BRAND (Aaker,
1991)

I G- o
Ruler

-
BRITISH AIRWAYS 'C1TD)

Brand Personality

| S
Outlaw DIESEL 4 . : ROLEX
Excitement — Pty @M. 8 H ')
~ mame fm
. Down to earth | Daring — Reliable Upper Class Outdoorsy Sdtor 'g D WimireoiA
Family-oriented Trending Hardworking Glamorous Glamerous hpees f/ & Fare I > -
Small Town Excifing Secure Good looking Good locking Magicen . D (A ‘/ P — @ H
A iy =
— Honest — Spirited — Intelligent Charming Tough CxitHe @ @ [BIBIC
Sincere Cool Technical Feminine Rugged -
Real Young Corporate Smaooth
— Wholesome —  Imaginafive L Successhul
Original Unigque leader
L Cheerful . Uptodate Confident
Sentimental Independent

Friendly Contemporary



BRAND IDENTITY the set of associations that represent what the brand stands for and that imply a
promise to customers from the organisations. It generates a value proposition involving functional,
emotional and self-expressive benefits to stablish a relationship with the customers

LOGO , PACKAGING, RETAIL DESIGN DESIGN AND COMMUNICATION OF
PERSONALITY TRAITS

BRAND EXPERIENCE

“sensations, feelings, cognitions, /
and behavioral responses evoked
by brand-related stimuli that are KAPFERER’S

part of a brand's design and BRAND IDENTITY PRISM PICTURE OF SENDER
identity, packaging, //' ~—_
communications, and /./ “x\

environments (Brakus et al., - S~

2009)» // Physique Personalit\?‘“‘\a

— ~—

RELATIONSHIP WITH ORGANISATIONAL VALUES

CONSUMERS

Culture

A

Relationship

EXTERNALISATION
INTERNALISATION

\ e _

\H‘/

PICTURE OF RECIPIENT

\ HOW CONSUMER FEEL
HOW IT IS PERCEIVED



BRAND IDENTITY PRISM

~

EXTERNALIZATION

5.

Physique

Product-oriented, quality and wide
range or coffee, soft and cozy

atmosphere: “green” colors.

..................................................................................................................

Relationship
Proximity,
personalization,
friendship, conviviality.

..................................................................................................................

Reflection

Connected (a place to
meet work, exchange),
Qualitative, Traditional.

PICTURE OF SENDER

PICTURE OF RECEIVER

Personality
Quality-oriented,
traditional, federative.

Culture
Commitment,
respect (human and
enviroment).

Self-Image
Quality-oriented, perpetuate
traditions, enviroment and
ethically responsible, focus
on human relationships.

e

NOILVZITYNHILNI




BRAND IDENTITY PRISM

PICTURE OF SENDER

EXTERNALIZATION

Physique
Rapid reaction, high
flexibility, market

Personality
Confident mature,
stylish, aggressive,

orientation. unpretentious.
Relationship Culture
Trustworthy, quality, fair European (Spanish),
exchange of value. international, good
relationship with
customers.
Reflection Self-image

Confident, fashionable,
unique.

Style, individualism.

PICTURE OF RECEIVER

NOLLVZITYNYILNI




BRAND IDENTITY PRISM

Physique
Prancing horse, red color,
italian flag, yellow shield.

Relationship
Exclusive, bonding.

EXTERNALIZATION

Reflection

They are wealthy, middle-

aged men to express their
k social status.

PICTURE OF SENDER

PICTURE OF RECEIVER

Personality
Classy, ambitious,
athletic, dominant,
flamboyant.

..................................................................................................................

Culture
Formula One, luxury,
italian.

..................................................................................................................

Self-lmage
| am the elite, | want to
be the best.

NOILVZITYNYHILNI

7




EXTERNALIZATION

BRAND IDENTITY PRISM

PICTURE OF SENDER

Physique
Soft drink, sweet,
refreshing.

Relationship
Proximity, connection
& interactivity, brand
equity..

Reflection
Youthful, family.

Personality
Happiness, moment of joy
and sharing, innovative,
communication, leader.

Culture
- / Happiness, sharing,
W social causes.

Self-Image
Empathic, social,
punchy.

PICTURE OF RECEIVER

NOILVZITVYNHILNI

W - -
e oy

Community

THE
\Getili

Within arms’
reach

More than
just
adrink in
abottle

—
s -
-
_—
-
-

Youthful

Logo

Relationship

Interactive

Colour,!  Sharing
Design,! $
gnl

I Refreshing

'
A 7’

8

Socialisation

Always 3%

% /Everywhere ,
”

| >
3 £ Fha
\ Happiness .~ R NVon SUMMER §

A

American
values

Gt L\
Sharing

~
Young e
- ~
Social e



Innovation and Emotions



