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P R E F A C E

I love to people-watch, don 't you? People shopping, people flirting, people consuming. 
Consumer behavior is the study of people and the products that help to shape their iden
tities. Because I'm a consumer myself, I have a selfish interest in learning more about how 
this process works—and so do you.

In many courses, students are merely passive observers; they learn 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 
book have both professional and personal relevance to the reader, regardless of whether 
he or she is a student, professor, or businessperson. Nearly everyone can relate to the tri
als and tribulations of last-minute shopping; primping for a big night out; agonizing over 
an expensive purchase; fantasizing about a week in the Caribbean; celebrating a holiday 
or commemorating a landmark event, such as graduating or getting a driver's license; or 
(dreaming about) winning the lottery.

In this edition, I have tried to introduce you to the latest and best thinking by some 
very bright scientists who develop models and studies of consumer behavior. But that's 
not enough. Consumer behavior is an applied science, so we must never lose sight of the 
role of "horse sense” when we apply our findings to life in the real world. That's why you'll 
find a lot of practical examples to back up these fancy theories.

What Makes This Book Different: 
Buying, Having, and Being
As this book's subtitle suggests, my vision of consumer behavior goes well beyond study
ing the act of buying—having and being are just as important, if not more so. Consumer 
behavior is more than buying things; it also embraces the study of how having (or not 
having) things affects our lives and how our possessions influence the way we feel 
about ourselves and about each other—our state of being. I developed the 
wheel o f consumer behavior that appears at the beginning of text sec
tions to underscore the complex—and often inseparable—inter
relationships between the individual consum er and his or her 
social realities.

In addition to understanding why people buy things, we 
also try to appreciate how products, services, and consum p
tion activities contribute to the broader social world we expe
rience. Whether we shop, cook, clean, play basketball, hang 
out at the beach, or even look at ourselves in the mirror, the 
marketing system touches our lives. As if these experiences aren 't 
complex enough, the task of understanding the consumer increases 
when we take a multicultural perspective.
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18 Preface

We'll explore these ideas with intriguing and current examples as 
we show how the consumer behavior discipline relates to your daily life. 
Throughout the 10th edition, you'll find up-to-the-m inute discussions 
of topics such as alternate reality games, transm edia storytelling, sock 
puppeting, gripe sites, sexting, bromances, helicopter moms, cosplay, 
the sheconomy, and headbanging rituals. If you can’t identify all of these 
terms, I can suggest a textbook that you should read immediately!

Going Global
The American experience is important, but it's far from the whole story. 
This book also considers the many other consumers around the world 
whose diverse experiences with buying, having, and being we must 
understand. That's why you'll find num erous examples of marketing 
and consum er practices relating to consum ers and com panies out
side the United States throughout the book. If we didn't know it before 
the tragic events of Septem ber 11, 2001, we certainly know it now: 
Americans also are global citizens, and it's vital that we all appreciate 
others' perspectives.

Net Profit

During the summer of 2011, 
in some specially equipped 
movie theaters, viewers of 
films like Pirates of the 

Caribbean: On Stranger Tides and Harry Pot
ter and the Deathly Hallows-Part 2 wouldn't 
just watch the action: They felt the actors' 
movements in their seats. Their chairs would 
pitch forward, backward, and side-to-side and 
they would experience freefall when a charac
ter leapt off a cliff. That extra experience added 
$8 .0 0  to the price of the show, but the movie 
industry was betting that many people would 
gladly fork it over for a wild ride.3

Digital Consumer Behavior: 
A Virtual Community
As more of us go online every day, there's no doubt the world is changing—and consumer 
behavior evolves faster than you can say “the Web." The 10th edition continues to high
light and celebrate the brave new world of digital consumer behavior. Today, consumers 
and producers come together electronically in ways we have never known before. Rapid 
transmission of information alters the speed at which new trends develop and the direc
tion in which they travel, especially because the virtual world lets consumers participate 
in the creation and dissemination of new products.

One of the most exciting aspects of the new digital world is that consumers can in
teract directly with other people who live around the block or around the world. As a 
result, we need to radically redefine the meaning of community. It's no longer enough 
to acknowledge that consumers like to talk to each other about products. Now we share 
opinions and get the buzz about new movies, CDs, cars, clothes—you nam e it—in elec
tronic communities that may include a housewife in Alabama, a disabled senior citizen 
in Alaska, or a teen loaded with body piercings in Amsterdam. And many of us m eet up in 
computer-mediated environments (CMEs) such as Facebook, Twitter, and Foursquare. 
I'm  totally fascinated by what goes on in virtual worlds, and you'll see a lot of material in 
this edition that relates to these emerging consumer playgrounds.

We have just begun to explore the ramifications for consumer behavior when a Web 
surfer can project her own picture onto a Web site to get a virtual makeover or a corpo
rate purchasing agent can solicit bids for a new piece of equipm ent from vendors around 
the world in minutes. These new ways of interacting in the marketplace create bountiful 
opportunities for businesspeople and consumers alike. You will find illustrations of the 
changing digital world sprinkled liberally throughout this edition. In addition, each chap
ter features boxes that I call Net Profit, which point to specific examples of the Internet's 
potential to improve the way we conduct business.
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But is the digital world always a rosy place? Unfortunately, just as in the "real world," 
the answer is no. The potential to exploit consumers, whether by invading their privacy, 
preying on the curiosity of children, or simply providing false product information, is al
ways there. That's why you'll also find boxes called The Tangled Web that point out some 
of the abuses of this fascinating new medium. Still, I can 't imagine a world without the 
Web, and I hope you'll enjoy the ways it's changing our field. When it comes to the new 
virtual world of consumer behavior, you're either on the train or under it.

Consumer Research Is a Big Tent: 
The Importance of a Balanced Perspective
Like most of you who will read this book, the field of consum er behavior is young, dy
namic, and in flux. It is constantly cross-fertilized by perspectives from many different 
disciplines: The field is a big tent that invites many diverse views to enter. I try to express 
the field’s staggering diversity in these pages. Consumer researchers represent virtually 
every social science discipline, plus a few from the physical sciences and the arts for good 
measure. From this blending of disciplines comes a dynamic and complex research per
spective, including viewpoints regarding 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.

The book also emphasizes how strategically vital it is to understand consumers. 
Many (if not most) of the fundamental concepts in marketing em anate from a manager's 
ability to know people. After all, if we don 't understand why people behave as they do, 
how can we identify their needs? If we can't identify their needs, how can we satisfy their 
needs? If we can't satisfy people's needs, we don't have a marketing concept, so we might 
as well fold up our big tent and go home!

To illustrate the potential of consumer research to inform marketing strategy, the text 
contains num erous examples of specific applications of consumer behavior concepts by 
marketing practitioners, as well as examples of windows of opportunity where we could 
use these concepts (perhaps by alert strategists after they take this course!). The Market
ing Opportunity boxes you'll find in each chapter highlight the fascinating ways in which 
marketing practitioners translate the wisdom they glean from consumer research into 
actual business activities.

The Good, the Bad, and the Ugly
A strategic focus is great, but this book doesn't assume that everything marketers do is 
in the best interests of consumers or of their environment. Likewise, as consumers we 
do many things that are not so positive, either. We suffer from addictions, status envy, 
ethnocentrism, racism, sexism, and many other -isms. Regrettably, there are times when 
marketing activities—deliberately or not—encourage or exploit these hum an flaws. This 
book deals with the totality of consum er behavior, warts and all. We'll highlight m arket
ing mistakes or ethically suspect activities in boxes that I call Marketing Pitfall.

On a more cheerful note, marketers create wonderful (or at least unusual) things, 
such as holidays, comic books, Krispy Kreme donuts, nu-jazz music, Webkinz, and the 
many stylistic options that beckon to us in the domains of clothing, home design, the arts, 
and cuisine. I also take pains to acknowledge the sizable impact of marketing on popular 
culture. Indeed, the final section of this book captures very recent work in the field that

The Tangled Web

Marketing Opportunity

People get attached to 
favorite logos-and social 
media platforms allow 
them to learn about any 

unsavory changes almost instantaneously. 
Gap misjudged consumers' attachment to 
its old logo when it introduced a new one 
in 2010 without warning fans first. Within 
hours, consumers who were loyal to the old 
logo were burning up the blogosphere with 
indignant posts. Gap wrote on its Facebook 
page, “We know this logo created a lot of 
hi 177 and wp'fp thriiipd to see passionate 

le criticism got more 
an about-face and 
¡book: “O.K. We’ve 

fat you don’t like the 
iging back the Blue

____ The choice of a great brand
y t  9 P  name is so important that 

f  companies often hire nam
ing consultants to come 

up with a winner. These experts try to find se
mantic associations that click because they 
evoke some desirable connection. That strat
egy brought us names such as Qualcomm 
(“quality” and “communications”), Verizon 
{veritas is Latin for “truth,” and “horizon” 
suggests forward-looking), and Intel (“intel
ligent” and “electronics”). The name Viagra 
rhymes with the famous waterfall Niagara. 
People associate water with both sexuality 
and life, and Niagara Falls is a honeymoon 
mecca. Philip Morris Companies renamed 
itself Altria Group to convey its expansion 
beyond cigarettes into packaged foods and 
brewing. This word means “high”; as one 
brand consultant commented, “I'm not sure 
‘high’ is right for a company with many mood- 
altering products in its brand portfolio.”42 
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Marketing Pitfall

^ ¡ ¿ ^ 2  ^  recession lingers and
the cost of raw materials 
skyrockets due to short
ages caused by natu

ral disasters like the Tokyo earthquake and 
manmade ones like the conflict in the Middle 
East, some companies try to camouflage 
price increases by shrinking the size of pack
ages instead of charging more. Sometimes 
marketers use code words to announce a 
change: they may label the smaller packages 
as greener because there is less plastic or 
cardboard in a smaller box, more “portable” 
when they squeeze products into little carry 
bags, or “healthier" because smaller amounts 
translate into fewer calories. For example, 
Kraft brought out “Fresh Stacks” packages 
for its Nabisco Premium saltines and Honey 
Maid graham crackers. Each holds about 
15 percent fewer crackers than the standard 
boxes for the same price. But, Kraft notes that 
since the new packages include more sleeves 
of crackers, they are more portable-and the 
company notes that as an added benefit the 
smaller boxes supply crackers that will be 
fresher when you get around to eating them. 
A packaging expert noted that typically, when 
the economy recovers, companies respond 
with a new “jumbo” size product that is usu
ally even more expensive per ounce. Then the 
process begins again: “It’s a continuous cycle, 
where at some point the smallest package of
fered becomes so small that perhaps they're 
phased out and replaced by the medium-size 
package, which has been shrunk down. ”52
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scrutinizes, criticizes, and sometimes celebrates consum ers in their everyday worlds. 
I hope you will enjoy reading about such wonderful things as m uch as I enjoyed writing 
about them. Welcome to the fascinating world of consumer behavior!

Consumer Behavior in the Trenches
I'm  a huge believer in the value of up-to-date information. Our 
field changes so rapidly that often yesterday's news is no news 
at all. True, there are "timeless" studies that dem onstrate basic 
consumer behavior constructs as well today as they did 20 years 
ago or more (I may even have authored some of them!). Still, 
I feel a real obligation to present students and their professors 
with a current view of research, popular culture, and m arket
ing activities whenever I can. For this reason, each time I start 
to contemplate my next edition, I write to colleagues to ask for 
copies of papers they have in press that they believe will be im 
portant in the future. Their cooperation with my request allows 
me to include a lot of fresh research examples; in some cases 
these articles will not yet have been published when this book 
comes out.

I've also taken this initiative to the next level with a feature I call CB as I  See It. In 
every chapter you'll find a "flesh-and-blood" consumer behavior professor who shares 
his or her perspective as a leading researcher in a particular area of specialization about 
an appropriate topic. I've let these esteemed colleagues largely speak for themselves, so 
now students can benefit from other voices who chime in on relevant research issues.

Nielsen Nuggets
We've added a new feature to the 10th edition: Nielsen Nuggets. 
The folks at Nielsen, a leading global provider of consumer and 
market research, have partnered with us to provide you with 
actual data the company obtained from recent consum er sur
veys. Each exercise contains Nielsen data and some suggestions 
about how to use it to come up with answers to specific m ar
keting questions. Your challenge is to make sense of what the 
numbers tell us about how people actually consume.

P A R T I NIELSEN NUGGET ■ III

B,
allow students to analyze actual data gathered by one of the 
world’s leading consumer research organizations.

For nearty a century. Nielsen has enabled organizations in 
various Industries to make strategic decisions based on infor
mation it gathers through evolving research methodologies. 
Nielsen helps media companies better understand viewers, 
listeners, and the industry as a wtiole by providing insights 
for audience measurement, advertising effectiveness, and 
overall marketing performance and cross-platform strategies. 
Nielsen's broad range of consumer packaged goods (CPG) 
analytics and consulting services are specifically designed 
for, and with, top CPG manufacturers and retailers, to ensure 
that they have the most accurate view of the consumer and 
the marketplace. Spanning 80 countries across S continents. 
Nielsen maintains its leadership position by providing custom
ized solutions based on local marketing research.

EXERCISE #1 for Chapter 1: Consumers Rule 

Scenario: Awesome Beans is a manufacturer with offerings 
across many categories. Although they have experienced flat 
sales In coffee over the past few years, the category has re
cently begun to show slight growth. Awesome Beans would 
like to capitalize on this trend, to make sure they are receiv
ing at least their fair share of the categoiy growth. The com
pany recently conducted an attitudinal segmentation study. 
Survey research resulted in differentiating coffee consumers 
into (our categories based on their common needs and buy-

2 Determine which of the household types identified 
would be the most appropriate demographically to tar
get with promotions.

3 Which of the demographic dimensions discussed in this 
chapter should be considered as potential segment- 
defining variables?

Attltwllnal Group % Buyon » Valin Indm S Vilut (000»)
25 86 57023
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CB AS I SEE IT
Professor Julie Ozanne, Virginia Tech

E l
I  f you want to work to make the world 
a better place, then It Is essential to 
understand consumers' behavior. Con
sumption lies at the heart of the most 
important problems feeing 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 con
sumption behaviors such as smoking, 
drinking, and gambling. Yet most of the 
people in the world face limited con
sumption opportunities and struggle to 
meet even basic nutritional needs.

Transformative Consumer Research 
is a new movement of consumer 
researchers who want to Improve 
consumer well-being. Transforma
tive consumer researchers engage In 
rigorous research to understand the 
nature of these pressing social prob
lems. But then they seek to move out
side the university to forge alliances 
with external stakeholders who can 
build programs of social change to 
improve the quality of life. Consumer 
researchers stand In a unique posi
tion because they understand and 
respect the interests of both consum
ers and businesses. Thus, they have 
the potential to act as honest bro
kers working with consumer interest 
groups, makers of public policy, 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 Yunls 
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 
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, carsharing, in which 
a fleet of cars is collectively owned 
and used, has spread to 600 cities 
worldwide.

My own research examines how the 
sharing of possessions can build and 
strengthen communities. For instance, 
toy-lending libraries operate similarly 
to book libraries by making toys avail
able to children for a nominal fee. 
Networks of families form communi
ties of sharing that become an impor
tant neighborhood resource for advice 
and support. Children get to enjoy 
a wide range of toys while learning 
important lessons, such as the plea
sures of sharing and a respect for col
lective goods.
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Critical Thinking in Consumer 
Behavior: Case Study
Learning by doing is an integral part of the classroom experi
ence. You'll find a case study at the end of each chapter, along 
with discussion questions to help you apply the case to the 
chapter's contents.

Also included in the 10th edition are the following items 
that will enhance the student learning experience:

•  Chapter Objectives at the beginning of each chapter pro
vide an overview of key issues to be covered in the chapter.
Each chapter summary is then organized around the objectives to help you integrate 
the material you have read.

•  Review at the end of each chapter helps you to study key issues.
•  The Consumer Behavior Challenge at the end of each chapter is divided into two 

sections:
Discuss poses thoughtful issues that encourage you to consider pragmatic and 
ethical implications of the material you have read.
Apply allows you to "get your hands dirty” as you conduct miniexperiments and 
collect data in the real world to better grasp the application of consumer behavior 
principles.

Supplements
DVD—The 10th edition video package offers segments that take you on location, profiling 
well-known companies and their marketing strategies. In addition, we include in-depth 
examinations of the real world of global consum er behavior. These rich and thought- 
provoking films are drawn from the archives of the association for consumer research 
film festivals. These festivals are held annually in North America and in the annual 
non-N orth America conference that rotates among Europe, Latin America, and the Asia 
Pacific region. The video library is available on DVD.

MyMarketingLab—(www.pearsonglobaleditions.com/mymarketinglab) is an easy-to- 
use online tool that personalizes course content and provides robust assessment and 
reporting to measure individual and class performance. All of the resources you need for 
course success are in one place, flexible, and easily adapted for your course experience. 
You can purchase access to MyMarketingLab with a Pearson eText of all chapters or with
out a Pearson eText by visiting www.pearsonglobaleditions.com/mymarketinglab. You 
can also purchase an access card packaged with the text from www.pearsonglobaleditions 
.com at a reduced price.

Case Study
LINKING BRITISH POPULAR CULTURE 
AND BRAND-BUILDING STRATEGIES
As the accelerating forces of globalization and technology cross 
national borders, awareness of, interest in, and participation in 
popular culture(s) have steadily grown worldwide. Further
more, the growth of the Web has revolutionised the spreading 
of new cultural influences globally by creating thousands of on
line communities where people of all ages share information 
one-on-one or with large, worldwide groups using blogs, pod
casts, and social networking sites such as Facebook, Twitter and 
YouTube. As a result, popular culture has become an attractive 
tool for marketers and brand managers.

British popular culture in particular holds an important 
place globally, and much of it appeals to many age groups, re
gardless of their social class, educational background, or religious 
affiliation. Early notable movements, such as the Beatles, the 
British rock band of the 1960s, and, later, Britpop, an era which--y----—------ .----- ,---|--------------------

in the popular culture using web-based consumer-generated, 
content. It is increasingly clear that brands that combine tra
ditional brand management with an updated popular culture 
appeal are amongst the most successful and relevant. British 
companies such as Aston Martin, manufacturer of luxury sports 
cars, the Barclays Bank PLC and fashion house Burberry have 
benefited from an understanding ofhow British popular culture 
is perceived in their target markets and from exploring the inter
national branding potential of popular culture. By way of exam
ple, in 2010, the fashion company Burberry used Emma Watson, 
the actress who played the young Harry Potter heroine Hermlone 
Granger; and George Craig, the lead musician of the indie band, 
One Night Only, to represent the modernity of its heritage brand. 
The popular culture attributes, images, and symbols associated 
with these characters helped breathe life into the iconic Burberry 
brand and transform the brand into readily identifiable British 
products, giving the company a competitive advantage in the 
international marketplace.

http://www.pearsonglobaleditions.com/mymarketinglab
http://www.pearsonglobaleditions.com/mymarketinglab
http://www.pearsonglobaleditions
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Consumers in the Marketplace

This introductoiy section provides an overview of the field of consumer behavior (CB). In 

Chapter 1, we look at how consumers influence the field of marketing and at how marketers 

influence us. We describe the discipline of consumer behavior and some of the different ap

proaches to understanding what makes consumers tick. We also highlight the importance of 

the study of consumer behavior to public policy issues.

C H A P T E R  A H E A D

Chapter 1 • B uying, H aving, and B eing
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Chapter 1 Buying, Having, and Being

Chapter
Objectives

When you finish reading this chapter you will understand why:

1. We use products to help us define our identities in different settings.

2. Consumer behavior is a process.

3. Marketers need to understand the wants and needs of different consumer segments.

4. The Web is changing consumer behavior.

5. Our beliefs and actions as consumers strongly connect to other issues in our lives.

6. Many different types of specialists study consumer behavior.

7. There are two major perspectives on consumer behavior.

MyMarketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

http://www.pearsonglobaleditions.com/


G
ail has some time to kill before her Accounting class, so 

she pulls out her trusty iPhone to see what’s going on in her 

social networks. Between studying for her Accounting and 

Marketing exams, she hasn’t checked out anything interesting in da ys - 

even her Facebook friends around campus have been quiet. Enough 

of the serious stuff, she decides. It’s time for some really educational 

surfing.

So, where to go first? Gail figures she'll start at one of the popular 

women’s portals and see what happens. She goes to iVillage.com, where 

she quickly scans a feature on the top 10 virtual makeovers. At Oxygen 

.com she watches a streaming video preview about a new reality show 

and some scenes from the latest episode of Bad Girls Club. She flicks 

over to HerCampus (“a collegiette’s guide to lifeSM”) to quickly check out 

the male students they’re featuring in today’s Eye Candy section. Just 

then Gail gets a text from Jewelmint.com to notify her that the site has a 

new jewelry option for her that’s based on the profile she filled out when 

she registered-and it’s recommended by actress Kate Bosworth. Wow, a gorgeous pendant for only 

$29.99! With her PayPal account, it doesn’t take Gail long to throw it in the cart and order it-and to 

share a photo of her haul on Facebook. As Gail glances at the clock, she realizes she’d better come 

back to the real world or she’ll miss her exam. OK, enough time for one quick post before she runs 

to catch the campus shuttle: Gail logs on to Ratemyprofessors.com and writes a quick but glowing 

paragraph about how great her Consumer Behavior professor has been this semester. . .  not to men

tion that awesome textbook they’ve been using.1

Source: Supri Suharjoto/Shutterstock.com.

Consumer Behavior: 
People in the Marketplace
This book is about people like Gail—and you. It concerns the products and services we 
buy and use, and the ways these fit into our lives. This introductory chapter describes 
some im portant aspects of the field of consumer behavior and some reasons why it's es
sential to understand how people interact with the marketing system. For now, though, 
let's return to one "typical” consumer: Gail, the business major. The preceding vignette 
allows us to highlight some aspects of consumer behavior that we will cover in the rest 
of the book.

Gail is a consumer, so let's com pare her to other consumers. For some purposes, 
m arketers find it useful to categorize her in term s of her age, gender, incom e, or

29



30 SECTION 1 Consumers in the Marketplace

occupation. These are descriptive characteristics of a population, or demographics. In 
other cases, marketers would rather know something about Gail's interests in clothing 
or music, or the way she spends her leisure time. This sort of inform ation comes u n 
der the category of psychographics, which refers to aspects of a person 's lifestyle and 
personality. Knowledge of consum er characteristics plays an extremely im portant role 
in many marketing applications, such as defining the market for a product or deciding 
on the appropriate techniques to employ when a com pany targets a certain group of 
consumers.

Gail's sorority sisters strongly influence her purchase decisions. The conversations 
we have with others transm it a lot of product information, as well as recom m endations 
to use or avoid particular brands; this content often is more influential than what we see 
on television commercials, magazines, billboards, or even MySpace. The growth of the 
Web has created thousands of online consumption communities where members share 
opinions and recom m endations about anything from Barbie dolls to iPhone apps. Gail 
forms bonds with fellow group members because they use the same products. There 
is also pressure on each group m em ber to buy things that will m eet with the group's 
approval. A consum er may pay a steep price in the form of group rejection or em bar
rassm ent when she doesn't conform to others' conceptions of what is good or bad, "in" 
or "out."

As members of a large society, such as the United States, people share certain cul
tural values, or strongly held beliefs about the way the world should function. Members of 
subcultures, or smaller groups within the culture, also share values; these groups include 
Hispanics, teens, Midwesterners, and even Lady Gaga's "Little Monsters."

As she surfed around to different Web sites, Gail was exposed to many competing 
brands. Numerous sites did not capture her attention at all, whereas she noticed but 
rejected others because they didn't relate to products, people, or ideas with which she 
identified or to which she aspired. 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 advertis
ing, packaging, branding, and other marketing strategies. The choice of a favorite Web 
site is very much a lifestyle statement: It says a lot about a person's interests, as well as 
something about the type of person she would like to be. People often choose a product 
because they like its image or because they feel its "personality" somehow corresponds 
to their own. Moreover, a consumer may believe that if she buys and uses the product or 
service, its desirable qualities will "magically" rub off onto her. When a product or service 
succeeds in satisfying our specific needs or desires, we may reward it with many years of 
brand loyalty, a bond between product and consumer that is very difficult for competi
tors to break.

The appearance, taste, texture, or smell of the item influences our evaluations of 
products. A good Web site helps people to feel, taste, and smell with their eyes. We may 
be swayed by the shape and color of a package, as well as by more subtle factors, such 
as the symbolism in a brand name, in an advertisement, or even in the choice of a cover 
model for a magazine. These judgments are affected by—and often reflect—how a society 
feels people should define themselves at that point in time. If she were asked, Gail might 
not even be able to say exactly why she considered some Web sites and rejected others. 
Many product meanings are hidden below the surface of the packaging and advertising; 
we'll discuss some of the methods marketers and social scientists use to discover or apply 
these meanings.

Like Gail, our opinions and desires increasingly are shaped by input from around 
the world, which is becoming a much smaller place as a result of rapid advancements in 
communications and transportation systems. In today's global culture, consumers often 
prize products and services that "transport" them  to different places and allow them  to
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experience the diversity of other cultures—even if only to watch others brush their teeth 
on YouTube.

o b j e c t i v e  i  w h a t  |s Consumer Behavior?
We use products to help

us define our identities in consum er behavior covers a lot of ground: It is the
different settings. study o f the processes involved when individuals or groups select,

purchase, use, or dispose o f products, services, ideas, or experi
ences to satisfy needs and desires. Consumers take many forms, 

ranging from an 8-year-old child begging her m other for a Webkinz stuffed animal to 
an executive in a large corporation deciding on a multimillion-dollar computer system. 
The items we consume can include anything from canned peas to a massage, dem oc
racy, Reggaeton music, or a celebrity like Lady Gaga. The needs and desires we satisfy 
range from hunger and thirst to love, status, and even spiritual fulfillment. Also, as we'll 
see throughout this book, people can get passionate about a broad range of products. 
W hether it's vintage Air Jordans, that perfect yoga mat, or the latest laptop, there 's no 
shortage of brand fans who will do whatever it takes to find and buy what they crave.

MyMarketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketingiab to test your understanding 
of chapter objectives.

The expanded view of consumer behavior 
embraces much more than the study of 
what and why we buy; it also focuses on how 
marketers influence consumers and how 
consumers use the products and services 
marketers sell. In this case, a hotel in Dubai 
promotes responsible behavior.
Source: Courtesy of Marco Polo Hotel/Dubai; 
Brandcom Agency.

Don't let alcohol alter your reality.
Drink responsibly. Don't drink and drive.

N\ A  RCCr 
^POLO^
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32 SECTION 1 Consumers in the Marketplace

objective 2 Consumer Behavior Is a Process
Consumer behavior
is a process. *n *ts earty stages of development, researchers referred to the 
__________________  field as buyer behavior; this reflected an emphasis on the interac

tion between consumers and producers at the time of purchase. 
Most marketers now recognize that consumer behavior is in fact an ongoing process, not 
merely what happens at the m om ent a consumer hands over money or a credit card and 
in turn receives some good or service.

The exchange, a transaction in which two or more organizations or people give and 
receive something of value, is an integral part of marketing.2 Although exchange theory 
remains an im portant part of consum er behavior, the expanded view emphasizes the 
entire consumption process, which includes the issues that influence the consum er be
fore, during, and after a purchase. Figure 1.1 illustrates some of the issues that we address 
during each stage of the consumption process.

A consumer is a person who identifies a need or desire, makes a purchase, and then 
disposes of the product during the three stages of the consum ption process. In many 
cases, however, different people play a role in this sequence of events. The purchaser 
and 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 
teen). In other cases, another person may act as an influencer, providing recom m enda
tions for or against certain products without actually buying or using them. A friend's 
grimace when you try on that new pair of pants may be more influential than anything 
your m other might say.

Finally, consumers may take the form of organizations or groups. One or several 
persons may make the decisions involved in purchasing products that many will use, as 
when a purchasing agent orders the company's office supplies. In other organizational 
situations, a large group of people may make purchase decisions: for example, company 
accountants, designers, engineers, sales personnel, and others—all of whom will have 
a say in the various stages of the consumption process. As we'll see in Chapter 11, one 
important type of organization is the family, where different family members play pivotal 
roles in making decisions regarding products and services that all will use.

Figure 1.1 STAGES IN THE CONSUMPTION PROCESS

CONSUMER’S PERSPECTIVE

PREPURCHASE
ISSUES

PURCHASE
ISSUES

POSTPURCHASE
ISSUES

MARKETER’S PERSPECTIVE
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Consumers’ Impact on Marketing Strategy
Surfing cool Web sites is a lot of fun. But, on the more serious side, why should managers, 
advertisers, and other marketing professionals bother to learn about consumer behav
ior? Very simply, understanding consumer behavior is good business. The basic marketing 
concept states that firms exist to satisfy needs. Marketers can satisfy these needs only to 
the extent that they understand the people or organizations who will use the products 
and services they sell.

The Sony Walkman is a good example of a successful product that needed to up 
date its image and consum er marketing strategy—especially since the company faces 
fierce competition from the incredibly popular Apple iPod. Although Sony revolution
ized the mobile music experience and sold almost 300 million Walkmans in the process, 
today's teens see portable cassette players as dinosaurs (assuming they've even heard of 
cassettes!). The com pany's advertising agency followed 125 teens to see how they use 
products in their day-to-day lives. Based on this consum er research, Sony relaunched 
the product with a removable "Memory Stick" instead of a cassette player so it works with 
MP3 files. The new S Series plays video and instantly creates channels based on a user's 
listening preferences.3 Too little, too late to catch up with Apple? That's a verdict only 
customers can deliver.

As Sony discovered, consumer response is the ultimate test of whether a marketing 
strategy will succeed. Thus, a marketer should incorporate knowledge about consumers 
into every facet of a successful marketing plan. Data about consumers help organizations 
to define the market and identify threats to and opportunities for a brand. And, in the wild 
and wacky world of marketing, nothing is forever: This knowledge also helps to ensure 
that the product continues to appeal to its core market.

objective 3 Consumers Are Different! 
How We Divide Them Upunderstand the wants r

and needs of different Our society is evolving from a mass culture in which many con- 
consumer segments. sumers share the same preferences to a diverse one in which we

1 11 have almost an infinite num ber of choices. This change makes it
more im portant than ever to identify distinct market segments and to develop specialized 
messages and products for those groups.

Consider, for example, how one of the world's largest food chains is adapting to 
changing times: M cDonald’s now devotes a third of its U.S. marketing budget to televi
sion, compared with two-thirds a few years ago. The company uses that leftover money 
to sponsor closed-circuit sports programming piped into Hispanic bars and for ads in 
Upscale, a custom-published magazine distributed to barber shops that cater to African 
American consumers. McDonald's advertises on Foot Locker's in-store video network to 
reach young men, and it zeroes in on mothers through ads in women's magazines such 
as O; The Oprah Magazine and Web sites such as iVillage.com. McDonald's even spon
sored one of the first global a lternate  reality gam es (ARGs), called The Lost Ring. An ARG 
integrates multiple media channels, ranging from TV, email, SMS, and even snail mail 
to engage a community of players who collaborate to solve a complex puzzle. The Lost 
Ring was the story of six amnesiac Olympians who competed in an ancient, lost Olympic 
sport: labyrinth running. Gamers from all over the world found clues hidden both online, 
in places like YouTube and Flickr and story microsites, as well as in offline locations. 
McDonald's strategically placed 27 game artifacts in the United States, Germany, Australia, 
China, France, Spain, Switzerland, Japan, Canada, Argentina, England, Singapore, Korea, 
South Africa, Sweden, Italy, the Netherlands, and Mexico; the final story lines were not 
revealed until the final artifact was discovered. By the end of the campaign, the game's 
Web site had received 4.8 million visits, and almost 3 million people in 110 countries 
participated.4 Unlike most McDonald's advertising, which makes it clear that you need 
to buy a burger, there was no m ention of the com pany's sponsorship in the campaign
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The woman in this Danish ad is fed up with 
bad financial news. Whether we like it or 
not, the global recession has affected all 
of us. Marketers are scrambling to adjust 
their strategies to this glum economic 
environment.
Source: Courtesy of Bianco Footwear & Co.

(this is known as a "dark-play ARG"). Still, the chain benefited from a substantial boost in 
favorability ratings when people learned who was behind the global game.5

As we'll see later, building loyalty to a brand is a very smart marketing strategy, so 
sometimes companies define market segments when they identify their m ost faithful cus
tomers or heavy users. As a rule of thumb, marketers use the 80/20 rule: 20 percent of 
users account for 80 percent of sales. This guideline often holds up well, and in some cases 
even this lopsided split isn't big enough: A recent study of 54 million shoppers reported 
that only 2.5 percent of consumers account for 80 percent of sales for the average package- 
goods brand. The 1 percent of pet owners who buy 80 percent of lams pet food spend $93 
a year on the brand, and the 1.2 percent of beer drinkers who account for 80 percent of 
Budweiser sales spend $170 on Bud each year. Of the 1,364 brands the researchers stud
ied, only 25 had a consumer base of more than 10 percent that accounted for 80 percent 
of volume.6 In the fast-food industry, the heavy user (no pun intended) accounts for only 
one of five customers but for about 60 percent of all visits to fast-food restaurants. Taco 
Bell developed the Chalupa, a deep-fried and higher-calorie version of its Gordita stuffed 
taco, to appeal to its heavy users. The Checkers burger chain describes its core customer 
as a single male under age 30 who has a working-class job, loves loud music, doesn't read 
much, and hangs out with friends.7 To attract the same customer, Hardee's unveiled its 
Monster Thickburger that weighs in at 1,418 calories—comedian Jay Leno joked that the
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burger comes in a cardboard box shaped like a coffin.8 Finally, Burger King aims a lot of its 
promotions (including its weird but popular King character) to its “Super Fans"—mostly 
young m en who pop into fast-food restaurants 16 times a m onth on average.9

Aside from heavy usage of a product, we use many other dimensions to divide up a 
larger market. As we've already seen, demographics are statistics that measure observable 
aspects of a population, such as birth rate, age distribution, and income. The U.S. Census 
Bureau is a major source of demographic data on U.S. families, but many private firms 
gather additional data on specific population groups as well. The changes and trends 
that demographic studies reveal are of great interest to marketers because they can use 
the data to locate and predict the size of markets for many products, ranging from home 
mortgages to brooms and can openers. Imagine trying to sell baby food to a single male, 
or an around-the-world cruise to a couple making $15,000 a year!

In this book we explore many of the important demographic variables that make one 
consumer the same as or different from others. We also consider other important char
acteristics that are a bit more subtle, such as differences in consumers' personalities and 
tastes that we can't objectively measure yet may be tremendously important in influenc
ing product choices. For now, let's summarize a few of the most important demographic 
dimensions, each of which we'll describe in more detail in later chapters.

Age
Consum ers 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 through
out life.10 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 it in bars, nightclubs, and gyms 
to the product's core audience of young people. Over time, it became popular in other 
contexts, and the com pany 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.11

Gender
We start to make gender distinctions at a very early age—even diapers come in pink 
versions for girls and blue for boys. Many products, from fragrances to footwear, ta r
get either m en or women. An all-female marketing team  at Procter & Gamble (P&G), 
who jokingly call themselves "chicks in charge," introduced Crest Rejuvenating Effects, 
the first mass-market toothpaste positioned just for women. P&G communicates that 
this product is feminine when the company packages it in a teal tube nestled inside a 
glimmering "pearlescent" box. The toothpaste is sparkly, teal-toned, and tastes like 
vanilla and cinnam on.12

Family Structure
A person's family/marital status is yet another im portant demographic variable, because 
this has a huge effect on consumers' spending priorities. Not surprisingly, young bach
elors and newlyweds are the most likely to exercise; go to bars, concerts, and movies; and 
consume alcohol (enjoy it while you can!). Families with young children are big purchas
ers of health foods and fruit juices, whereas single-parent households and those with 
older children buy more junk food. Older couples and bachelors are most likely to use 
home maintenance services.13

Social Class and Income
People who belong to the same social class are approximately equal in terms of income 
and social standing in the community. They work in roughly similar occupations, and 
they tend to have similar tastes in music, clothing, leisure activities, and art. They also 
tend to socialize with one another, and they share many ideas and values regarding the
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way life should be lived.14 The distribution of wealth is of great interest to m arketers be
cause it determ ines which groups have the greatest buying power and market potential.

Race and Ethnicity
African Americans, Hispanic Americans, and Asian Americans are the three fastest- 
growing ethnic groups in the United States. As our society becomes increasingly m ulti
cultural, new opportunities develop to deliver specialized products to racial and ethnic 
groups and to introduce other groups to these offerings. For example, when Reebok intro
duced its RBK shoe line, it signed popular urban artists like 50 Cent to prom ote that line.

Geography
Many national marketers tailor their offerings to appeal to consumers who live in differ
ent parts of the country. Some southerners are fond of a "good ol' boy” image that leaves 
others scratching their heads. Although many northerners regard the nam e "Bubba" as 
a negative term, businesses in Dixie proudly flaunt the name. Bubba Co. is a Charleston- 
based firm that licenses products such as Bubba-Q-Sauce. In Florida, restaurants, sports 
bars, nightclubs, and a limousine firm all proudly bear the nam e Bubba.15

http://www.redneckbank.com
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Lifestyles
Consumers also have very different lifestyles, even if they share other demographic char
acteristics such as gender or age. The way we feel about ourselves, the things we value, 
the things we like to do in our spare tim e—all of these factors help to determine which 
products will push our buttons, or even those that make us feel better. Procter & Gamble 
developed its heartburn medicine Prilosec OTC with an ideal customer in m ind based 
on a lifestyle analysis. Her nam e is Joanne, and she's a m other over the age of 35 who's 
more likely to get heartburn from a cup of coffee than from an overdose of pizza and beer. 
A P&G executive observed, "We know Joanne. We know what she feels. We know what 
she eats. We know what else she likes to buy in the store."16

Marketers carefully define custom er segments and listen to people in their markets 
as never before. Many of them  now realize that a key to success is building relation
ships between brands and custom ers that will last a lifetime. Marketers who believe 
in this philosophy, called relationship marketing, interact with customers on a regu
lar basis and give them  reasons to m aintain a bond with the company over time. A fo
cus on relationships is even more vital during the tough economic conditions we've 
been experiencing—when times are tough, people tend to rely on their good friends for 
support!

Another revolution in relationship building is brought to us courtesy of the com 
puter. Database marketing involves tracking specific consum ers' buying habits very 
closely and crafting products and messages tailored precisely to people's wants and 
needs based on this information. Walmart stores massive amounts of information on the 
100 million people who visit its stores each week, and the company uses these data to 
fine-tune its offerings. For example, when the company analyzed how shoppers' buying 
patterns react when forecasters predict a major hurricane, it discovered that people do 
a lot more than simply stock up on flashlights. Sales of strawberry Pop-Tarts increase by

This Italian ad for a yacht company appeals 
to people who have money-or who dream 
they will someday have enough to buy a 
yacht.
Source: Courtesy of Azimut Yachts.
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Many products help to define our identities. 
Are you what you drive?
Source: Courtesy of Automobile Magazine,
Source Interlink.

about 700 percent, and the top-selling product of all is . . .  beer. Based on these insights, 
Walmart loads its trucks with toaster pastries and six-packs to stock local stores when a 
big storm approaches.17

Marketing’s Impact on Consumers
Does marketing imitate life, or vice versa? After the movie The Wedding Crashers became 
a big hit, hotels, wedding planners, and newlyweds reported an outbreak of uninvited 
guests who tried to gain access to parties across the United States.18 For better or for 
worse, we all live in a world that the actions of marketers significantly influence.

Nothing says more about how you sec yourself than the car you choose to drive. 

And no publication understands this better than Automobile Magazine It  isn't 

about cars. It's for drivers. And dreamers. Automobile M.igozrno is where aspiration 
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Popular Culture
Marketing stimuli surround us as advertisements, stores, and products compete for 
our attention and our dollars. Marketers filter m uch of what we learn about the world, 
w hether through the affluence they depict in glamorous magazines or the roles actors 
play 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 eval
uate 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 that 
perform as promised, to tell us the truth about what they sell, and to price and distribute 
these products fairly.

P opular culture, consisting of the music, movies, sports, books, celebrities, and 
other forms of entertainm ent that the mass market produces and consumes, is both a 
product of and an inspiration for marketers. It also affects our lives 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 global warming, gambling, and addictions. 
W hether it's the Super Bowl, Christmas shopping, national health care, newspaper recy
cling, body piercing, cigarette smoking, tweeting, or online video games, 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 do not seem to realize 
how much marketers influence their preferences for movie and musical heroes; the lat
est 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 the Pillsbury Doughboy to the Jolly Green Giant, at one time or another 
have been central figures in popular culture. In fact, it is likely that more consumers could 
recognize 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.

What Does It Mean to Consume?
W hat's the poop on Peeps? Every year, people buy about 1.5 billion of these mostly taste
less marshmallow chicks; about two-thirds of them  sell around Easter. They have no nu 
tritional value, but they do have a shelf life of 2 years. Maybe that's why not all Peeps get

Some art speaks to you.

Some just

We are surrounded by elements of popular 
culture-the good, the bad, and the ugly. 
This ad for the Museum of Bad Art reminds 
us of that.
Source: With permission of Museum of Bad Art.

in your face.

m u s e u m  o f  b a d  a r t



40 SECTION 1 Consumers in the Marketplace

eaten. Devotees use them in decorations, dioramas, online slide shows, and sculptures. 
Some fans feel challenged to test their physical properties: On more than 200 Peeps Web 
sites, you can see fetishists skewering, microwaving, hammering, decapitating, and oth
erwise abusing the spongy confections.19

This fascination with a creepy little candy chick illustrates one of the fundamental 
premises of the m odern field of consumer behavior: People often buy products not fo r  
what they do butfor 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, we choose the brand that 
has an image (or even a personality!) consistent with our underlying needs.

For example, although most people probably couldn't run faster or jum p higher if 
they were wearing Nikes instead of Reeboks, many die-hard loyalists swear by their fa
vorite 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 are doing more than choosing shoes to wear to the mall: you also make a lifestyle 
statem ent 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 sneakers, musicians, and 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 Super Bowl 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."20

The sociological perspective of role theory takes the view that much of consumer be
havior resembles actions in a play.21 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 they use in other roles. 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," or "big m an on campus."

As we have seen, one trademark of marketing strategies today is that many organi
zations try very hard to build relationships with customers. The nature of these relation
ships can vary, but these bonds help us to understand some of the possible meanings 
products have for us. Furthermore, researchers find that, like friendships and love affairs 
with other people, our relationships with brands evolve over time. Some resemble deep 
friendships, whereas others are more like exciting but short-lived flings.22

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.23

The Global Consumer
The majority of people on Earth live in urban centers. Analysts predict that the num ber 
of megacities, defined as urban centers of 10 million or more, will grow to 26 by 2015.24 
Already, China boasts four shopping centers that are larger than the massive Mall of 
America in Minnesota, and very soon it will be home to seven of the world's largest malls.25

One by-product of sophisticated marketing strategies is the m ovem ent toward a 
global consumer culture, one that unites people around the world by their common
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devotion to brand-nam e consumer goods, movie stars, celebrities, and leisure activities.26 
Many multinational firms are household names, widely recognized (though not neces
sarily liked) by literally billions of people.

The rise of global marketing m eans that even small com panies look to expand 
overseas—and this increases the pressure to understand how customers in other coun
tries are the same or different from those in one's own country. In the restaurant indus
try, for example, Shakey's pizza restaurants are m ushroom ing in the Philippines, and 
food from the International House of Pancakes sells like hotcakes in Tokyo. But m enu 
changes are sometimes called for to please local palates: Schlotzky's in Malaysia offers 
Smokey M ountain Chicken Crunch with “half-virgin" chicken, and diners at Bob's Big 
Boy in Thailand snap up Tropical Shrimp, deep fried with "exotic breading." This book 
will pay special attention to the good and bad aspects of this cultural homogenization.

This ad for electronics products by Samsung 
focuses on pure desire-consuming as 
experience.
Source: Courtesy of Samsung Electronics America, 
Inc. Reprinted by permission.
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objective 4 The Digital Native:
The Web is changing L j v i n g  S o c ja |  [ M e d j a ]  L j f e
consumer behavior. °  1 J

---------------------------- There's little doubt that the digital revolution is one of the most
significant influences on consumer behavior, and the impact of 

the Web will continue to expand as more and more people around the world log in. Many 
of us are avid Web surfers, and it's hard to imagine a time when texting, Twittering, or Face- 
booking on our Androids and iPhones weren’t an accepted part of daily life—not to mention 
those of us who compulsively check in on Foursquare at their local Starbucks 10 times a day!

Electronic marketing makes our lives a lot easier. You can shop 24/7 without leav
ing home, you can read today's newspaper without getting drenched picking up a hard 
copy in a rainstorm, and you don 't have to wait for the 6:00 p .m . news to find out what 
the weather will be like tomorrow—whether at home or around the globe. With the in
creasing use of handheld devices and wireless communications, you can get that same 
inform ation—from stock quotes to the w eather—even when you're away from your 
computer.27

Also, it's not all about businesses selling to consum ers (B2C e-commerce). The 
cyberspace explosion has created a revolution in consum er-to-consum er activity 
(C2C e-commcrce): Welcome to the new world of virtual brand communities. Just as 
e-consumers are not limited to local retail outlets in their shopping, they are not limited 
to their local communities when they look for friends or fellow fans of wine, hip-hop, or 
skateboarding.

Picture a small group of local collectors who meet once a m onth at a local diner to 
discuss their shared interests over coffee. Now multiply that group by thousands, and in
clude people from all over the world who are united by a shared passion for sports m em o
rabilia, Barbie dolls, Harley-Davidson motorcycles, refrigerator magnets, or massively 
multiplayer online games (MMOGs) such as World o f Warcraft. The Web also provides 
an easy way for consumers around the world to exchange information about their experi
ences with products, services, music, restaurants, and movies. The Hollywood Stock Ex
change (hsx.com) offers a simulated entertainment stock market where traders predict the 
4-week box office take for each film. Amazon.com encourages shoppers to write reviews 
of books, and (just as Gail did) you can even rate your professors at RateMyProfessors 
.com (don't tell your prof about this one; it'll be our secret). The popularity of chat rooms 
where consumers can go to discuss various topics with like-minded "Netizens" around 
the world grows every day, as do immersive virtual worlds such as Second Life, Habbo 
Hotel, and Kaneva. News reports tell us of the sometimes wonderful and sometimes hor
rific romances that have begun on the Internet as people check out potential mates on 
sites such as Match.com or OKCupid. In a recent month, one dating site (Plenty of Fish) 
alone had 122 million visits.28

If you're a typical student, you probably can't recall a time when the Internet was just 
a static, one-way platform that transm itted text and a few sketchy images. And, believe 
it or not, in the last century even that crude technique didn't exist. You may have read 
about this in a history class: People actually hand-wrote letters to each other and waited 
for printed magazines to arrive in their mailboxes to learn about current events! The 
term digital native originated in a 2001 article to explain 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.29

Fast-forward a decade: Today the Internet is the backbone of our society. Wide
spread access to devices like personal computers, digital video and audio recorders, 
webcams, and smart phones 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 by a click on a keypad, so information flows 
across people as well.

That's what we m ean by a horizontal revolution. This horizontal revolution is char
acterized in part by the prevalence of social media. Social media are the online means
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of comm unication, conveyance, collaboration, and cultivation among interconnected 
and interdependent networks of people, communities, and organizations enhanced by 
technological capabilities and mobility.

Do you rem em ber all those crazy M entos/Diet Coke videos? At least 800 of them  
flooded YouTube after people discovered that when you drop the quarter-size candies 
into bottles of Diet Coke, you get a geyser that shoots 20 feet into the air. Needless to say, 
Mentos got a gusher of free publicity out of the deal, too.30 Probably the biggest marketing 
phenom enon of this decade is user-generated content, whereby everyday people voice 
their opinions about products, brands, and com panies on blogs, podcasts, and social 
networking sites such as Facebook and Twitter, and even film their own commercials that 
thousands view on sites such as YouTube. This im portant trend helps to define the era of 
Web 2.0: the rebirth of the Internet as a social, interactive m edium from its original roots 
as a form of one-way transmission from producers to consumers.

The Internet and its related technologies that gave birth to Web 2.0 make what we 
know today as social media possible and prevalent. Every day the influence of social m e
dia expands as more people join online communities. Facebook, a social utility that offers 
synchronous interactions (those that occur in real time, like when you text back-and- 
forth with a friend) and asynchronous interactions (those that don't require all partici
pants to respond immediately, like when you email a friend and get an answer the next 
day), photo-sharing, games, applications, groups, e-retailing, and more, has as of the 
time of this writing more than 600 million active users.31 If Facebook were a country, it 
would be the third most populated in the world.

The explosion of online communications 
changes the media landscape as traditional 
media platforms try to adapt. This German 
newspaper ad says, “We sign our pets 
on Facebook. Are we ready for a new 
newspaper? Welt Kompakt. Concise. 
Different. Printed.”
Source: Courtesy of WELT KOMPAKT.

:URZ. ANDERS.
iEDRUCKT
WELT ' 3  KOMPAKT
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People aren 't just joining social communities. They are contributing too! YouTube 
users upload more than 35 hours of video every single minute of every day. That's roughly 
equivalent to 176,000 full-length movies uploaded weekly. In just 30 days on YouTube, 
more video is broadcast than in the past 60 years on CBS, NBC, and ABC broadcasting 
networks combined.32 Consider these mind-boggling social media stats:33

•  If you were paid $ 1 for every time an article was posted on Wikipedia, you would earn 
$156.23 per hour.

•  It took radio 38 years to reach 50 million listeners. TV took 13 years to reach 50 mil
lion users. The Internet took 4 years to reach 50 million people. In less than 9 months, 
Facebook added 100 million users.

•  About 70 percent of Facebook users are outside the United States.
•  Social media activity has overtaken porn as the num ber-one online activity.
•  One out of eight couples married last year met using a social media site.
•  80 percent of companies use Linkedln as their primary recruiting tool.
•  25 percent of search results for the world's top 10 brands are to user-generated 

content.
•  More than 1.5 billion pieces of content are shared on Facebook daily.
•  80 percent of Twitter usage is from mobile devices, and 17 percent have tweeted while 

in the toilet.

This is all exciting stuff, especially because social media platforms enable a culture of 
participation; a belief in democracy; the ability to freely interact with other people, com
panies and organization; open access to venues that allow users to share content 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 democ
racy in the real world, we have to take the bitter with the sweet. There are plenty of unsa
vory things going on in cyberspace, and the hours people spend on Facebook, on online 
gambling sites, or in virtual worlds like Second Life have led to divorce, bankruptcy, or jail 
in the real world. Throughout this book, we'll look at some examples of both the pros and 
cons of virtual consumer behavior, in boxes called "Net Profit" and "The Tangled Web."

o b je c tiv e  5 Marketing Ethics and Public Policy
Our beliefs and actions

as consumers strongly jn busjnessj conflicts often arise between the goal to succeed in 
connect to other issues
in our lives.

the marketplace and the desire to maximize the well-being of 
consumers by providing them with safe and effective products 
and services. However, consumers may expect too much from 

companies and try to exploit these obligations. A case involving the Wendy's fast-food chain 
made national headlines when a woman claimed she had found a finger in her bowl of chili. 
The restaurants became the butt of jokes (some said they served nail clippers with their food 
instead of forks), and sales dropped dramatically at the company's franchises. This forced 
layoffs and reduced hours for many employees—until the woman was arrested for fraud.34

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. Ethical busi
ness is good business. A Conference Board survey of U.S. consumers found that the most 
im portant criterion when forming opinions about corporations is social responsibility in 
such areas as labor practices, business ethics, and environmental issues.35 Consumers 
think better of products made by firms that they feel behave ethically.36

Of course, notions of right and wrong differ among people, organizations, and cul
tures. Some businesses believe it is OK for salespeople to pull out all the stops to persuade 
customers to buy, even if it m eans giving them  false information; other firms feel that 
anything less than total honesty with customers is terribly wrong. Because each culture
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has its own set of values, beliefs, and customs, companies around the world define ethical 
business behaviors quite differently. For example, one study found that because of differ
ences in values (more on this in Chapter 4), Mexican firms are less likely to have formal 
codes of ethics and they are more likely to bribe public officials than are U.S. or Canadian 
companies. However, because of different attitudes about work and interpersonal rela
tionships, these companies also are more likely to treat lower-level employees better than 
do their northern neighbors.37

These cultural differences certainly influence whether business practices such as 
bribery are acceptable. Bribing foreigners to gain business has been against the law in the 
United States since 1977, under the Foreign Corrupt Practices Act. The Organization for 
Economic Cooperation and Development (OECD), to which most industrialized coun
tries belong, also outlaws bribery. Still, these practices are common in many countries. 
In Japan, it's 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. Giving "gifts" in 
exchange for getting business from suppliers or customers is common and acceptable in 
m any countries, even though this may be frowned on elsewhere.

Regardless of w hether they do it intentionally, some marketers do violate their 
bonds of trust with consumers. In some cases, these actions are actually illegal, as when 
a m anufacturer deliberately mislabels the contents of a package. Or a retailer may adopt a 
"bait-and-switch" selling strategy that lures consumers into the store by offering inex
pensive 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 neighborhoods; others sponsor commercials depicting groups 
of people in an unfavorable light to get the attention of a target market. Civil rights 
groups, for example, charge that the marketing of m enthol cigarettes by R. J. Reynolds to 
African Americans is illegal because m enthol cigarettes are less safe than regular brands. 
A company spokeswoman responds, "This links to the bigger issue that minorities require 
some special protection. We find that offensive, paternalistic, and condescending."38 
Who is right? Throughout this book, we highlight ethical issues that relate to the practice 
of marketing. In boxes we call "Marketing Pitfall," we discuss questionable practices by 
marketers or the possible adverse effects of certain marketing strategies on consumers.

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?

Welcome to Consumerspace
Who controls the market, companies or consumers? This question is even more com 
plicated as new ways of buying, having, and being are invented every day. It seems that 
the "good old days" of marketerspace— a time when com panies called the shots and 
decided what they wanted their customers to know and do—are dead and gone. As we 
saw with Gail's surfing decisions, many people now feel empowered to choose how, 
when, or if they will interact with corporations as they construct their own consumer
space; 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 prod
ucts. 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" com panies—but in 
new ways and on their own terms. As we'll see throughout this book, profound changes
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The Tangled Web

jF ?  One of the biggest ethical 
issues that faces many 
marketers today relates 
to how much they can-or 

should-know about their customers. Virtually 
anyone who surfs the Web or carries a cell 
phone (especially a smart phone with GPS 
capability) shares reams of personal informa
tion with all sorts of companies (whether they 
know it or not). Social network sites like Face- 
book and major companies like Apple have 
come underfire for their privacy policies. Still, 
it’s unclear whether many digital natives are 
all that concerned about whether others know 
where they are or what they buy.

Indeed, one new application called Color 
is based on the premise that we want others 
to know what we’re up to. The Color software 
creates a user network that combines location- 
based technology with social media so that 
users who are within range (50 feet) of the 
sender can see his or her images, videos, and 
texts from their other social networks. There 
is no password, no friending, and no way for 
users to limit private content to specific indi
viduals. Color’s founder observed, “there’s no 
more electronic dog fence created by Face- 
book. It’s all over. This is the post-PC world. 
It’s a brand new way of sharing.”40 Still, other 
online data and tracking firms are a bit more 
concerned about what gets shared, and they 
want to preempt any consumer backlash that 
might prevent them from gathering valuable 
data. Several major firms are banding together 
to form an Open Data Partnership, which will 
allow consumers to edit the interests, demo
graphics, and other profile information col
lected about them. It also will allow people to 
choose not to be tracked at all.41

in consumer behavior are influencing how people search for product information and 
evaluate alternative brands. In the brave new world of consumerspace, we have the po
tential to shape our own marketing destiniesễ39

Do Marketers Create Artificial Needs?
The marketing system has come under fire from both ends of the political spectrum. On 
the one hand, some members of the Religious Right believe that marketers contribute 
to the moral breakdown of society by presenting images of hedonistic pleasure and en
couraging the pursuit of secular humanism at the expense of spirituality and the environ
ment. A coalition of religious groups called the National Religious Partnership for the 
Environment claims that gas-guzzling cars and other factors that cause climate change 
are contrary to Christian moral teachings about protecting people and the earth.42

On the other hand, some leftists argue that the same deceitful promises of m ate
rial pleasure function to buy off people who would otherwise be revolutionaries work
ing to change the system.43 According to this argument, the marketing system creates 
dem and—dem and that only its products can satisfy.

A Response. A need is a basic biological motive; a want represents one way that society 
has taught to satisfy the need. For example, thirst is biologically based; we are taught 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.

Are Advertising and 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 pur
chasing decisions, and our thought processes by the use of insights gleaned from psy
chiatry and the social sciences."44 The economist John Kenneth Galbraith charged that 
radio and television are im portant 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 even be more relevant to 
online communications, where a simple click delivers a world of information to us.

Many feel that marketers arbitrarily link products to desừable social attributes, fostering 
a materialistic society in which we are measured by what we own. One influential critic even 
argued that the problem is that we are not materialistic enough—that is, we do not sufficiently 
value goods for the utilitarian functions they deliver but instead focus on the ừrational value 
of goods for what they symbolize. 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."45

A Response. Products are designed to meet existing needs, and advertising only helps to 
communicate their availability . 4 6  According to the economics of inform ation perspec
tive, advertising is an im portant source of consum er information.4' This view em pha
sizes the economic cost of the time spent searching for products. Accordingly, advertising 
is a service for which consumers are willing to pay because the information it provides 
reduces search time.

Do Marketers Promise Miracles?
Through advertising, consumers are led to believe that products have magical properties; 
that is, products will do special and mysterious things for consumers in a way that will 
transform their lives. We will be beautiful, have power over others' feelings, be success
ful, and be relieved of all ills. In this respect, advertising functions as mythology does in 
primitive societies: It provides simple, anxiety-reducing answers to complex problems.
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DESPITE WHAT SOME PEOPLE THINK, 
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This ad was created by the American 
Association of Advertising Agencies to 
counter charges that ads create artificial 
needs.
Source: Used with permission of American 
Association of Advertising Agencies.

A  Response. Advertisers simply do not know enough about people to manipulate them. 
Consider that the failure rate for new products ranges from 40 to 80 percent. Although 
people think that advertisers have an endless source of magical tricks and scientific tech
niques to manipulate them, in reality the industry is successful when it tries to sell good 
products and unsuccessful when it sells poor ones.48

Public Policy and Consumerism
Concern for the welfare of consumers has been an issue since at least the beginning of 
the 20th century, and activists continue to voice concerns about a range of issues such 
as child labor, exploitative advertising, and genetically engineered food.49 Recent deaths
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due to salmonella-infected peanut butter and contaminated toothpaste have added fuel 
to the fire.

Partly as a result of consum ers' efforts in the United States, the U.S. government 
established many federal agencies to oversee consum er-related activities. These in 
clude the Department of Agriculture, the Federal Trade Commission, the Food and Drug 
Administration, the Securities and Exchange Commission, and the Environmental Pro
tection Agency. After Upton Sinclair's 1906 book The Jungle exposed the awful conditions 
in the Chicago meatpacking industry, Congress was prom pted to pass im portant pieces 
of legislation—the Pure Food and Drug Act in 1906 and the Federal Meat Inspection Act 
a year later—to protect consumers. A summary of some im portant consum er legisla
tion enacted since that time appears in Table 1.1. You can find other information about 
consumer-related issues at consumerreports.org and cpsc.gov (the Consumer Product 
Safety Commission).

The Food and Drug Administration (FDA) polices advertising claims as well as the 
contents of edible products and pharmaceuticals, and its efforts have been more ag
gressive with the advent of the Obama administration. For example, as part of an FDA 
crackdown on consum er drug advertising, in 2009 Bayer H ealthcare Pharmaceuticals 
launched a $20 million advertising campaign for Yaz, the most popular birth control pill

Sample of Federal Legislation Intended to Enhance Consumers’ Welfare

Year Act Purpose

1953 Flammable Fabrics Act Prohibits the transportation of flammable fabrics across state lines.

1958 National Traffic and Safety Act Creates safety standards for cars and tires.

1958 Automobile Information 
Disclosure Act

Requires automobile manufacturers to post suggested retail prices on new cars.

1966 Fair Packaging and 
Labeling Act

Regulates packaging and labeling of consumer products. (Manufacturers must provide 
information about package contents and origin.)

1966 Child Protection Act Prohibits sale of dangerous toys and other items.

1967 Federal Cigarette Labeling and 
Advertising Act

Requires cigarette packages to carry a warning label from the Surgeon General.

1968 Truth-in-Lending Act Requires lenders to divulge the true costs of a credit transaction.

1969 National Environmental 
Policy Act

Established a national environmental policy and created the Council on Environmental 
Quality to monitor the effects of products on the environment.

1972 Consumer Products Safety Act Established the Consumer Product Safety Commission to identify unsafe products, establish 
safety standards, recall defective products, and ban dangerous products.

1975 Consumer Goods Pricing Act Bans the use of price maintenance agreements among manufacturers and resellers.

1975 Magnuson-Moss Warranty- 
Improvement Act

Creates disclosure standards for consumer product warranties and allows the Federal Trade 
Commission to set policy regarding unfair or deceptive practices.

1990 The Nutrition Labeling and 
Education Act

Reaffirms the legal basis for the Food and Drug Administration’s new rules on food labeling 
and establishes a timetable for the implementation of those rules. Regulations covering 
health claims became effective May 8, 1993. Those pertaining to nutrition labeling and 
nutrient content claims went into effect May 8, 1994.

1998 Internet Tax Freedom Act Established a moratorium on special taxation of the Internet, including taxation of access 
fees paid to America Online and other Internet Service Providers.

2010 Dodd-Frank Wall street Reform 
and Consumer Protection Act

Prompted by the recession that began in 2009, intends to promote the financial stability 
of the United States by improving accountability and transparency in the financial system, 
to end “too big to fail,” to protect the American taxpayer by ending bailouts, and to protect 
consumers from abusive financial services practices.
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in the United States. The twist is that the TV commercials, which ran during prime-time 
shows like Grey's Anatom y  and on cable networks, warn that nobody should take Yaz 
hoping that it will also cure pimples or prem enstrual syndrome. Bayer was required to 
run these ads to correct previous messages that regulators decided overstated the drug's 
ability to improve women's moods and clear up acne.50

Advertisers, retailers, and manufacturers typically try to police themselves to ensure 
that their messages and products are not harmful or inaccurate. In addition to good in
tentions, they have a very practical reason for doing so: They don 't want governments 
to do it for them. Indeed, sometimes these efforts even seem to go a bit over the top. 
Consider, for example, a recent ruling by the National Advertising Division (NAD) of the 
Council of Better Business Bureaus, which is one of these industry watchdogs. Acting on 
a complaint by rival Kimberly-Clark, Procter & Gamble m ust add little flecks of cartoon 
toilet paper to the backsides of its Charmin cartoon bears in future ads for its toilet paper. 
Although P&G supported its claim that Charmin leaves "fewer pieces behind'' than the 
Cottonelle brand (and showed the results of its test on the brand 's Web site), the NAD 
decided that the test "did not accurately reflect the results consumers normally see and 
experience."51

However, many regulatory issues are a lot more im portant than flecks of toilet paper, 
and require active monitoring by policymakers. For example, a hot button right now is 
efforts to curb child obesity by encouraging advertisers to limit the messages they send 
to kids about foods that are high in sodium, saturated fat, and added sugars. The Obama 
administration issued a set of voluntary guidelines, and it's likely that most companies 
will comply with these suggestions, which will affect commercials on about 1,700 televi
sion programs. The guidelines stipulate that food products targeted to children ages 2 to 
17 would have to provide a "meaningful contribution" to a healthy diet and would have 
to meet limits for harmful ingredients (e.g., no trans fats allowed).52

Consumer Activism: America™?
"Absolut Impotence." So reads a parody of a vodka ad created by Adbusters, a nonprofit 
organization that advocates for "the new social activist m ovem ent of the information 
age." The editor of the group's magazine argues that America is no longer a country, 
but rather a multitrillion-dollar brand subverted by corporate agendas. He claims that 
America™ is no different from McDonald's, Marlboro, or General Motors (well, let's at 
least hope our country's balance sheet starts to look a bit better than GM's).53

This Brazilian ad employs a novel message 
to encourage eye exams.
Source: Courtesy of Almap BBDO Communicacoes 
Ltda., photographer Alexandre Ermel.
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Indie Retail Network Order Now

Hemp Uppers

Made in a Fair Trade Factory

Only sold in indie shops

Natural Rubber

T h e  in d e p e n d e n t  a lte rn a tive  to  Hike's C o n ve rse

BLACKSPOT SNEAKER

AHand drawn sweet spot f o H p i n g  corporate ass \

j

> Cr. > Blackspot Shoes

BLACKSPOT SHOES

V1: TH E CLASSIC

To protest against what the organization 
claims are Nike’s unfair labor practices, 
Adbusters sells its own Blackspot sneakers. 
They are made from hemp in a Portuguese 
factory where workers receive pay higher 
than the country’s minimum wage and where 
many employees belong to a union.56 
Source: Image courtesy of adbusters.org.

Adbusters sponsors num erous initiatives, including Buy Nothing Day and TV Turn
off Week, intended to discourage ram pant commercialism. These efforts, along with bit
ing ads and commercials that lam poon advertising messages, are examples of culture 
jamming, a strategy to disrupt efforts by the corporate world to dom inate our cultural 
landscape. The movement believes that "culture jamming" will change the way informa
tion 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.54 The 
Culture Jammers 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."55

Although some in corporate America may dismiss these extreme sentim ents as 
the ravings of a lunatic fringe, their proponents deserve to be taken seriously. The re
cent scandals involving such corporate icons as BP, AIG, Enron, Martha Stewart, Arthur 
Andersen, and Merrill Lynch have fueled a growing bonfire of mistrust and skepticism 
among the consuming public. Time will tell if these backlashes against companies will die 
down or continue to grow as new scandals continue to come to light. Clearly, we need to 
take dramatic steps to restore public confidence, as the business page of the newspaper 
starts to read like the crime blotter.

President John F. Kennedy ushered in the m odern era of consum erism  with his 
"Declaration of Consumer Rights" in 1962. These include the right to safety, the right to 
be informed, the right to redress, and the right to choice. The 1960s and 1970s were a time 
of consumer activism as consumers began to organize to demand better-quality products 
(and to boycott companies that did not provide them).

The publication of books such as Rachel Carson's Silent Spring in 1962, which at
tacked the irresponsible use of pesticides, and Ralph Nader's Unsafe a t Any Speed in 
1965, which exposed safety defects in General Motors' Corvair automobile, prom pted 
these movements. Many consumers have a vigorous interest in consum er-related issues, 
ranging from environmental concerns such as global warming and climate change, toxic 
waste, and so on, to excessive violence and sex on television or in the lyrics of popular 
rock and rap songs. Recent controversies surrounding "shock jocks" such as Don Imus or 
Glenn Beck, who use the public airwaves to hurl insults about racial or religious groups, 
illustrate that people take these issues very seriously.

Indeed, some consum er researchers are themselves organizing, not only to study 
but also to rectify what they see as pressing social problem s in the marketplace. This
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This British social marketing campaign tries 
to change how people look at individuals 
with physical deformities.
Source: Courtesy of Changing Faces U.K. DDB, 
London; Photograph by Robert Wilson.

perspective is called participatory action research (PAR) or Transformative Consumer 
Research (TCR). It prom otes research projects that include the goal of helping people 
or bringing about social change. Consumers are not objects of research, but collabo
rators who work with the researchers to realize this change. Adherents of TCR work 
with at-risk populations, such as children, the disadvantaged, and the disabled, or 
on such topics as materialism, consum ption of dangerous products, and compulsive 
consum ption.57

Social Marketing
As the emerging TCR perspective shows, the field of consum er behavior can play an 
im portant role in improving our lives as consum ers.58 Social marketing strategies use 
the techniques that marketers normally employ to sell beer or detergent to encourage 
positive behaviors such as increased literacy and to discourage negative activities such 
as drunk driving.59 Many researchers help to evaluate or create public policies to en 
sure that products are labeled accurately, to ensure that people can com prehend im por
tant information in advertising messages, or to prevent children from being exploited 
by program-length toy commercials that m asquerade as television shows. For example,

http://www.changingfaces.org.uk
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CB AS I SEE IT
Professor Julie Ozanne, Virginia Tech

I f  you want to work to make the world 
a better place, then it is essential to 
understand consumers’ behavior. Con
sumption 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 con
sumption behaviors such as smoking, 
drinking, and gambling. Yet most of the 
people in the world face limited con
sumption opportunities and struggle to 
meet even basic nutritional needs.

Transformative Consumer Research 
is a new movement of consumer 
researchers who want to improve 
consumer well-being. Transforma
tive consumer researchers engage in 
rigorous research to understand the 
nature of these pressing social prob
lems. But then they seek to move out
side the university to forge alliances 
with external stakeholders who can 
build programs of social change to 
improve the quality of life. Consumer 
researchers stand in a unique posi
tion because they understand and 
respect the interests of both consum
ers and businesses. Thus, they have 
the potential to act as honest bro
kers working with consumer interest 
groups, makers of public policy, 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 Yunis 
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 
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, carsharing, in which 
a fleet of cars is collectively owned 
and used, has spread to 600 cities 
worldwide.

My own research examines how the 
sharing of possessions can build and 
strengthen communities. For instance, 
toy-lending libraries operate similarly 
to book libraries by making toys avail
able to children for a nominal fee. 
Networks of families form communi
ties of sharing that become an impor
tant neighborhood resource for advice 
and support. Children get to enjoy 
a wide range of toys while learning 
important lessons, such as the plea
sures of sharing and a respect for col
lective goods.

American Airlines and the American Association of People with Disabilities (AAPD) are 
joining forces to create television commercials that portray people with disabilities in a 
positive light.60

NYC Condom Finder is an app that taps into 
your phone’s GPS to identify the closest of 
the nearly 1,000 locations in New York City 
that distribute free condoms.61
Source: New York City Department of Health and 
Mental Hygiene.

Green Marketing
Firms that adopt a green marketing philosophy choose to protect or enhance the natural 
environment as they go about their business activities. Some have focused their efforts on 
reducing wasteful packaging, as when Procter & Gamble introduced refillable containers 
for Downy fabric softener.62 We'll discuss this important trend in more detail in Chapter 4.

C O N D O

Description
NYC Condom  Finder by NYC Health helps you find FREE condoms no matter where you are in New York City. Find 

Condom s NYC uses your iPhone's CPS to locate and provide walking directions to the 5 nearest venues that distribute 

FREE NYC Condom s! With more than 3 ,0 0 0  locations throughout all 5 boroughs, no matter where you are, you’ll
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Social marketing campaigns promote a wide 
range of causes. This appeal against the 
death penalty ran in France.

OBJECTIVE 6 Consumer B6h3VI0r Source: Courtesy ofTBWA\Paris.

s s r r  as a Reid °f study
consumer behavior.
__________________  By now it should be clear that the field of consumer behavior

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 an awful lot to understand, and many ways to go about it. Although people 
have certainly been consumers for a long time, it is only recently that consumption per se 
has been the object of formal study. In fact, although many business schools now require 
that marketing majors take a consum er behavior course, most colleges did not even offer 
such a course until the 1970s.

Where Do We Find Consumer Researchers?
Where do we find consumer researchers? Just about anywhere we find consumers. Con
sum er researchers work for manufacturers, retailers, marketing research firms, govern
m ents and nonprofit organizations, and of course colleges and universities. You'll find 
them  in laboratories, running sophisticated experiments that involve advanced neural
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A Ford ad in Brazil promotes conservation.
Source: Courtesy of J. Walter Thompson
Publicidade LTDA-Sao Paulo-Brazil. imaging machinery, or in malls interviewing shoppers. They may conduct focus groups

or run large-scale polling operations. For example, when the 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."63

Researchers work on many types of topics, from everyday household products and 
high-tech installations to professional services, m useum  exhibits, and public policy is
sues such as the effect of advertising on children. Indeed, no consum er issue is too sa
cred for researchers: Some intrepid investigators bravely explore "delicate" categories 
like incontinence products and birth control devices. The marketing director for Trojan 
condoms noted 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 
m en relate to condoms.64

Interdisciplinary Influences on the Study 
of Consumer Behavior
Many different perspectives shape the young field of consumer behavior. Indeed, it is hard 
to think of a field that is more interdisciplinary. You can find people with training in a very 
wide range of disciplines—from psychophysiology to literature—doing consumer research.
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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 consum er research, 
consider the list of professional associations that sponsor the field's major journal, the 
Journal o f Consumer Research: the American Association of Family and Consumer Sci
ences, 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 M anagement Sciences, the American 
Anthropological Association, the American Marketing Association, the Society for Per
sonality and Social Psychology, the American Association for Public Opinion Research, 
and the American Economic Association. That's a pretty mixed bag.

So, with all of these researchers from diverse backgrounds interested in consum er 
behavior, which is the "correct" discipline to look into these issues? You might remember 
a children's story about the blind men and the elephant. The gist of the story is that each 
m an 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. De
pending on the training and interests of the researchers studying it, they will approach the 
same consumer phenom enon in different ways and at different levels. Table 1.2 illustrates 
how a "simple" topic such as magazine usage can be understood in many different ways.

Figure 1.2 provides a glimpse of some of the disciplines working in the field and the 
level at which each tackles research issues. We can roughly characterize them  in terms of 
their focus on micro versus macro consumer behavior topics. The fields closer to the top 
of the pyramid concentrate on the individual consumer (micro issues), and those toward 
the base are more interested in the aggregate activities that occur among larger groups

Interdisciplinary Research Issues in Consumer Behavior

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 recognized 
and interpreted; which parts of a magazine people are most likely to read.

Clinical Psychology: product role in psychological 
adjustment

How magazines affect readers’ body images (e.g., do thin models make the average 
woman feel overweight?)

Microeconomics/Human Ecology: product role in 
allocation of individual or family resources

Factors influencing the amount of money a household spends on magazines.

Social Psychology: product role in the behavior of 
individuals as members of social groups

Ways that ads in a magazine affect readers’ attitudes toward 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 sorority)

Macroeconomics: product role in consumers’ relations 
with the marketplace

Effects of the price of fashion magazines and 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 overtime 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 behavior (e.g., the role of working women, sexual 
taboos)
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Figure 1.2 THE PYRAMID OF MICRO CONSUMER BEHAVIOR
CONSUMER BEHAVIOR (INDIVIDUAL FOCUS)
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of people, such as consumption patterns shared by members of a culture or subculture 
(macro issues). As we make our way through this book, we'll focus on the issues at the top 
(micro) and then make our way to the bottom of the pyramid by the end of the course. 
Hang in there!

Should Consumer Research Have an Academic 
or an Applied Focus?
Many researchers regard the field of consum er behavior as an applied social science. 
They argue that the value of the knowledge we generate should be judged in terms of its 
ability to improve the effectiveness of marketing practice. However, others argue that 
consum er behavior should not have a strategic focus at all; the field should not be a 
"handmaiden to business." It should instead focus on the understanding of consum ption 
for its own sake rather than marketers applying this knowledge to making a profit.65 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!

objective 7 j Wo Perspectives on Consumer Research
There are two major
perspectives on ®ne general waY *n which we classify consum er research is in 
consumer behavior terms of the fundam ental assumptions the researchers make 
__________________  about what they study and how to study it. We call a set of be

liefs that guide our understanding of the world a paradigm. As 
in other fields of study, a paradigm dominates the discipline of consum er behavior, but 
some believe it is in the middle of a paradigm shift, which occurs when a competing 
paradigm challenges the dom inant set of assumptions.
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The basic set of assumptions underlying the dominant paradigm at this point in time 
is positivism (sometimes called modernism)ề This perspective has significantly influenced 
Western art and science since the late 16th century. It emphasizes that hum an reason is 
supreme and that there is a single, objective truth that science can discover. 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 newer paradigm of interpretivism (or postmodernism) questions these assum p
tions.66 Proponents of this perspective argue that our society emphasizes science and 
technology too much, and they feel that this ordered, rational view of behavior denies 
or ignores the complex social and cultural world in which we really live. Others feel that 
positivism puts too m uch emphasis on material well-being and that its logical outlook is 
directed by an ideology that stresses the homogenous views of a culture dom inated by 
(dead) white males.

Interpretivists instead stress the importance of symbolic, subjective experience, and 
the idea that m eaning 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 a pastiche, or mixture of 
images.67 This perspective rejects the value we assign to products because they help us 
to create order; instead, it focuses on regarding consumption as offering a set of diverse 
experiences. Table l ễ3 summarizes the major differences between these two perspectives 
on consum er research.

To understand how an interpretive framework helps us to understand marketing 
communications, let's refer to an analysis of one of the best-known and longest-running 
(1959-1978) advertising campaigns of all time: the work the advertising agency Doyle 
Dane Bernbach (DDB) did for the Volkswagen Beetle. This campaign, widely noted for 
its self-mocking wit, found many ways to turn the Beetle's homeliness, small size, and 
lack of power into positive attributes at a time when most car ads were emphasizing just 
the opposite.

An interpretative analysis of these messages used concepts from literature, psychol
ogy, and anthropology to ground the appeal of this approach within a broader cultural 
context. Analysts linked the image DDB created for the hum ble car to other examples of 
what scholars of comedy call the "Little Man" pattern. This is a type of comedic character 
who 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 conformityẻ Other examples of the "Little Man" 
character include Hawkeye in the TV sitcom MASH, the com edian Woody Allen, and

Positivist versus Interpretivist Approaches to Consumer Behavior

Assumptions Positivist Approach Interpretivist Approach

Nature of reality Objective, tangible 
Single

Prediction

Socially constructed 
Multiple

Goal Understanding

Knowledge generated Time-free, context 
independent

Time-bound 
Context dependent

View of causality Existence of real 
causes

Multiple, simultaneous 
shaping events

Research relationship Separation between 
researcher and subject

Interactive, cooperative with 
researcher being part of 
phenomenon understudy

Source: Adapted from Laurel A. Hudson and Julie L. Ozanne, “Alternative Ways of Seeking Knowledge in Consumer 
ResearchJournal of Consumer Research 14 (March 1988): 508-21. Reprinted with the permission of the University 
of Chicago Press. Copyright © 1988 JCR, Inc.



58 SECTION 1 Consumers in the Marketplace

Figure 1.3 THE WHEEL OF CONSUMER 
BEHAVIOR

Charlie Chaplin. When one looks at the cultural meaning of marketing messages this way, 
it is perhaps no coincidence that IBM chose the Charlie Chaplin character some years 
later to help it “soften" its stuffy, intimidating image as it tried to convince consumers that 
its new personal computer products were user-friendly.

Taking It from Here: The Plan of the Book
This book covers m any facets of consum er behavior, and in the chapters to come we 
will highlight m any of the research perspectives tha t were only briefly described in 
this one. The plan of the book is simple: It goes from micro to macro. Think of it as a 
sort of photograph album  of consum er behavior: Each chapter provides a "snapshot" 
of consum ers, but the lens used to take each picture gets successively wider. The book 
begins with issues related to the individual consum er and expands its focus until it 
eventually considers the behaviors of large groups of people in their social settings. 
As Figure 1.3 shows, we can depict the topics we will cover as a "wheel" of consum er 
behavior.

Section 2, "Consumers as Individuals," considers the consum er at his or her most 
micro level. It examines how the individual receives inform ation from his or her im 
mediate environm ent and how this m aterial is learned, stored in memory, and used 
to form and modify individual attitudes—both about products and about the self. Sec
tion 3, "Consumers as Decision Makers," explores the ways in which consum ers use 
the inform ation they have acquired to make decisions about consum ption activities, 
both as individuals and as group mem bers. Finally, Section 4, "Consum ers and Sub
cultures,” further expands the focus by considering how the consum er functions as 
part of a larger social structure. This structure includes the influence of different social 
groups to which the consum er belongs and with which he or she identifies, including 
social class, ethnic groups, age groups; it is also subject to cultural influences such as 
myths and rituals.

CHAPTER SUMMARY

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

1. We use products to help them define our identities in 
different settings.

A consum er may purchase, use, and dispose of a product, 
but different people may perform these functions. In addi
tion, we can think of consumers as role players who need 
different products to help them  play their various parts.

2. Consumer behavior is a process.

Consumer behavior is the study of the processes involved 
when individuals or groups select, purchase, use, or dis
pose of products, services, ideas, or experiences to satisfy 
needs and desires.
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3. Marketers need to understand the wants and needs of 
different consumer segments.

M arket segm entation is an im portant aspect of con
sumer behavior. Consumers can be segmented according 
to m any dimensions, including product usage, dem o
graphics (the objective aspects of a population, such as 
age and sex), and psychographics (psychological and 
lifestyle characteristics). Emerging developments, such 
as the new emphasis on relationship marketing and the 
practice of database marketing, mean that marketers are 
m uch more attuned to the wants and needs of different 
consum er groups. This is especially im portant as people 
are empowered to construct their own consum erspace— 
accessing product information where and when they want 
it and initiating contact with companies on the Internet 
instead of passively receiving marketing communications.

4. The Web is changing consumer behavior.

The Web and social media are transforming the way con
sum ers interact with com panies and with each other. 
Online commerce allows us to locate obscure products 
from around the world, and consum ption communities 
provide forums for people to share opinions and product 
recommendations. Potential problems accompany these 
benefits, including the loss of privacy and the deteriora
tion of traditional social interactions as people log more 
time online.

5. Our beliefs and actions as consumers strongly connect 
to other issues in our lives.

Marketing activities exert an enormous impact on individ
uals. Consumer behavior is relevant to our understanding 
of both public policy issues (e.g., ethical marketing prac
tices) and the dynamics of popular culture.

6. Many different types of specialists study consumer 
behavior.

The field of consum er behavior is interdisciplinary; it is 
composed of researchers from many different fields who 
share an interest in how people interact with the m arket
place. These disciplines can be categorized by the degree 
to which their focus is micro (the individual consumer) 
or macro (the consum er as a m em ber of groups or of the 
larger society).

7. There are two major perspectives on consumer behavior.

There are many perspectives on consum er behavior, but 
we can roughly divide research orientations into two ap
proaches: The positivist perspective emphasizes the ob
jectivity of science and the consumer as a rational decision 
maker. The interpretivist perspective, in contrast, stresses 
the subjective m eaning of the consum er's individual ex
perience and the idea that any behavior is subject to m ul
tiple interpretations rather than to one single explanation.
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REVIEW

1 Provide a definition of consum er behavior.
2 What are demographics? Give three examples of dem o

graphic characteristics.

3 What is market segmentation? Give three examples of m ar
ket segments.

4 What is role theory, and how does it help us to understand 
consumer behavior?
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5 What do we m ean by an exchange?
6 Why is it im portant for businesses to learn about their 

heavy users?
What is database marketing?
What is popular culture, and how does this concept relate 
to marketing and consumer behavior?

9 W hat is the prim ary difference between Transform a
tive Consum er Research and other kinds of consum er 
research?

10 This chapter states that "people often buy products not for 
what they do but for what they m ean.” Explain the meaning 
of this statem ent and provide an example.

11 What do we mean by the term global consumer culture?
12 What is the difference between C2C and B2C e-commerce?
13 The economics-of-information perspective argues that ad

vertising is important. Why?
14 Give two examples of im portant legislation that relates to 

American consumers.
15 Define social m arketing and give an example of this 

technique.
16 Name two different disciplines that study consumer behav

ior. How would their approaches to the same issue differ?
17 What are the major differences between the positivist and 

interpretivist paradigms in consumer research?

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 This chapter states that people play different roles and that 
their consum ption behaviors may differ depending on the 
particular role they are playing. State whether you agree 
or disagree with this statement, giving examples from your 
personal life. Try to construct a "stage set" for a role you 
play, specifying the props, costumes, and script that you 
use to play a role (e.g., job interviewee, conscientious stu
dent, party animal).

2 A company introduced a teddy bear for Valentine's Day 
called "Crazy for You." This toy aroused the ire of mental 
health advocates because a straitjacket restrains the cud
dly bear's paws and the stuffed animal comes with institu
tional com m itm ent papers. Supporters of the company's 
decision to keep selling the bear say opponents are too 
"politically correct."68 WTiat do you think?

3 Nonprofit organizations routinely rely on generous cor
porate donations, and it's common to name facilities after 
benefactors. The Nationwide Children's Hospital in Ohio 
is no exception; its name recognizes the insurance com pa
ny's $50 million donation. Now the hospital is adding the 
Abercrombie & Fitch Emergency Department and Trauma 
Center and there is also the Limited Too & Justice Main 
Lobby. Abercrombie & Fitch is notorious for its use of allur
ing young people. The Campaign for a Commercial-Free 
Childhood opposes this partnership. The group's director 
com m ented that "Abercrombie & Fitch is really among the 
worst of corporate predators. A company with such cyni
cal disregard for children's well-being shouldn't be able 
to claim the m antle of healing .. . .  And, personally, I find 
it very concerning that they nam ed their hospital after an 
insurance company."69 What do you think? Is this over the 
line, or does it m atter where the money comes from as long 
as the end result is beneficial?

4 From time to time advertisers use dark hum or to get their 
messages across, as when a lonely calorie, repairman, or 
robot considers suicide. Or, an ad may imply that shop
pers are "mentally ill" if they buy retail. Are these appeals a

legitimate way to communicate a message, and if so under 
what circumstances?

5 Name some products or services that your social group 
uses a lot. State whether you agree or disagree with the no
tion that these products help to form group bonds. Support 
your argument with examples from your listing of products 
that your group uses.

6 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.

7 What aspects of consumer behavior would interest a financial 
planner? A university administrator? A graphic arts designer? 
A social worker in a government agency? A nursing instructor?

8 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 neighbor
hoods have staged protests against billboards promoting 
beer or cigarettes in these areas. However, the Associa
tion of National Advertisers argues that banning targeted 
marketing constitutes censorship and thus is a violation of 
the First Amendment. What are your views regarding this 
issue?

9 A 2007 book bem oans the new wave of consum er
generated content, labeling it "the cult of the amateur." It 
compares the social networking phenom enon to the old 
story about the monkeys: If you put an infinite num ber of 
monkeys in a room with an infinite num ber of typewriters, 
eventually they will (by hitting keys randomly) reproduce 
all the major works of literature. In other words, the large 
majority of user-generated content is at about the same 
level, and the future of professionally produced, qual
ity work is in doubt.70 Do you agree or disagree with this 
assertion?

10 A firm called Global Rainmakers Inc. (GRI) announced a 
partnership with Leon, a large city in Mexico, to deploy iris
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scanning technology it developed to make Leon "the most 
secure city in the world." The city is creating a database 
of irises. It will automatically scan criminals' eyes when 
they are convicted, though other citizens will have the op
tion to choose whether to have their data included. When 
residents catch a train or bus, or get money from an ATM, 
they will submit to an iris scan rather than swiping a card. 
They w on't have to present identification at a bar or a li
quor store. The police will monitor these actions, so (for ex
ample) a convicted shoplifter might not be allowed to enter 
a certain store. The company's CEO claims, "There's a lot 
of convenience to this—you'll have nothing to carry except 
your eyes. In ten years, you may just have one sensor that 
is literally able to identify hundreds of people in m otion 
at a distance and determ ine their geo-location and their 
intent—you'll be able to see how many eyeballs looked at a
billboard___You can start to track from the point a person
is browsing on Google and finds something they want to 
purchase, to the point they cross the threshold in a Target 
or Walmart and actually make the purchase. You start to 
see the entire life cycle of marketing." So, lots of conve
nience and enhanced security may be in our future. Is the 
tradeoff in terms of our privacy worth it, or is "Big Brother" 
knocking at the door?71

11 Will the Web bring people closer together or drive each 
of us into our own private virtual worlds? Wired Ameri
cans are spending less time with friends and family, less 
time shopping in stores, and more time working at home

after hours. More than one-third of consumers who have 
access to the Internet report that they are online at least
5 hours a week. Also, 60 percent of Internet users say they 
have reduced their television viewing, and one-third say 
they spend less time reading newspapers (those that still 
remain, as many fold due to a lack of readership and ad
vertising revenue).

However, a study by the Pew Internet and American Life 
Project reported that more than half of users the group surveyed 
feel that email actually strengthens family ties. Users reported far 
more off-line social contact than nonusers.72 These results argue 
that people spend more time than ever with others. It's just that 
they form strong relationships over the Internet instead of in per
son. But the author of the first survey disagrees. As he observes, "If
I go home at 6:30 in the evening and spend the whole night send
ing e-mail and wake up the next morning, I still haven't talked to 
my wife or kids or friends. When you spend your time on the In
ternet, you don't hear a human voice and you never get a hug."73

A follow-up study found that it works both ways: extroverts 
tend to make even more friends on the Web, whereas introverts 
feel even more cut off from the rest of the world. This has been 
termed the "rich get richer" model of Internet use.74 What's your 
take on this issue? Is our wired world turning us into digital her
mits, or does it help us to expand our boundaries by interacting 
with other people whom we might not otherwise meet? What 
are the good and bad consequences of this profound change in 
how we interact with other people?

■  APPLY

1 Will consum ers trade lower prices for less privacy? Car 
owners now can let insurance companies m onitor their 
driving, using a new technology, in exchange for lower 
rates. Customers who sign up for Progressive's TripSense 
program get a device the size of a Tic Tac box to plug into 
their cars. The device tracks speed and how many miles 
are driven at what times of day. Every few months, custom
ers unplug the device from the car, plug it into a computer, 
download the data, and send the data to the company. 
D epending on results, discounts will range from 5 to 
25 percent. In Great Britain, a major insurer is testing a 
program called Pay as You Drive. Volunteers will get a 
device the size of a Palm computer installed in their cars. 
The gadget will use global positioning satellite technology 
to track where the car goes, constantly sending informa
tion back to the insurance company. Cars that spend more 
time in safer areas will qualify for bigger discounts.75 Of 
course, the potential downside to these efforts is that the 
insurance companies m aybe 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 in order to receive a discount on their 
insurance premiums. What reasons do they give pro and 
con? Do you find any differences in attitudes based on de
mographic characteristics such as age or gender?

2 While you're talking to car owners, probe to see what (if 
any) relationships they have with their vehicles. Do these 
feelings correspond to the types of consum er/product at
tachments we discussed in this chapter? How are these re
lationships acted on? (Hint: See if any of the respondents 
have nicknames for their cars, or if they "decorate" them 
with personal items.)

3 Many college students "share" music by downloading clips 
from the Internet. Interview at least five people who have 
downloaded at least one song or movie without paying for 
it. Do they feel they are stealing? What explanations do they 
offer for this behavior? Try to identify any common themes 
as a result of these interviews. If you were devising an ad 
campaign to discourage free downloading, how might you 
use what you have learned to craft a convincing message?

My Marketi ngLab Now that you have completed this chapter, return to www 
.pearsonglobaledltions.com/mymarketinglab to apply concepts and explore the additional study materials.
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Case Study
LINKING BRITISH POPULAR CULTURE 
AND BRAND-BUILDING STRATEGIES
As the accelerating forces of globalization and technology cross 
national borders, awareness of, interest in, and participation in 
popular culture(s) have steadily grown worldwide. Further
more, the growth of the Web has revolutionised the spreading 
of new cultural influences globally by creating thousands of on
line communities where people of all ages share information 
one-on-one or with large, worldwide groups using blogs, pod
casts, and social networking sites such as Facebook, Twitter and 
YouTube. As a result, popular culture has become an attractive 
tool for marketers and brand managers.

British popular culture in particular holds an important 
place globally, and much of it appeals to many age groups, re
gardless of their social class, educational background, or religious 
affiliation. Early notable movements, such as the Beatles, the 
British rock band of the 1960s, and, later, Britpop, an era which 
saw the rise of the British guitar bands in the 1990s, helped estab
lish the British popular music industry as an international cen
ter of musical creativity. In recent years, British popular culture 
has become a source of popular literature, fashion, television 
entertainment, and film. For instance, in both its book and film 
formats, J. K. Rowling's Harry Potter series has attracted a huge 
following in various parts of the world; the James Bond series of 
books and movies also remain very popular. The British have 
also been responsible for some of the most popular television 
entertainment formats that the global mass market consumes, 
including game shows such as The Weakest Link and Who Wants 
to Be a Millionaire and talent shows like Britain's Got Talent and 
The X  Factor. Adaptations of these shows have appeared on the 
air waves of many countries, including the United States, China 
and India. The quirky British sense of humor has travelled well, 
too, with television situation comedy series such as The Office 
and comedy films like Four Weddings and a Funeral.

The influence of popular culture on brand management is 
hard to overlook, in particular in the digital age where consumers 
can create buzz, pass on viral messages and bring brands alive

in the popular culture using web-based consumer-generated, 
content. It is increasingly clear that brands that combine tra
ditional brand m anagem ent with an updated popular culture 
appeal are amongst the most successful and relevant. British 
companies such as Aston Martin, manufacturer of luxury sports 
cars, the Barclays Bank PLC and fashion house Burberry have 
benefited from an understanding of how British popular culture 
is perceived in their target markets and from exploring the inter
national branding potential of popular culture. By way of exam
ple, in 2010, the fashion company Burberry used Emma Watson, 
the actress who played the young Harry Potter heroine Hermione 
Granger; and George Craig, the lead musician of the indie band, 
One Night Only, to represent the modernity of its heritage brand. 
The popular culture attributes, images, and symbols associated 
with these characters helped breathe life into the iconic Burberry 
brand and transform the brand into readily identifiable British 
products, giving the company a competitive advantage in the 
international marketplace.

DISCUSSION QUESTIONS

1 Many cultural critics have dismissed popular culture as 
merely a symptom or side effect of mass consumerism. 
Discuss.

2 "Today a major carrier of what's popular among the masses 
is the Internet". To what extent do you agree with the state
m ent and why?

3 Describe a popular culture that you are familiar with, not
ing its key components, and discuss how it has influenced 
the branding strategy of a national and/or global brand of 
your choice. In your view, can more synergy be achieved in 
marketing terms by linking the two more closely?

Sources: Stephen Brook, "Britain Leads the Way in Selling Global TV For
mats," The Guardian (April 5, 2010); James Lucian, "Managing a brand in 
pop culture,” http://www.allaboutbranding.com/index.lasso?article=319; 
Roblyn Simeon, “A Conceptual Model Linking Brand Building Strategies 
and Japanese Popular Culture," Marketing Intelligence and Planning 24, 
no. 5 (2006): 463-76.

http://www.allaboutbranding.com/index.lasso?article=319
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P A R T I NIELSEN NUGGET ■III

By partnering with The Nielsen Company, we have added
a new feature to the 10th edition: data-driven exercises that 
allow students to analyze actual data gathered by one of the 
world’s leading consumer research organizations.

For nearly a century, Nielsen has enabled organizations in 
various industries to make strategic decisions based on infor
mation it gathers through evolving research methodologies. 
Nielsen helps media companies better understand viewers, 
listeners, and the industry as a whole by providing insights 
for audience measurement, advertising effectiveness, and 
overall marketing performance and cross-platform strategies. 
Nielsen’s broad range of consumer packaged goods (CPG) 
analytics and consulting sen/ices are specifically designed 
for, and with, top CPG manufacturers and retailers, to ensure 
that they have the most accurate view of the consumer and 
the marketplace. Spanning 80 countries across 5 continents, 
Nielsen maintains its leadership position by providing custom
ized solutions based on local marketing research.

E X E R C IS E  # 1  for C h a p te r 1: B u yin g, H a vin g, and B eing

Scenario: Awesome Beans is a manufacturer with offerings 
across many categories. Although they have experienced flat 
sales in coffee over the past few years, the category has re
cently begun to show slight growth. Awesome Beans would 
like to capitalize on this trend, to make sure they are receiv
ing at least their fair share of the category growth. The com
pany recently conducted an attitudinal segmentation study. 
Survey research resulted in differentiating coffee consumers 
into four categories based on their common needs and buy
ing motivation.

Challenge: Awesome Beans wants to identify which of 
the four segments offers the greatest opportunity for sales 
growth. In addition, the company hopes to better under
stand this attitudinal segment demographically, so it can 
determine how best to reach these coffee buyers in terms of 
placement and message.

After reviewing the data provided:

1 Determine which segment Awesome Beans should 
choose to target more aggressively.

2 Determine which of the household types identified 
would be the most appropriate demographically to tar
get with promotions.

3 Which of the demographic dimensions discussed in this 
chapter should be considered as potential segment- 
defining variables?

Attitudinal Group % Buyers % Value Index $ Value (000s)

Coffee Bingers 29 25 86 $74,323

Café Callers 33 27 83 $80,295

Flavour Followers 13 12 96 $36,433

Premium People 24 35 145 $102,471

Attitudinal Groups were segmented based on their responses to survey questions. The 
data above show:

• The size of each group, in terms of share of coffee buyers (% Buyers)
• The percent of coffee dollar sales (% value)
• Dollar Index (% Value/% Buyers x 100). A score of 100 is average.
• $ Value-Total coffee $ spend by consumer segment

Buyer Index vs. 
All Shoppers

Coffee
Bingers

Café
Callers

Flavour
Followers

Premium
People

AWESOME BEANS 103 100 104 96

COMPETITOR 1 98 97 110 100

COMPETITOR 2 95 101 95 105

COMPETITOR 3 88 113 103 100

Buyer Index = % Buyers within each group/% Buyers of Total Respondents *100

Demographic Coffee
Bingers

Café
Callers

Flavour
Followers

Premium
People

Young Families 20 12 16 24

Older Families 15 25 13 10

Older Singles 
and Couples

33 35 45 25

Adult Households 32 28 26 41

Column figures indicate the percentage each demographic represents within attitudinal 
segments.
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Section 2 • Consumers as Individuals

In this section, we focus on the internal dynamics of consumers. Although “no man is an 

island,” each of us is to some degree a self-contained receptor of information about the 

outside world. Advertising messages, products, and other people constantly confront us-not 

to mention personal thoughts about ourselves that make us happy or sad. Each chapter in 

this section considers a different aspect of the individual that is “invisible” to others, but of 

vital importance to ourselves.

Chapter 2 describes the process of perception, whereby we absorb and interpret infor

mation about products and other people from the outside world. Chapter 3 focuses on the 

way we mentally store this information and how it adds to our existing knowledge about the 

world during the learning process. Chapter 4 discusses our reasons or motivations to absorb 

this information and how our cultural values influence what we do.

Chapter 5 explores how our views about ourselves-particularly our sexuality and our 

physical appearance-affect what we do, want, and buy. Chapter 6 goes on to consider how 

people’s individual personalities influence these decisions.

C H A P T E R S  A H E A D
Chapter 2 • Perception

Chapter 3 Learning and Memory

Chapter 4 Motivation and Global Values

Chapter 5 The Self

Chapter 6 Personality and Psychographics
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Chapter 2 Perception

Chapter
Objectives

MyMarketingLab
Visit www.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. Perception is a three-stage process that translates raw stimuli into meaning.

2. The design of a product is now a key driver of its success or failure.

3. Products and commercial messages often appeal to our senses, but because of the 
profusion of these messages most of them won’t influence us.

4. The concept of a sensory threshold is important for marketing communication.

5. Subliminal advertising is a controversial-but largely ineffective-way to talk to consumers.

6. We interpret the stimuli to which we do pay attention according to learned patterns and 
expectations.

7. The field of semiotics helps us to understand how marketers use symbols to create 
meaning.

http://www.pearsonglobaleditions.com/


T
he European vacation has been wonderful, and this 

stop in Lisbon is no exception. Still, after two weeks 

of eating his way through some of the continent’s 

finest pastry shops and restaurants, Gary’s getting a bit of a 

craving for his family’s favorite snack-a good old American 

box of Oreos and an ice-cold carton of milk. Unbeknownst to 

his wife, Janeen, he had stashed away some cookies “just in 

case”-th is  was the time to break them out.

Now all he needs is the milk. On an impulse, Gary 

decides to surprise Janeen with a mid-afternoon treat.

He sneaks out of the hotel room while she’s napping and 

finds the nearest grosa. When he heads to the small re

frigerated section, though, he’s puzzled-no milk here.

Undaunted, Gary asks the clerk, “Leite, por favor?” The 

clerk quickly smiles and points to a rack in the middle of 

the store piled with little white square boxes. No, that can’t be right—Gary resolves to work on his 

Portuguese. He repeats the question, and again he gets the same answer.

Finally, he investigates and, sure enough, he sees that the boxes have labels saying they contain 

something called ultra heat treated (UHT) milk. Nasty! Who in the world would drink milk out of a little 

box that’s been sitting on a warm shelf for who knows how long? Gary dejectedly returns to the hotel, his 

snack-time fantasies crumbling like so many stale cookies.

Source: LensKiss/Shutterstock.

o b je c tiv e  i  Sensory Systems
Perception is a three-
stage process that Gary would be surprised to learn that many people in the world
translates raw stimuli drink milk out of a box every day. UHT is pasteurized milk that
into meaning. ^as ^een heatecj untji the bacteria that cause it to spoil are de

stroyed, and it can last for 5 to 6 months without refrigeration 
if its aseptic container is unopened. The milk tastes slightly sweeter than fresh milk but 
otherwise it's basically the same stuff.

Shelf-stable milk is particularly popular in Europe, where refrigerator space in homes 
is smaller and stores tend to carry less inventory than in the United States. Seven out of 
ten Europeans drink it routinely. Manufacturers continue to try to crack the U.S. market 
as well, though analysts are dubious about their prospects. To begin with, milk consump
tion in the United States is declining steadily as teenagers choose soft drinks instead. 
Indeed, the Milk Industry Foundation pumped $44 million into an advertising campaign 
to promote milk drinking ("Got Milk?").
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But it's even harder to entice Americans to drink milk out of a box. In focus groups, 
U.S. consumers say they have trouble believing the milk is not spoiled or unsafe. In ad
dition, they consider the square, quart-sized boxes more suitable for dry food. Many 
schools and fast-food chains already buy UHT milk because of its long shelf life.1 Still, 
although Americans may not think twice about drinking a McFlurry from McDonald's 
made with shelf-stable milk, it's going to be a long, uphill battle to change their percep
tions about the proper partner for a bagful of Oreos.

Whether it's the taste of Oreos, the sight of an Obsession perfume ad, or the sound 
of the music group OutKast, we live in a world overflowing with sensations. Wherever we 
turn, a symphony of colors, sounds, and odors bombards us. 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. Others come from people: The person who plops 
down next to you in class might wear swirling tattoos, bright pink pants, and enough nasty 
perfume to make your eyes water.

Marketers certainly contribute to this commotion. Consumers are never far from 
pop-up ads, product packages, radio and television commercials, and billboards—all 
clamoring for our attention. Sometimes we go out of our way to experience "unusual" 
sensations, whether they are thrills from bungee jumping; playing virtual reality games; 
or going to theme parks such as Universal Studios, which offers "Fear Factor Live" at
tractions that ask vacationers to swallow gross things or perform stomach-churning 
stunts.2

Only a select few try to cram down as many peanut butter and banana sandwiches, 
Moon Pies, or cheese steaks as (in)humanly possible in events sponsored by MLE/FOCE 
(Major League Eating/Federation of Competitive Eating). Others happily blast teeth- 
rattling 50 Cent cuts from booming car speakers. Each of us copes with the bombardment 
of sensations as we pay attention to some stimuli and tune out others. The messages to 
which we do choose to pay attention often wind up affecting us differently from what the 
sponsors intended; we each put our personal "spin" on things as we assign meanings 
consistent with our own unique experiences, biases, and desires. This chapter focuses 
on the process by which we absorb sensations and then use these to interpret the sur
rounding world.

Sensation refers to the immediate response of our sensory receptors (eyes, ears, 
nose, mouth, fingers, skin) to basic stimuli such as light, color, sound, odor, and texture. 
Perception is the process by which people select, organize, and interpret these sensa
tions. The study of perception, then, focuses on what we add to these raw sensations in 
order to give them meaning.

Gary's encounter with milk in a box illustrates the perceptual process. He has learned 
to equate the cold temperature of refrigerated milk with freshness, so he experienced 
a negative physical reaction when confronted with a product that contradicted his ex
pectations. Gary's evaluation was affected by factors such as the design of the package, 
the brand name, and even the section in the grocery store that displayed the milk. 
A consumer's cultural background largely determines these expectations by Europeans 
do not necessarily have the same perceptions of milk as Americans, and as a result their 
reactions to the product differ quite a bit from those of U.S. milk drinkers.

Like computers, we undergo stages of information processing in which we input and 
store stimuli. Unlike computers, though, we do not passively process whatever informa
tion happens to be present. In the first place, we notice only a very 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 his or her own unique 
biases, needs, and experiences. As Figure 2.1 shows, these three stages of exposure, at
tention, and interpretation make up the process of perception. Before considering each 
of these stages, let's step back and look at the sensory systems that provide sensations to 
us in the first place.
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Figure 2.1 AN OVERVIEW OF THE PERCEPTUAL PROCESS

SENSORY STIMULI

• Sights ------------

• Sounds -------------

• Smells -------------

• Taste -------------

• Textures -------------

SENSORY RECEPTORS

*

► Interpretation

Our brains receive external stimuli, or sensory inputs, on a number of channels. We 
may see a billboard, hear a jingle, feel the softness of a cashmere sweater, taste a new 
flavor of ice cream, or smell a leather jacket. The inputs our five senses detect are the raw 
data that begin the perceptual process. Sensory data emanating from the external envi
ronment (e.g., hearing a tune on the radio) can generate internal sensory experiences; a 
song might trigger a young man's memory of his first dance and bring to mind the smell 
of his date's perfume or the feel of her hair on his cheek. 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 emphasized the product's smell 
and texture in addition to its taste predicted that the chips would taste better than did 
those who just read copy that focused on taste alone.4

The unique sensory quality of a product helps it to stand out from the competition, 
especially if the brand creates a unique association with the sensation. The Owens- 
Corning Fiberglass Corporation was the first company to trademark a color when it 
used bright pink for its insulation material; it adopted the Pink Panther as its spokes- 
character.5 Harley-Davidson actually tried to trademark the distinctive sound a "hog” 
makes when it revs up. These responses are an important part of hedonic consum p
tion: multisensory, fantasy, and emotional aspects of consumers' interactions with 
products.6

Net Profit

During the summer of 2011, 
in some specially equipped 
movie theaters, viewers of 
films like Pirates of the 

Caribbean: On Stranger Tides and Harry Pot
ter and the Deathly Hallows-Part 2 wouldn’t 
just watch the action: They felt the actors’ 
movements in their seats. Their chairs would 
pitch forward, backward, and side-to-side and 
they would experience freefall when a charac
ter leapt off a cliff. That extra experience added 
$8.00 to the price of the show, but the movie 
industry was betting that many people would 
gladly fork it over for a wild ride.3

OBJECTIVE 2
The design of a product 
is now a key driver of its 
success or failure.

Hedonic Consumption 
and the Design Economy
In recent years, the sensory experiences we receive from prod-

--------------------------  ucts and services play an even bigger role when we choose
among competing options. As manufacturing costs go down and the amount of "stuff" 
that people accumulate goes up, consumers increasingly want to buy things that will pro
vide hedonic value in addition to simply doing what they're designed to do. A Dilbert 
comic strip poked fun at this trend when it featured a product designer who declared: 
"Quality is yesterday's news. Today we focus on the emotional impact of the product." 
Fun aside, the new focus on emotional experience is consistent with psychological re
search finding that people prefer additional experiences to additional possessions as their 
incomes rise.7

In this environment, form is function. Two young entrepreneurs named Adam 
Lowry and Eric Ryan discovered that basic truth when they quit their day jobs to de
velop a line of house-cleaning products they called Method. Cleaning products—what 
a yawn, right?

Think again: For years companies such as Procter & Gamble have plodded along, 
peddling boring boxes of soap powder to generations of housewives who suffered in si
lence, scrubbing and buffing, yearning for the daily respite of martini time. Lowry and 
Ryan gambled that they could offer an alternative: cleaners in exotic scents such as

My Marketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

http://www.pearsonglobaleditions.com/
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Sensory marketing emphasizes the 
link between our senses and product 
experiences.
Source: Courtesy of Coway USA.

cucumber, lavender, and ylang-ylang that come in aesthetically pleasing bottles. The bet 
paid off. Within 2 years, the partners were cleaning up, taking in more than $2 million in 
revenue. Shortly thereafter, they hit it big when Target contracted to sell Method products 
in its stores.8

There's a method to Target's madness. Design is no longer the province of upper- 
crust sophisticates who never got close enough to a cleaning product to be revolted by 
it. The store chain helped to make designers such as Karim Rashid, Michael Graves, 
Philippe Starck, Todd Oldham, and Isaac Mizrahi household names. In fact, recent re
search evidence suggests that our brains are wired to appreciate good design: Respon
dents who were hooked up to a brain apparatus called an fMRI (functional magnetic 
resonance imaging) scanner showed faster reaction times when they saw aesthetically 
pleasing packages even compared to well-known brands like Coca-Cola.9 Mass-market 
consumers thirst for great design, and they reward those companies that give it to them 
with their enthusiastic patronage and loyalty. From razor blades such as the Gillette 
Sensor to the Apple iPad2 and even to the lowly trash can, design is substance. Form is 
function.

OBJECTIVE 3
Products and commercial 
messages often appeal 
to our senses, but 
because of the profusion 
of these messages 
most of them won't 
influence us.

Sensory Marketing
When guests at Omni luxury hotels visit the hotel chain's Web 
site to reserve a room, they hear the sound of soft chimes play
ing. The signature scent of lemongrass and green tea hits them 
as they enter the lobby. In their rooms, they will find eucalyptus 
bath salts and Sensation Bars, minibars stocked with items such 
as mojito-flavored jelly beans, and miniature Zen gardens. 

_________________  Welcome to the new era of sensory marketing, where com
panies pay extra attention to the impact of sensations on our 

product experiences. From hotels to carmakers to brewers, they recognize that our senses 
help us decide which products appeal to us—and which ones stand out from a host of 
similar offerings in the marketplace. In this section, we'll take a closer look at how some 
smart marketers use our sensory systems to create a competitive advantage.

! ŶQ:-
p m  :

EfctromctxiM
Coway
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CB AS I SEE IT
Professor Aradhna Krishna, University of Michigan

W»hat is sensory marketing, what 
makes it important, and why is it so 
fascinating? I define it as “marketing 
that engages the consumers’ senses 
and affects their behavior." The sen
sory characteristics of products such 
as the touch, smell, taste, sound, and 
look of products have a large impact 
on consumer behavior. These sensory 
inputs affect how we feel, how we 
think, what we remember, what we 
like, and even how we choose and use 
products. Specifically, by emphasizing 
the sensory characteristics of products 
and services, or even creating new 
sensations entirely, we can greatly en
hance consumers’ attitudes, percep
tions, and satisfaction.

This concept of sensory market
ing has received great attention from 
many top companies. Advertising 
within the food industry alone pro
vides some illustrative examples, as 
companies try to incorporate more 
senses than just taste into their 
product experiences. A new brand

of chewing gum that produces a 
seemingly one-dimensional sensory 
experience (taste) is named “5” for 
all five senses, and the tagline reiter
ates this approach (“stimulate your 
senses”). Other examples include 
ads for Magnum 5 Senses Ice Cream 
and Denny’s breakfast (“taste it with 
all five senses”). Other products that 
provide a single sensory experience 
also try to stimulate the other senses. 
Axe Dark Temptation deodorant spray 
is advertised with an irresistible choco
late man that appeals to all the girls 
("Become as irresistible as choco
late”). Even electronic products want 
to stimulate our senses, with names 
like BlackBerry, Chocolate, and Touch.

With this increasing attention to 
sensory marketing, products and busi
nesses need to act quickly to estab
lish a sensory signature. Managers 
need to ask themselves, “Is there 
something about my brand that leaves 
a sensory impression in people’s 
mind?” What sensory characteristic 
of the product sticks with consumers, 
helping them to remember the product 
in a positively unique way? Do they 
emphasize a sensory experience with 
the product, or have they constructed 
a new one entirely? Do they own a 
sensory experience and thus estab
lish a sensory signature? A terrific 
example of a company with a definitive 
sensory signature, and consequently 
one of the most commonly cited by

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, sophis
tication, 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 color, size, and styling.

Colors may even influence our emotions more directly. Evidence suggests that some 
colors (particularly red) create feelings of arousal and stimulate appetite, and others 
(such as blue) create more relaxing feelings. American Express launched its Blue card af
ter its research found that people describe the color as "providing a sense of limitlessness 
and peace."10 Advertisements of products presented against a backdrop of blue are better 
liked than the same ads shown against a red background, and cross-cultural research 
indicates a consistent preference for blue whether people live in Canada or Hong Kong.11

consultants in this area, is Singapore 
Airlines. The airline focuses on creat
ing a distinct visual signature, but 
perhaps more interesting and memo
rable is its signature aroma, Floridian 
Waters. This fragrance was developed 
specifically for use by Singapore Air
lines, and is infused into their hot tow
els, dispersed throughout the planes, 
and even worn by flight attendants. 
The smell is not only invigorating; it 
also remains in passengers’ minds, 
leading to positive responses upon 
future exposure to the aroma.

Sensory signatures are just one 
aspect of sensory marketing. Manag
ers need to look at their offerings 
and ask themselves whether they can 
emphasize any sensory aspect of the 
product to make the product more 
appealing or create a new sensation 
completely. An example of the latter is 
Dippin’ Dots: The company’s Web site 
claims that “After overcoming the sight 
of their ice cream beads ‘pouring' into 
a cup there’s the look of amazement 
that ice cream can be ‘tingly and al
most crunchy' [their words!]. When the 
smooth, creamy ice cream begins to 
melt in their mouth . . .  a fan is born!” 
Another example is the new fish spas 
that are opening all over the world, 
where tiny fish bite the dead skin off 
customers’ feet and offer a different 
type of pedicure. There’s more than 
one path to a distinctive sensory 
experience!
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S A N  F R A N C I S C O  B A L L E T
Helgi Tomasson, Artistic Director

«fia LUCUI ra w .o q r tpî+o ti f Sun,

BLACK CAKE
White is for virgins.

In Western culture the color black is often 
associated with sophistication while white 
connotes innocence.
Source: Used with permission of the San Francisco 
Ballet.

People who complete tasks when the words or images appear on red backgrounds 
perform better when they have to remember details, whereas they excel at tasks requiring 
an imaginative response when the words or images are displayed on blue backgrounds. 
Olympic athletes who wear red uniforms are more likely to defeat competitors in blue uni
forms, and men rate women who wear red as more attractive than those who wear blue. In 
one 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 rooms, 
and these guests were more social and active—and ate more. But, partygoers in the blue 
room stayed longer.12 Maybe the moral is: Get your prof to give you multiple-choice exams 
on red paper, essays on blue paper, and then celebrate afterward in a red room!
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Some reactions to color come from learned associations. In Western countries, black 
is the color of mourning, whereas in some Eastern countries, notably Japan, white plays 
this role. In addition, we associate the color black with power. Teams in both the National 
Football League and the National Hockey League who wear black uniforms are among 
the most aggressive; they consistently rank near the top of their leagues in penalties dur
ing the season.13

Other reactions are a result of biological and cultural differences. Women are drawn 
toward brighter tones and they are more sensitive to subtle shadings and patterns. Some 
scientists attribute this to biology; females see color better than males do, and men are 
16 times more likely to be color-blind. Age also influences our responsiveness to color. As 
we get older, our eyes mature and our vision takes on a yellow cast. Colors look duller to 
older people, so they prefer white and other bright tones. This helps to explain why ma
ture consumers are much more likely to choose a white car; Lexus, which sells heavily in 
this market, makes 60 percent of its vehicles in white. The trend toward brighter and more 
complex colors also reflects the increasingly multicultural makeup of the United States. 
For example, Hispanics tend to prefer brighter colors as a reflection of the intense light
ing conditions in Latin America; strong colors keep their character in strong sunlight.14 
That's why Procter & Gamble uses brighter colors in makeup it sells in Latin countries.15

Scientists and philosophers have talked about the meanings of colors since the time 
of Socrates in the 5th century B.C., but it took Sir Isaac Newton in the early 17th century to 
shine light through a prism and reveal the color spectrum. Even then, Newton's observa
tions weren't totally scientific; he identified seven major colors to be consistent with the 
number of planets known at that time, as well as the seven notes of the diatonic scale.

We now know that perceptions of a color depend on both its physical wavelength 
and how the mind responds to that stimulus. Yellow is in the middle of wavelengths the 
human eye can detect, so it is the brightest and attracts attention. The Yellow Pages origi
nally were colored yellow to heighten the attention level of bored telephone operators.16 
However, our culture and even our language affect the colors we see. For example, the 
Welsh language has no words that correspond to green, blue, gray, or brown in English, 
but it uses other colors that English speakers don't (including one that covers part of 
green, part of gray, and the whole of our blue). Hungarian has two words for what we call 
red; Navajo has a single word for blue and green, but two words for black.17

Because colors elicit such strong emotional reactions, obviously the choice of a color 
palette is a key issue in package design. These choices used to be made casually. For 
example, Campbell's Soup made its familiar can in red and white because a company 
executive liked the football uniforms at Cornell University!

Today, however, color choices are a serious business. These decisions help to “color" 
our expectations of what's inside the package. When it launched a white cheese as a 
"sister product" to an existing blue "Castello” cheese, a Danish company introduced it 
in a red package under the name of Castello Bianco. They chose this color to provide 
maximum visibility on store shelves. Although taste tests were very positive, sales were 
disappointing. A subsequent analysis of consumer interpretations showed that the red 
packaging and the name gave the consumers wrong associations with the product type 
and its degree of sweetness. Danish consumers had trouble associating the color red with 
the white cheese. Also, the name "Bianco" connoted a sweetness that was incompatible 
with the actual taste of the product. The company relaunched it in a white package and 
named it "White Castello." Almost immediately, sales more than doubled.18

Some color combinations come to be so strongly associated with a corporation 
that they become known as the company's trade dress, and the company may even be 
granted exclusive use of these colors. For example, Eastman Kodak has successfully pro
tected its trade dress of yellow, black, and red in court. As a rule, however, judges grant 
trade dress protection only when consumers might be confused about what they buy 
because of similar coloration of a competitor's packages.19

Of course, fashion trends strongly influence our color preferences, so it's no surprise 
that we tend to encounter a "hot" color on clothing and in home designs in one season 
that something else replaces the next season (as when the fashionistas proclaim, "Brown
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A Thai scent control product.
Source: Courtesy of McCann Worldgroup, Thailand.

is the new black!"). These styles do not happen by accident; most people don't know 
(but now you do) that a handful of firms produce color forecasts that manufacturers and 
retailers buy so they can be sure they stock up on the next hot hue. For example, Pantone, 
Inc. (one of these color arbiters), listed these colors as among its favorites for Fall 2011 
women's fashions:20

•  Bamboo: Like a filtered sunset on the waning days of fall, Bamboo is a standout yellow 
with a subtle green undertone.

•  Honeysuckle: This playful, reddish pink works with any other color in the palette, 
especially fall staples like Coffee Liqueur and Nougat.

•  Phlox: A magical, deep purple with a hint of mystery.

Dollars and Scents
Odors stir emotions or create a calming feeling. They invoke memories or relieve stress. Per
haps that explains why a French perfume company recently launched a Sex Pistols scent to 
commemorate the punk rocker band that created a cult following in the 1970s.21 One study 
found that consumers who viewed ads for either flowers or chocolate and who also were 
exposed to flowery or chocolaty odors spent more time processing the product information 
and were more likely to try different alternatives within each product category.22 Another 
reported that subjects 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.23

Many consumers control the odors in their environments, and this growing interest 
has spawned a lot of new products since Glade marketed the first air freshener to sub
urban families in 1956. Today, younger people are at the forefront of scented air as they 
take advantage of plug-ins, fragrance fans, diffusers, and potpourri. Almost anything is 
fair game to be scented today; even the country of Lithuania created a perfume (appropri
ately called "Lithuania") that it will use in embassies, hotels, and other public buildings 
to convey the country's image. In addition to a blend of sandalwood, cedar, and musk, 
the designer noted that the fragrance carries the smell of wood fires that is intended to 
remind users of pagan rituals.24 Then again, for awhile Burger King sold Flame, a body 
spray with "the scent of seduction" and a "hint of flame broiled meat.”25

Some of our responses to scents result from early associations that call up good or bad 
feelings, and that explains why businesses explore connections among smell, memory, and 
mood.26 Researchers for Folgers found that for many people the smell of coffee summons up 
childhood memories of their mothers cooking breakfast, so the aroma reminds them of home.
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The company turned this insight into a commercial in which a young man in an army uniform 
arrives home early one morning. He goes to the kitchen, opens a Folgers' package and the 
aroma wafts upstairs. His mother opens her eyes, smiles, and exclaims, "He's home!”27

Speaking of coffee, Starbucks recently reverted to its old policy that requires baristas 
to grind a batch of coffee beans each time they brew a new pot instead of just once each 
morning. The idea is to reclaim lost customers by intensifying the smell of the beans 
when they enter the store. As the chain grew and adopted more efficient techniques that 
automated the process, the chain's founder reversed course. He declared that a switch 
to preground coffee had taken the "romance and theatre" out of a trip to Starbucks: "We 
achieved fresh-roasted bagged coffee, but at what cost? The loss of aroma—perhaps the 
most powerful nonverbal signal we had in our stores."28

We process fragrance cues in the limbic system, the most primitive part of the brain 
and the place where we experience immediate emotions. One study even found that the 
scent of fresh cinnamon buns induced sexual arousal in a sample of male students!29 In 
another study, women sniffed T-shirts that men had worn for 2 days (wonder how much 
they paid them to do that?) and reported which they preferred. The women were most 
attracted to the odor of men who are genetically similar to themselves, though not too 
similar. The researchers claimed the findings were evidence that we are "wired" to select 
compatible mates, but not those so similar as to cause inbreeding problems.30

As scientists continue to discover the powerful effects of smell on behavior, mar
keters come up with ingenious ways to exploit these connections. Ad companies spend 
about $80 million per year on scent marketing; the Scent Marketing Institute estimates 
that number will reach more than $500 million by 2016.31 This form of sensory market
ing takes interesting turns as manufacturers find new ways to put scents into products, 
including men's suits, lingerie, detergents, and aircraft cabins.

The classic, contoured Coca-Cola bottle also 
attests to the power of touch. The bottle 
was designed approximately 90 years ago 
to satisfy the request of a U.S. bottler for 
a soft-drink container that people could 
identify even in the dark.
Source: © Rufus Stone/Alamy.
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A Polish diaper rash cream.
Source: Courtesy of McCann Erickson Polska.

Sound
Coca-Cola chose an obscure Somalian musician named N-Kaan and made his song Wavin' 
Flag the centerpiece of its $300 million global advertising campaign linked to the 2010 
World Cup. The company rerecorded the song in more than 20 regional flavors that in
cluded duets with local musicians (the U.S. version featured David Guetta and Will I Am). 
The tune became embedded with the world games as people around the world found them
selves singing it. As a music industry executive explained, "Coke has used a technique we 
call audio watermarking. This is a popular and well-known trick that has been around for 
centuries and used by composers and producers to weave a sound/motif into a piece of 
music... [Wjatermarking acts like an 'earworm,' which gets inside our brains and becomes 
so compulsive that we go around humming it as we walk down the street and not under
standing why. We effectively become living, walking, singing commercials for Coke."32

Music and other sounds affect people's feelings and behaviors. Some marketers who 
come up with brand names pay attention to sound symbolism, the process by which the 
way a word sounds influences our assumptions about what it describes and attributes 
such as size. For example, consumers are more likely to recognize brand names that be
gin with a hard consonant like a K (Kellogg's) or P (Pepsi). We also tend to associate 
certain vowel and consonant sounds (or phonemes) with perceptions of large and small 
size. Mental rehearsal of prices containing numbers with small phonemes results in over
estimation of price discounts, whereas mental rehearsal of prices containing numbers 
with large phonemes results in underestimation.33

Touch
Hint to retailers: Follow Apple's lead and encourage customers to handle your products 
in the store! One recent study demonstrated the potential power of touch: The research
ers found 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.34 Britain'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 result, the retailer says, was soaring sales for its own in-store 
brand, resulting in a 50-percent increase in shelf space for the line.35

JEL
A lp ik a

b a b y  s k i n  
is  b is r s tm g
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Sensations that reach the skin, whether from a luxurious massage or the bite of 
a winter wind, stimulate or relax us. Researchers even have shown that touch can in
fluence sales interactions. In one study, diners whom wait staff touched gave bigger 
tips, and the same researchers reported that food demonstrators in a supermarket who 
lightly touched customers had better luck in getting shoppers to try a new snack prod
uct and to redeem coupons for the brand.36 Another study showed that even the type 
of flooring in a store can influence how shoppers evaluate merchandise: soft carpeting 
creates a relaxed mood, whereas hard tile flooring causes fatigue that may result in 
harsher opinions.37

Some anthropologists view touch much like a primal language, one we learn well be
fore writing and speech. Indeed, researchers are starting to identify the important role the 
haptic (touch) sense plays in consumer behavior. Haptic senses appear to moderate the 
relationship between product experience and judgment confidence. This confirms 
the commonsense 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 a "Need for Touch" (NFT) scale are especially influenced by the haptic dimension. 
Those with a high need for touch 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.38

The lapanese take this idea a step farther with their practice of Kinsei engineering, 
a philosophy that translates customers' feelings into design elements. In one applica
tion, the designers of the Mazda Miata focused on young drivers who saw the car as an 
extension of their body, a sensation they call "horse and rider as one." After extensive 
research they discovered that making the stick shift exactly 9.5 centimeters long conveys 
the optimal feeling of sportiness and control.39 Similar thinking went into the driver's 
seat of the Chrysler 300C, which is designed to make you feel a bit taller. In auto-industry 
speak, the car has a higher H-point, which refers to the location of the seated driver's hip. 
The change was prompted by the popularity of SUVs, pickups, and minivans that make 
drivers feel they are riding high on the highway. Ford calls its version "Command Seating" 
to reinforce the feeling of power it wants drivers to feel as they look down on all those little 
vehicles buzzing around below them.40

We have a tendency to want to touch 
objects, although typing or using a 
mouse are skills we have to learn. The 
proliferation of touchscreens on computers, 
ATM machines, digital cameras, GPS 
devices, and e-readers is an outgrowth 
of a philosophy of computer design known 
as natural user interface. This approach 
incorporates habitual human movements 
that we don’t have to learn. Sony decided 
to offer touchscreens on its e-readers after 
its engineers repeatedly observed people in 
focus groups automatically swipe the screen 
of its older, nontouch models. Touchscreens 
also appear on exercise machines, in 
hospitals, at airport check-in terminals, 
and on Virgin America airplanes.41 
Source: grafvision/shutterslock.com.
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Taste
Our taste receptors obviously contribute to our experience of many products. So-called 
"flavor houses" develop new concoctions to please the changing palates of consumers. 
Scientists are right behind them as they build new devices to test these flavorsế Alpha 
M.o.s. sells a sophisticated electronic tongue for tasting, and the company is working 
on what its executives call an electronic mouth, complete with artificial saliva, to chew 
food and to dissect its flavor. Coca-Cola and PepsiCo use the tongue to test the qual
ity of corn syrups, whereas Bristol-Myers Squibb and Roche use the device to devise 
medicines that don't taste bitter.42

Cultural factors also determine the tastes we find desirable. A food item's image 
and the values we attach to it (such as how vegans regard beef menu items, which is not

In India salt combats the sensory assault 
of spicy food.
Source: Courtesy of Taproot India. Contributors: 
Santosh Padhi, Agnello Dias, Pranan Bhide, 
and Chintan Ruparel.
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kindly) influence how we experience the actual taste.43 For example, consumers' greater 
appreciation of different ethnic dishes contributes to increased desires for spicy foods, 
so the quest for the ultimate pepper sauce continues. More than 50 stores in the United 
States supply fiery concoctions with names such as Sting and Linger, Hell in a Jar, and 
Religious Experience (comes in Original, Hot, and Wrath).44

Exposure
Exposure occurs when a stimulus comes within the range of someone's sensory recep
tors. 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 very short time—i/we so choose. However, getting a message noticed in such 
a short time (or even in a longer one) is no mean feat. Before we consider what else 
people may choose not to perceive, let's consider what they are capable of perceiving.

o b je c tiv e  4 Sensory Thresholds
The concept of a
sensory threshold is If you have ever blown a dog whistle and watched your pooch
important for marketing respond to a sound you cannot hear, you won't be surprised to 
communication learn that there are some stimuli that people simply can't per-
_________________  ceive. Some of us pick up sensory information that others whose

sensory channels have diminished due to disability or age can
not. Psychophysics is the science that focuses on how the physical environment is inte
grated into our personal, subjective world.

The Absolute Threshold
When we define the lowest intensity of a stimulus our brains can register on a sensory 
channel, we speak of its threshold. It sounds like a great name for a rock band, but the 
absolute threshold refers to the minimum amount of stimulation a person can detect 
on a given sensory channel. The sound a dog whistle emits is at too high a frequency 
for human ears to pick up, so this stimulus is beyond our auditory absolute threshold. 
The absolute threshold is an important consideration when we design marketing stimuli. 
A highway 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 in 
or differences between two stimuli. The minimum difference we can detect between two 
stimuli is the j.n.d. (just noticeable difference).

The issue of when and if consumers will notice a difference between two stimuli is 
relevant to many marketing situations. Sometimes a marketer may want to ensure that 
consumers notice a change, as when a retailer offers merchandise at a discount. In other 
situations, the marketer may want to downplay the fact that it has made a change, such as 
when a store raises a price or a manufacturer reduces the size of a package (see the "CB 
as I See It" box on reference prices).

A consumer's ability to detect a difference between two stimuli is relative. A whis
pered 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 required for the perceiver to notice a change systematically relates to the intensity 
of the original stimulus. The stronger the initial stimulus, the greater a change must be for 
us to notice it. This relationship is known as Weber's Law.

Consider how Weber's Law works for a product when it goes on sale. If a retailer 
believes that a markdown should be at least 20 percent for the reduction to make an

Marketing Pitfall

As recession lingers and 
the cost of raw materials 
skyrockets due to short
ages caused by natu

ral disasters like the Tokyo earthquake and 
manmade ones like the conflict in the Middle 
East, some companies try to camouflage 
price increases by shrinking the size of pack
ages instead of charging more. Sometimes 
marketers use code words to announce a 
change: they may label the smaller packages 
as greener because there is less plastic or 
cardboard in a smaller box, more “portable” 
when they squeeze products into little carry 
bags, or “healthier” because smaller amounts 
translate into fewer calories. For example, 
Kraft brought out “Fresh Stacks” packages 
for its Nabisco Premium saltines and Honey 
Maid graham crackers. Each holds about 
15 percent fewer crackers than the standard 
boxes for the same price. But, Kraft notes that 
since the new packages include more sleeves 
of crackers, they are more portable-and the 
company notes that as an added benefit the 
smaller boxes supply crackers that will be 
fresher when you get around to eating them. 
A packaging expert noted that typically, when 
the economy recovers, companies respond 
with a new “jumbo” size product that is usu
ally even more expensive per ounce. Then the 
process begins again: “It’s a continuous cycle, 
where at some point the smallest package of
fered becomes so small that perhaps they're 
phased out and replaced by the medium-size 
package, which has been shrunk down.”52
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CB AS I SEE IT
Professor Larry Compeau, Clarkson University

O urveys consistently show that 
consumers consider price the most 
important factor when they buy, but 
marketers too often view price merely 
as an economic variable— that is, the 
amount of money the consumer must 
sacrifice to obtain the product. Years 
of recent research, however, show us 
that consumers regard price as more 
than simply the cost of a product.45 
To truly understand price, we need to 
think of it as an information stimulus, 
like color, aroma, and other more 
traditional stimuli we interpret. How 
consumers respond to and use price 
in their perceptual processes has 
been the focus of recent research.
This research considers price as an in
formation cue that is perceived and in
terpreted (attaching meaning to it). We 
call this area of research behavioral 
pricing.

One stream of behavioral pric
ing research looks at price as an 
information cue we use to judge

a product.46 You’ve certainly heard 
the old adage “You get what you pay 
for," which may or may not be true 
depending on the circumstances. 
Nonetheless, when consumers don’t 
have other information on which they 
can rely, they often use price as an 
indicator of quality (more on this 
in Chapter 8). In this sense, price 
is an important information source 
consumers use to help them decide 
among product options.

When we conceptualize price as an 
information cue or stimulus, then we 
must also accept the fact that price is 
subject to the same types of percep
tual processes that lead to different 
judgments depending on the context.
A common strategy sellers use in pro
viding contextual information for con
sumers is to present a reference price 
along with the selling price.

This refers to a price against which 
buyers compare the actual selling 
price. Marketers usually present it in 
price advertisements, on price tick
ets, or even on store displays. When 
an item goes on sale and the old 
price and the new price are available 
to ascertain the savings, this price 
information is informative and helps 
the consumer. A reference price com
municates the value of the deal to the 
buyer. But if a seller knows that con
sumers rely on semantic cues to as
sess the deal, the seller can alter the

cue information to enhance the deal’s 
attractiveness:

Which is the better deal on an LCD 
television?

• Product A: 47-inch, 1080p, 
high definition— regular price: 
$2,499; sale price: $1,499

• Product B: 47-inch, 1080p, 
high definition— regular price: 
$1,799; sale price: $1,499

Like most consumers, you probably 
picked product A. Why? To make your 
decision, you used the reference 
prices. Getting a $2,500 television for 
$1,500 is a better deal than getting 
a $1,800 television for $1,500— you 
save more, and you get a better tele
vision, right? What if the televisions 
are identical? Using higher reference 
prices, sellers can get consumers to 
increase their perceptions of the value 
of the deal, when in fact the deal is 
not better.47 When this happens, con
sumers are more likely to purchase 
that item and less likely to shop 
around.48

Important public policy implications 
(i.e., government rules and regulations) 
arise from research on reference pric
ing.49 We must consider how to protect 
consumers from deceptive practices, 
such as exaggerating reference prices, 
and this research plays a critical role 
in determining if deception occurs and 
what can be done about it.50

impact on shoppers, she should cut the price on a pair of socks that retails for $10 to $8 
(a $2 discount) for shoppers to realize a difference. However, a sports coat that sells for 
$100 would not benefit from a $2 discount; the retailer would have to mark it down $20 
to achieve the same impact.

Weber's Law, ironically, is a challenge to green marketers who try to reduce the sizes 
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 re
tailers such as Walmart that want to fit more bottles on their shelves, the size of detergent 
bottles is shrinking significantly. Procter & Gamble, Unilever, and Henkel all 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: Both P&G and Church & Dwight use a cap with a 
broader base and shorter sides to persuade consumers that they need a smaller amount.51
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Figure 2.2 THE PEPSI LOGO OVER TIME
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the Pepsi Globe Design, the Pepsi Globe,
Character Design are registered trademarks of 
PepsiCo, Inc. Used with permission.
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Augmented Reality
Perceptual thresholds become even more interesting as we enter the new age of 
augmented reality (AR). This term refers to media that combine a physical layer with 
a digital layer to create a combined experience. If you've ever watched a 3D movie with 
those clunky glasses, you've experienced one form of augmented reality. Or, if you've 
seen that yellow line in an NFL game that shows the first down marker, you've also en
countered AR in a simple form.

More likely, though, in the next few years you'll live in AR through your smartphone. 
New apps like Google Goggles (for Android phones) and Layar (for Android and Apple 
devices) impose a layer of words and pictures on whatever you see in your phone's viewer.

Augmented reality apps open new worlds of information (and marketing communi
cations). Do you want to know the bio of the singer you see on a CD cover? Who painted 
that cool mural in your local bar? How much did that house you were looking at sell for 
last month? Just point your smartphone at each and the information will be superim
posed on your screen.53

Web-Based AR
These techniques use your PC and webcam to offer an enhanced experience, often via 
a marker or image, or through motion capture. For example, the Fashionista dressing- 
room app you'll find in the online fashion boutique Tobi lets you "virtually'' try on cloth
ing items using your webcam and a marker on a printed piece of paper.

Kiosk-Based AR
This is similar to web-based AR, but you can often find more powerful applications that use 
3D or facial tracking. At a toy store, shoppers can hold up a boxed Lego set to an in-store 
kiosk, and the kiosk will show an image of them holding the put-together Lego creation. 
At several shopping malls, Chevrolet showcases its key brands in kiosks that let shoppers 
use a virtual "professional air sprayer" and their fingers to paint the car, then move on to 
choose the rims, tires, decorative stripes, and other elements. When visitors finish building 
their cars, they are handed a 6-inch by 9-inch card with an augmented reality marker on 
the back. The person holds the card up to a camera mounted on a 65-inch TV screen that 
reads the marker and creates a computer-generated 3D model of a Camaro. By moving the 
card, the customers can "drive" the car as they hear the engine roar.54

Mobile AR
These applications use the viewfinder on a mobile phone to access enhanced digital in
formation. The iButterfly app that the Dentsu advertising agency created in Japan lets you 
track and find digital butterflies using your iPhone GPS and camera. Hold your iPhone 
camera up at designated spots and when you look at your surroundings through the 
camera, you'll see animated butterflies flapping by. Each iButterfly contains coupons for 
nearby businesses.55 eBay's Fashion app "See It On" allows the user to virtually try on 
sunglasses in real time. The app uses facial recognition to identify users and apply virtual 
sunglasses to their video images. Users are able to adjust the fit, and choose different 
styles, frames, lenses, and colors, to find their perfect look. Within the app they can then 
browse through eBay to find the perfect pair at the perfect price.56

OBJECTIVE 5
Subliminal advertising 
is a controversial-but 
largely ineffective-way 
to talk to consumers.

Subliminal Perception
Most marketers want to create messages above consumers' 
thresholds so people will notice them. Ironically, a good num
ber of consumers instead believe that marketers design many 
advertising messages so they be perceived unconsciously, or be
low the threshold of recognition. Another word for threshold is 

limen, and we term stimuli that fall below the limen subliminal Subliminal perception 
refers to a stimulus below the level of the consumer's awareness.
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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 behavior. A survey of American consumers found that almost 
two-thirds believe in the existence of subliminal advertising, and more than one- 
half are convinced that this technique can get them to buy things they do not really 
want.57 ABC rejected a Kentucky Fried Chicken (KFC) commercial that invited view
ers to slowly replay the ad to find a secret message, citing the network's long-standing 
policy against subliminal advertising. KFC argued that the ad wasn't subliminal at all 
because the company told viewers about the message and how to find it. The network 
wasn't convinced.58

Like this KFC ad, most examples of subliminal advertising that people "discover" 
are not subliminal at all—on the contrary, the images are quite apparent. Remember, if 
you can see it or hear it, it's not subliminal; 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' abilities 
to manipulate consumers against their will.

Subliminal Messaging Techniques
Marketers supposedly send subliminal messages on both visual and aural channels. 
Embeds are tiny figures they insert into magazine advertising via high-speed photog
raphy or airbrushing. These hidden figures, usually of a sexual nature, supposedly exert 
strong but unconscious influences on innocent readers. Some limited evidence hints at 
the possibility that embeds can alter the moods of men when they're exposed to sexually 
suggestive subliminal images, but the effect (if any) is very subtle—and may even work in 
the opposite direction if this creates negative feelings among viewers.59 To date, the only 
real impact of this interest in hidden messages is to sell more copies of "exposes" written 
by a few authors and to make some consumers (and students taking a consumer behavior 
class) look a bit more closely at print ads, perhaps seeing whatever their imaginations 
lead them to see.

The possible effects of messages hidden on sound recordings also fascinate many 
consumers. We can see one attempt to capitalize on subliminal auditory perception 
techniques in the growing market for self-help audios. CDs and tapes, which typi
cally feature the sounds of crashing waves or other natural sounds, supposedly contain 
subliminal messages to help listeners stop smoking, lose weight, gain confidence, and 
so on. Despite the rapid growth of this market, there is little evidence that sublimi
nal stimuli transmitted on the auditory channel can bring about desired changes in 
behavior.60

Does Subliminal Perception Work?
Some research by clinical psychologists suggests that subliminal messages can influence 
people under very specific conditions, though it is doubtful that these techniques would 
be of much use in most marketing contexts. For this kind of message to have a prayer of 
working, an advertiser has to tailor it specifically to an individual rather than the mass 
messages suitable for the general public.61 The stimulus should also be as close to the 
liminal threshold as possible. Here are other discouraging factors:

•  There are wide individual differences in threshold levels. For a message to avoid con
scious detection by consumers who have low thresholds, it would have to be so weak 
that it would not reach those who have high thresholds.

•  Advertisers lack control over consumers' distance and position from a screen. In a 
movie theater, for example, only a small portion of the audience would be in exacdy 
the right seats to be exposed to a subliminal message.

•  The viewer must pay absolute attention to the stimulus. People who watch a televi
sion program or a movie typically shift their attention periodically, and they might not 
even notice when the stimulus appears.
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This Canadian beer ad pokes fun 
at subliminal advertising.
Source: © 2005. Molson USA, LLC.

•  Even if the advertiser induces the desired effect, it works only at a very general level. 
For example, a message might increase a person's thirst—but not necessarily for a 
specific drink. Because the stimulus just affects a basic drive, a marketer 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
As you sit in a lecture, you might find your mind wandering (yes, even you!). One minute 
you are concentrating on the professor's words, and the next you catch yourself day
dreaming about the upcoming weekend. Suddenly, you tune back in as you hear your

--------------------------------------------------- ---------------------------------------------------------

YOU HAVE JUST BEEN EXPOSED TO 
MOLSON SUBLIMINAL ADVERTISING.
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YOU MAY NOT BE AWARE OF IT, B UT RIGHT NOW YOUR SUBCONSCIOUS IS JONESING FOR A COLD, CRISP MOLSON. WHY? 
BECAUSE WE SUPPED THROUGH TH E BACK DOOR OF YOUR BRAIN AND P U N TE D  A FEW VISUAL CUES DEEP IN YOUR MIND. 
ANY OF THE IMAGES BELOW SEEM STRANGELY FAMILIAR? *

name being spoken. Fortunately, it's a false alarm—the professor has called on another 
"victim" who has the same first name. But she's got your attention now.

Attention refers to the extent to which processing activity is devoted to a particu
lar 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 often are in a state of sensory overload, exposed to far more information than 
they can process. In our society, much of this bombardment comes from commercial 
sources, and the competition for our attention is steadily increasing. 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.
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This camera ad from Singapore reminds us 
that consumers tune out many stimuli that 
compete for their attention.
Source: Courtesy of Nikon/Euro RSCG/Singapore.

Marketing Pitfall

If you watch TV with a 
digital video recorder 
(DVR), you’re 25 per
cent more likely to fast- 

forward past ads that don’t interest you 
immediately. Another 25 percent of DVR 
users don’t watch an entire commercial if it 
doesn’t draw them in right away-no matter 
how entertaining it gets by the end. Ads that 
start out with a captivating story are more 
likely to hold an audience compared to those 
that get to the point more slowly. This finding 
may cast doubt on traditional ratings of adver
tisements where viewers in laboratory settings 
are forced to watch an entire commercial-in 
real life they may just zap through it.62

Multitasking and Attention
Getting the attention of young people in particular is a challenge—as your professor prob
ably knows! As of 2010, more than half of teens report that they engage in multitasking, 
where they process information from more than one medium at a time as they attend to 
their cell phones, TVs, instant messages, and so on—and that's just during the time when 
they are doing homework!63 One study observed 400 people for a day and found that 
96 percent of them were multitasking about a third of the time they used media.64 Market
ing researchers struggle to understand this new condition as they figure out how to reach 
people who do many things at once.

What impact does all this multitasking have on consumers' ability to absorb, retain, 
and understand information? One possible consequence: These bursts of stimulation 
provoke the body to secrete dopamine, which is addicting. When we go without these 
squirts, we feel bored. Some scientists warn that our cravings for more stimulation dis
tract us from more prolonged thought processes and reduce our ability to concentrate 
(don't text and drive!). Studies find that heavy multitaskers have more trouble focusing, 
and they experience more stress. One study found that people interrupted by email re
ported significantly more stress than those who were allowed to focus on a task. The good 
news is that the brains of Internet users become more efficient at finding information, 
while some videogame players develop better eyesight. One team of researchers found 
that players of fast-paced video games can track the movement of a third more objects on 
a screen than nonplayers. They say the games can improve reaction and the ability to pick 
out details amid clutter. For better or worse, technology seems to be rewiring our brains 
to try to pay attention to more stimuli. Today we consume three times as much informa
tion each day as people did in 1960. We constantly shift attention: Computer users at work 
change windows or check email or other programs nearly 37 times an hour. Computer 
users visit an average of 40 Web sites a day.65

How Do Marketers Get Our Attention?
As we'll also see in later chapters, marketers constantly search for ways to break through 
the clutter and grab people's attention. At times these efforts meet with mixed results:
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•  Networks try to engage viewers during commercial breaks when they wedge origi
nal content into the blocks of advertising time so that viewers will anticipate seeing 
something fun if they sit through a few ads. Fox Broadcasting televised a series of clips 
about an animated character named Oleg, a New York cab driver, who popped up in 
8-second vignettes during commercial breaks in series such as 24. In a Greek accent, 
Oleg urged viewers to visit Fox's Web site. In one clip, Oleg sang about himself to 
the Barry Manilow tune "Copacabana." In others, he drove celebrities such as Tom 
Cruise and Rosie O'Donnell. Although Oleg generated more than 100,000 Web-site 
hits on some nights, some viewers complained that he was an ethnic stereotype and 
others couldn't understand what he was saying—so Oleg is history. But it was a good 
idea in principle.66

•  In the online world, advertisers are trying more tricks to get visitors to watch their 
messages. One of the most popular today is rich m edia—this technique uses move
ment to get viewers' attention. LowerMyBills.com is notorious for its endless loops 
of silhouetted dancers and surprised office workers, whereas other ads spring into 
action when you move the cursor over them. Other rich media are online versions of 
familiar TV commercials that sit frozen on the Web site until you click them. Teaser 
ads, much like those you see on TV that give you a taste of the story but make you 
return later for the rest, also turn up on Web sites.67

•  Of course, a sure-fire way to grab our attention is to do something outrageous, or at 
least unusual, in a public place. To promote a new class at the New York Health and 
Racquet Club, six men and women stood outside the city's Grand Central Termi
nal flashing their underwear at strangers. The garments featured the club's logo and 
“Booty Call," the name of the class.

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. Con
sumers practice a form of “psychic economy," picking and choosing among stimuli to 
avoid being overwhelmed. How do they choose? Both personal and stimulus factors help 
to decide.

Personal Selection Factors
The actions of a Colorado judge illustrate how powerful our own tastes can be in deter
mining what we want to see and hear. He requires young people convicted of violating 
the city's noise ordinance to listen to music they don't like—including a heavy dose of 
such “favorites" as Wayne Newton, Dean Martin, and bagpipe recordings.68 What, no 
Justin Bieber? 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 de
cide to process.

Perceptual vigilance is one such factor. Consumers are more likely to be aware of 
stimuli that relate to their current needs. A consumer who rarely notices car ads will be
come very much aware of them when she or he is in the market for a new car. A newspa
per ad for a fast-food restaurant that would otherwise go unnoticed becomes significant 
when one sneaks a glance at the paper in the middle of a five o'clock class.

Individual variations in perceptual processing may account for some differences. 
Indeed, one study reported that women are better than men in terms of their ability to 
identify visually incongruent products that are promoted among competing products. 
Females discriminate relational information among competing advertisements and use 
this information to identify incongruent products that would otherwise go unidentified.69

The flip side of perceptual vigilance is perceptual defense. 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.
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Still another factor is adaptation, the degree to which consumers continue to no
tice 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 "habituate" and 
require increasingly stronger "doses" of a stimulus to notice it. A commuter who is en 
route to work might read a billboard message when the board is first installed, but after 
a few days it simply becomes part of the passing scenery. Several factors can lead to 
adaptation:

•  Intensity—Less-intense stimuli (e.g., soft sounds or dim colors) habituate because 
they have less sensory impact.

•  Duration—Stimuli that require relatively lengthy exposure to be processed habituate 
because they require a long attention span.

•  Discrimination—Simple stimuli habituate because they do not require attention to 
detail.

•  Exposure—Frequently encountered stimuli habituate as the rate of exposure 
increases.

% Relevance—Stimuli that are irrelevant or unimportant habituate because they fail to 
attract attention.

Stimulus Selection Factors
In addition to the receiver's mindset, characteristics of the stimulus itself play an im
portant role in determining what we notice and what we ignore. Marketers need to un
derstand these factors so they can create messages and packages that will have a better 
chance of cutting through the clutter. For example, when researchers using infrared eye- 
tracking equipment measured what ads consumers look at, they found that visually com
plex ads are more likely to capture attention.70

In general, we are more likely to notice stimuli that differ from others around them 
(remember Weber's Law). A message creates contrast in several ways:

•  Size—The size of the stimulus itself in contrast to the competition helps to determine 
if it will command attention. Readership of a magazine ad increases in proportion 
to the size of the ad.71

•  Color—As we've seen, color is a powerful way to draw attention to a product or to 
give it a distinct identity. Black & Decker developed a line of tools it called DeWalt to 
target the residential construction industry. The company colored the new line yellow 
instead of black; this made the equipment stand out against other "dull" tools.72

•  Position—Not surprisingly, we stand a better chance of noticing stimuli that are in 
places we're more likely to look. That’s why the competition is so heated among sup
pliers to have their products displayed in stores at eye level. In magazines, ads that 
are placed toward 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, no
tice which pages you're more likely to spend time looking at.)73 A study that tracked 
consumers' eye movements as they scanned telephone directories also illustrates the 
importance of message position. Consumers scanned listings in alphabetical order, 
and they noticed 93 percent of quarter-page display ads but only 26 percent of plain 
listings. Their eyes were drawn to color ads first, and these were viewed longer than 
black-and-white ones. In addition, subjects spent 54 percent more time viewing ads 
for businesses they ended up choosing, which illustrates the influence of attention on 
subsequent product choice.74

•  Novelty—Stimuli that appear in unexpected ways or places tend to grab our atten
tion. One solution is to put ads in unconventional places, where there will be less 
competition for attention. These places include the backs of shopping carts, walls of 
tunnels, floors of sports stadiums, and yes, even public restrooms.76 An outdoor ad
vertising agency in London constructs huge ads in deserts and farm fields adjacent to
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Figure 2.3 GOLDEN TRIANGLE Position is key in online advertising. Sophisticated 
eye-tracking studies clearly show that most search engine users find view only a very limited 
number of search results. When the typical shopper looks at a search page, her eye travels 
across the top of the search result, returns to the left of the screen, and then travels down to 
the last item shown on the screen without scrolling. Search engine marketers call this space on 
the screen where listings are virtually guaranteed to be viewed the golden triangle.75 
Source: Enquiro Search Solutions, Inc. (Now Mediative Performance LP)

canl stillpul aroof rack tin S?.

_______ iiœct Yakima Racks.

iïre C ë r Roof Racks • pieces, the Thule 400 Aeto toof ...

------- --------
• -I!-'. - Thule Car Roof Racks. Van Roof Racks. Boxes ..

Digital Cameras
Personal I  Home- tleclrOWcs Canine 
Shop « »  Huge Selection Nov/ & 5.we

¿ Canadian Stores 
Canada's Only Piece to Compart 
digit.-»} camei as

Car, Van, SUV Roof Racks on sale 
Free shipping Many majoi btaruis 
pooSRacfcs4t.uss.eom :

R o of Rock
Great deals on Roof rack
Shop on eBay and Savel

A» the Roof Racks
All the Roof Rack? Savings!
Smart Roof Racks Shoppers HSra
R r . r r f r i m

January I: 7X16, Thuto Cat Racks Systems will offer a limited lifetime
% fk¡% i ^ _ 

I Jar. 2036 • r <rh*1 - S-—..!a.
ol'Th'j!? 

v=w. ,i eke com

... ■■■K drKS -atr;-; byStemS IPf -SrS 800 I rjCKS aPOqK,:iCk’B
From lemcvsbio loo t rack systems to btko carriers, ski/snowboard earners,
watersport earners. and cargo earners, SportReck has what you i
vwcw.spo:tiack.oorri/'- 16k • \ - Similar rr.ift

Howstuffvvotys "How Digital Cameras WorV'
You used lo have to wait ior film to be developed befoie you could see your pictures 
Not anymore. With a digital cam era you can geUnstant resuits and ...
etectionics howsiuffwBrt'.s convdigtt.il-camei.'i.I.'.fr, - 44k• 9 Jan 2 0 3 S * « S

?899 .3310.3316.3025.3026.2 8 ^ 1
k u LiA k  - Digital Cameras H&aan imaQinq and '„ommerctai Krinano
Visil KODAK for digital caméras, photography tlps. prrntirig and imaijing solutions 
for consumer*, commercial prmibrs. and healthcaie professionals.
•mm* kodak. com/ - 39k - 9 Jan 3006 • £a£hg<i - Simiiat oafH%

239̂9141 
try your ?your search again on

airports so that passengers who look out the window can't help but pay attention. It 
prints the digital ads on pieces of PVC mesh that sit on frames a few inches above the 
ground.7' Other entrepreneurs equip billboards with tiny cameras that use software 
to determine that a person is standing in front of an outdoor ad. Then the program 
analyzes the viewer's facial features (like cheekbone height and the distance between 
the nose and the chin) to judge the person's gender and age. Once the software cat
egorizes the passerby, it selects an advertisement tailored to this profile; for example, 
an Hispanic teenager sees a different message than the middle-aged Asian woman 
who walks behind him.78
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A popular British retailer called French 
Connection relies on the priming process 
to evoke a response to its advertising by 
using an acronym that closely resembles 
another word.
Source: Used with permission TWBA London on 
behalf of French Connection.

Indeed, one study indicates that novelty in the form of interruptions actually in
tensifies our experiences; distraction increases our enjoyment of pleasant stimuli as it 
amplifies our dislike of unpleasant stimuli. In fact, the study reported that people actu
ally enjoy TV shows more when commercials interrupt them. A group of undergraduates 
watched an episode of an old sitcom {Taxi) with which they were unfamiliar. Half viewed 
the original broadcast, which included ads for a jeweler, a lawyer, and other businesses; 
the other half saw the show with all commercials deleted. Students who saw the original 
actually gave it higher evaluations. The researchers found a similar pattern when they 
interrupted people who were getting a massage. In contrast, subjects reported that the 
irritating sound of a vacuum cleaner was even worse when they got a break from listen
ing to it and then had to hear it resume! The researchers interpret these results as the 
outcome of adaptation: We experience events more intensely at first but then get used to 
them. When we experience an interruption and then start over, we revert to the original 
intensity level.79

OBJECTIVE 6
We interpret the stimuli 
to which we do pay 
attention according to 
learned patterns and 
expectations.

Interpretation
Interpretation refers to the meanings we assign to sensory stim
uli. Just as people differ in terms of the stimuli that they perceive, 
the meanings we assign to these stimuli vary 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 ex

pected the stimulus to be. In one study, kids ages 3 to 5 who ate McDonald's French fries 
served in a McDonald's bag overwhelmingly thought they tasted better than those who 
ate the same fries out of a plain white bagẵ Even carrots tasted better when they came out 
of a McDonald's bag—more than half the kids preferred them to the same carrots served 
in a plain package! Ronald would be proud.80
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CB AS I SEE IT
Prof. William E. Baker, University of Akron

ity are important. Brands with high 
awareness are more likely to be in 
the consumers’ consideration set. 
Brands that are familiar are more

likely to be trusted. However, the 
first and most critical step in brand 
development may be brand-name 
imprinting.

A brand must own a niche in mem
ory; a space that anchors it to a spe
cific category (e.g., Porsche to sports 
car) or usage occasion (nighttime pain 
relief). Some researchers refer to this 
space as a “brand node.” Weak im
printing occurs when the brand node is 
not clearly linked to a product category 
or usage occasion, or when it is linked 
to too broad a category (e.g., automo
bile) or usage situation (whenever you 
have pain).

The meaning we assign to a stimulus depends on the schema, or set of beliefs, 
to which we assign it. That helps to explain why Gary was so revolted at the thought 
of warm milk. In a process we call priming, certain properties of a stimulus evoke a 
schema. This in turn leads us to compare the stimulus to other similar ones we encoun
tered in the past.

Identifying and evoking the correct schema is crucial to many marketing decisions, 
because this determines what criteria consumers will use to evaluate the product, pack
age, or message. Extra Strength Maalox Whip Antacid flopped even though a spray can 
is a pretty effective way to deliver the product. To consumers, aerosol whips mean des
sert toppings, not medication.81 However, when a college cafeteria gave menu items de
scriptive labels (e.g., Red Beans with Rice versus Traditional Cajun Red Beans with Rice, 
Chocolate Pudding versus Satin Chocolate Pudding) so that diners had more information 
about each option and were able to better categorize them, sales increased by more than 
25 percent.82

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 farther away 
an object is from a lever's fulcrum, the more difficult it is to raise the item. Because we 
read from left to right, the left naturally becomes the visual fulcrum and thus 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 
worse. Think, for example, about a diet food marketer who wants shoppers to regard her 
menu items as lighter.83

As we'll see later in Chapter 6, products often assume a “brand personality" because 
we tend to assign them common human traits such as sophistication or sexiness. In other 
words, we anthropomorphize objects when we think of them in human terms, and this 
thought process may encourage us to evaluate products using schemas we apply to clas
sify other people. A recent study illustrates how this works: Subjects saw an advertisement 
with a picture of a car that had been modified to make it appear as though it was either

Research has shown that if a new 
brand’s name is imprinted by flashing 
it several times to consumers before 
they receive a presentation of the new 
brand’s benefits, the information is 
better learned and linked to the brand 
than if the brand name is not im
printed prior to the presentation. Other 
research shows that if a brand node 
is ignited (i.e., cued) to memory by 
presenting the brand name/logo at the 
beginning of a video advertisement, 
the information that follows will be bet
ter linked to the brand than when the 
brand name is not revealed until the 
end of the advertisement.



94 SECTION 2 Consumers as Individuals

"smiling” or "frowning." In some cases the text of the ad was written in the first person, to 
activate a human schema, while 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 favorably 
than when they saw a "frowning" car.84

Stimulus Organization
One factor that determines how we will interpret a stimulus is the relationship we assume 
it has with other events, sensations, or images in memory. When RJR Nabisco introduced 
a version of Teddy Grahams (a children's product) for adults, it used understated packag
ing colors to reinforce the idea that the new product was for grown-ups. But sales were 
disappointing. Nabisco changed the box to bright yellow to convey the idea that this was 
a fun snack, and buyers' more positive association between a bright primary color and 
taste prompted adults to start buying the cookies.85

Our brains tend to relate incoming sensations to others already in memory, based 
on some fundamental organizational principles. These principles derive from Gestalt 
psychology, a school of thought which maintains that people interpret 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, and we summarize this term as 
"the whole is greater than the sum of its parts." A piecemeal perspective that analyzes 
each component of the stimulus separately can't capture the total effect. The Gestalt per
spective provides several principles that relate to the way our brains organize stimuli:

•  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 arc burned out. The principle of closure is also at work when we hear only 
part of a jingle or theme. Marketing strategies that use the closure principle encour
age audience participation, which increases the chance that people will attend to the 
message.

•  The principle of similarity tells us that consumers tend to group together obj ects that 
share similar physical characteristics. Green Giant relied on this principle when the 
company redesigned the packaging for its line of frozen vegetables. It created a "sea 
of green" look to unify all of its different offerings.

We recognize patterns of stimuli, such as 
familiar words. In this Austrian ad consumers 
will tend to see the word “kitchen” even 
though the letters are scrambled.
Source: Client: XXXLutz; Head of Marketing: Mag. 
Thomas Saliger; Agency: Demner, Merlicek & 
Bergmann; Account Supervisor: Andrea Kliment; 
Account Manager: Albin Lenzer; Creative Directors: 
Rosa Haider, Tolga Buyukdoganay; Art Directors: 
Tolga Buyukdoganay, Rene Pichler; Copywriter: 
Alistair Thompson.
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This Indian paper ad relies on the principle 
of similarity to create an image of a man.
Source: Courtesy of Taproot India. Contributors: 
Santosh Padhi, Agnello Dias, Ananth Nanavre, 
Amol Jadhav, and Amol Kamble.

•  The figure-ground principle states that one part of a stimulus will dominate (the 
figure), and other parts recede into the background (the ground). This concept is easy 
to understand if one thinks literally of a photograph with a clear and sharply focused 
object (the figure) in the center. The figure is dominant, and the eye goes straight to 
it. The parts of the configuration a person will perceive as figure or ground can vary 
depending on the individual consumer, as well as other factors. Similarly, marketing 
messages that use the figure-ground principle can make a stimulus the focal point of 
the message or merely the context that surrounds the focus.

The Eye of the Beholder: Interpretations! 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. A classic experiment demon
strated the process of “seeing what you want to see": Princeton and Dartmouth students
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The Australian postal service uses a unique 
application of the figure-ground principle.
Source: ©  M&C Saatchi, 2007.

separately viewed a movie of a particularly rough football game between the two rival 
schools. Although everyone was exposed to the same stimulus, the degree to which stu
dents saw infractions and the blame they assigned for those they did see depended on 
which college they attended.86

As this experiment demonstrates, we tend to project our own desires or assumptions 
onto products and advertisements. This interpretation process can backfire for market
ers. Planters LifeSavers Company found this out when it introduced Planters Fresh Roast, 
a vacuum-packed peanuts package. The idea was to capitalize on consumers' growing 
love affair with fresh-roast coffee by emphasizing the freshness of the nuts in the same 
way. A great idea—until irate supermarket managers began calling to ask who was going 
to pay to clean the peanut gook out of their stores' coffee-grinding machines.8'

Another experiment demonstrated how our assumptions influence our experiences; 
in this case, the study altered beer drinkers' taste preferences simply by telling them dif
ferent stories about a specific brew's ingredients. The researcher offered bar patrons free 
beer if they would participate in a taste test (guess what: very few refused the offer). Par
ticipants tasted two beers each, one a regular draft of Budweiser or Samuel Adams and 
the other the same beer with a few drops of balsamic vinegar added. Although most beer 
aficionados would guess that vinegar makes the drink taste bad, in fact 60 percent of the 
respondents who did not know which beer contained the vinegar actually preferred the 
doctored version to the regular one! But when tasters knew in advance which beer had 
vinegar in it before they took a swig, only one-third preferred that version.88
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Semiotics: The Symbols around Us
As we've just seen, when we try to "make sense" of a market
ing stimulus we interpret it in light of our prior associations. For 
this reason, much of the meaning we take away influences 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 cowboy have to do with a bit of to

bacco rolled into a paper tube? How can a celebrity such as the basketball player LeBron 
James or the singer Rihanna enhance the image of a soft drink or a fast-food restaurant?

To help them understand how consumers interpret the meanings of symbols, some 
marketers turn to semiotics, a field that studies the correspondence between signs and 
symbols and their roles in how we assign meanings.89 Semiotics is a key link to consumer 
behavior because consumers use products to express their social identities. Products carry 
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."90

From a semiotic perspective, every marketing message has three basic components: 
an object, a sign (or symbol), and an interprétant. The object is the product that is the 
focus of the message (e.g., Marlboro cigarettes). The sign is the sensory image that repre
sents the intended meanings of the object (e.g., the Marlboro cowboy). The interprétant 
is the meaning we derive from the sign (e.g., rugged, individualistic, American). Figure 2.4 
diagrams this relationship.

According to semiotician Charles Sanders Peirce, signs relate to objects in one of 
three ways: They can resemble objects, connect to them, or tie to them conventionally. 
An icon is a sign that resembles the product in some way (e.g., the Ford Mustang has a 
galloping horse on the hood). An index is a sign that connects to a product because they 
share some property (e.g., the pine tree on some of Procter & Gamble's Spic and Span 
cleanser products conveys the shared property of fresh scent). A symbol is a sign that 
relates to a product by either conventional or agreed-on associations (e.g., the lion in 
Dreyfus Fund ads provides the conventional association with fearlessness and strength 
that it carries [or hopes to carry] over to the company's approach to investments).91

A lot of time, thought, and money go into creating brand names and logos that clearly 
communicate a product's image (even when a name like Exxon is generated by a com
puter!). In 2011, Starbucks removed the words Starbucks Coffee as it introduced a new

OBJECT
(Product)

Cowboy « ---------------------------------------------- ► Ru« « ed
American

OBJECTIVE 7
The field of semiotics helps 
us to understand how 
marketers use symbols to 
create meaning.

SIGN
(Image)

INTERPRETANT
(Meaning) Figure 2.4 SEMIOTIC RELATIONSHIPS
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The Tangled Web

People get attached to 
favorite logos-and social 
media platforms allow 
them to learn about any 

unsavory changes almost instantaneously. 
Gap misjudged consumers’ attachment to 
its old logo when it introduced a new one 
in 2010 without warning fans first. Within 
hours, consumers who were loyal to the old 
logo were burning up the blogosphere with 
indignant posts. Gap wrote on its Facebook 
page, “We know this logo created a lot of 
buzz and we’re thrilled to see passionate 
debate unfolding!" As the criticism got more 
heated, the company did an about-face and 
finally surrendered on Facebook: “O.K. We’ve 
heard loud and clear that you don’t like the 
new logo . . . we’re bringing back the Blue 
Box tonight."94

logo that features only the famous siren character. CEO Howard Schulz explained in an 
online video that this change means the company is thinking "beyond coffee."92

The choice of a logo is even more difficult when the brand has to travel across cultures. 
For example, as Chinese business becomes more global, companies refashion ancient Chi
nese 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 depic
tions 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 concept 
of "customer" and "competition," the firm's new focus. In addition, though, the symbol also 
resembles the horns of an ox, a hard-working animal. When the software company Oracle 
redesigned its logo for the Chinese market, it added three Chinese characters that signify the 
literal translation of the word oracle: “writing on a tortoise shell." The expression dates back 
to ancient China when mystics scrawled prophecies on bones. The California firm was enthu
siastic about the translation because it conveyed Oracle's core competency—data storage.93

Hyperreality
One of the hallmarks of modem advertising is that it creates a condition of hyperreality. This 
refers to the process of making real what is initially simulation or “hype." Advertisers create 
new relationships between objects and interprétants when they invent new connections be
tween products and benefits, such as when an ad equates Marlboro cigarettes with the Ameri
can frontier spirit In a hyperreal environment, over time it's no longer possible to discern the 
true relationship between the symbol and reality. The "artificial" associations between prod
uct symbols and the real world take on lives of their own. Here are some hyperreal sightings:

•  A furniture designer launched a dining room set inspired by the TV series Dexter—the 
main character is a police blood splatter analyst who moonlights as a serial killer. The 
all-white table and chairs are festooned with big splotches of red.95

•  "It's so easy even a caveman can do it." The "yuppie" cavemen from the insurance 
company GEICO's ad campaign became so popular that they actually spawned a 
(short-lived) TV sitcom.96

We'll learn later on in the book about the popular strategy of product place
ment, where TV shows and movies incorporate real products on sets and in plotlines. 
Reverse product placement is a great example of hyperreality; in these cases fictional 
products that appear in shows become popular in the real world. The e-commerce site 
LastExitToNowhere.com sells T-shirts that bear the logos of companies featured in works 
of fiction. These include such made-up companies as Tyrell (the manufacturer of genetic 
replicants in the movie classic Blade Runner), Polymer Records (a music label in the cult 
movie This Is Spinal Tap), and the Weyland-Yutani Corporation (it made the spaceship 
freighter Nostromo in the Alien movies). Another online store—80sTees.com—proclaimed 
Duff beer, from The Simpsons TV show the number-one fake brand. Coming in second was 
Dunder Mifflin, the paper company on The Office series.97 Other fake-to-real products include:

•  Bertie Bott's Every Flavor Beans, which originated in the Harry Potter book series 
before the product moved to actual retail shelves.

•  The movie Forrest Gump inspired the Bubba Gump Shrimp Company restaurant 
chain.

•  Nestle sells Wonka candy (from the Willy Wonka movie).98

Perceptual Positioning
So, we know that we often interpret a product stimulus in light of what we've learned 
about a product category and the characteristics of existing brands. Our perception of 
a brand comprises 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'll look more closely at issues such as brand image in later chapters, but for now it's
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“Anyone can wear a shirt bearing 
the name of their favourite film, 

but these shirts go way beyond that.”
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important to keep in mind that (as we stated in Chapter 1) our evaluation of a product 
typically is the result of what it means rather than what it does. This meaning—as con
sumers perceive it—constitutes the product's market position, and it may have more to 
do with our expectations of product performance as communicated by its color, packag
ing, 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, which is a fundamen
tal component 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 in the marketplace relative to its competitors. 
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.

Marketers can use many dimensions to carve out a brand's position in the market
place. These include:99

•  Lifestyle. Grey Poupon mustard is a "higher-class" condiment.
•  Price leadership. L'Oréal sells its Noisome brand face cream in upscale beauty shops, 

whereas its Plenitude brand is available for one-sixth the price in discount stores— 
even though both are based on the same chemical formula.100

Last Exit to Nowhere sells T-shirts that bear 
the logos of companies featured in works 
of fiction.
Source: Images from LastExittoNowhere.com.
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•  Attributes. Bounty paper towels are "the quicker picker-upper."
•  Product class. The Spyder Eclipse is a sporty convertible.
•  Competitors. Northwestern Insurance is "the quiet company."
•  Occasions. Wrigley's gum is an alternative at times when smoking is not permitted.
•  Users. Levi's Dockers target men in their 20s to 40s.
•  Quality. At Ford, "Quality is job 1."

CHAPTER SUMMARY

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

1. Perception is a three-stage process that translates raw 
stimuli into meaning.

Perception is the process by which physical sensations, 
such as sights, sounds, and smells, are selected, orga
nized, and interpreted. The eventual interpretation of a 
stimulus allows it to be assigned meaning. A perceptual 
map is a widely used marketing tool that evaluates the 
relative standing of competing brands along relevant 
dimensions.

2. The design of a product is now a key driver of its success 
or failure.

In reccnt years, the sensory experiences we receive 
from products and services have become a high priority 
when we choose among competing options. Consum
ers increasingly want to buy things that will give them 
hedonic value in addition to functional value. They of
ten believe that most brands perform similarly, so they 
weigh a product's aesthetic qualities heavily when they 
select a brand.

3. Products and commercial messages often appeal to our 
senses, but because of the profusion of these messages 
most of them won’t influence us.

Marketing stimuli have important sensory qualities. We 
rely on colors, odors, sounds, tastes, and even the "feel" of 
products when we evaluate them. Not all sensations suc
cessfully make their way through the perceptual process. 
Many stimuli compete for our attention, and we don't no
tice or accurately interpret the majority of them.

4. The concept of a sensory threshold is important for 
marketing communication.

People have different thresholds of perception. A stimulus 
must be presented at a certain level of intensity before our 
sensory detectors can detect it. In addition, a consumer's 
ability to detect whether two stimuli are different (the dif
ferential threshold) is an important issue in many market
ing contexts, such as package design, the size of a product, 
or its price.

5. Subliminal advertising is a controversial— but largely 
ineffective— way to talk to consumers.

So-called subliminal persuasion and related techniques 
that expose people to visual and aural messages below the 
sensory threshold are controversial. Although evidence 
that subliminal persuasion is effective is virtually nonex
istent, many consumers continue to believe that advertis
ers use this technique. Some of the factors that determine 
which stimuli (above the threshold level) do get perceived 
include the amount of exposure to the stimulus, how 
much attention it generates, and how it is interpreted. In 
an increasingly crowded stimulus environment, advertis
ing clutter occurs when too many marketing-related mes
sages compete for attention.

6. We interpret the stimuli to which we do pay attention 
according to learned patterns and expectations.

We don't attend to a stimulus in isolation. We classify and 
organize it according to principles of perceptual organiza
tion. A Gestalt, or overall pattern, guides these principles. 
Specific grouping principles include closure, similarity, 
and figure-ground relationships. The final step in the pro
cess of perception is interpretation. Symbols help us make 
sense of the world by providing us with an interpretation 
of a stimulus that others often share. The degree to which 
the symbolism is consistent with our previous experience 
affects the meaning we assign to related objects.

7. The field of semiotics helps us to understand how 
marketers use symbols to create meaning.

Marketers try to communicate with consumers by creat
ing relationships between their products or services and 
desired attributes. A semiotic analysis involves the corre
spondence 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). Or it may be 
indexical if it relies on shared characteristics (e.g., the red 
in a stop sign means danger). Meaning also can be con
veyed by a symbol in which an image is given meaning by 
convention or by agreement of members of a society (e.g., 
stop signs are octagonal, whereas yield signs are triangu
lar). Marketer-created associations often take on lives of 
their own as consumers begin to believe that hype is, in 
fact, real. We call this condition hyperreality.
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REVIEW

1 Define hedonic consumption and provide an example. 9
2 Does the size of a package influence how much of the con

tents we eat? Provide an example. 10
3 How does the sense of touch influence consumers' reac

tions to products? 11
4 Identify and describe the three stages of perception.
5 What is the difference between an absolute threshold and 12 

a differential threshold?
6 Does subliminal perception work? Why or why not?
7 “Consumers practice a form of “psychic economy." What 13 

does this mean?
8 Describe two factors that can lead to stimulus adaptation.

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS
1 Many studies have shown that our sensory detection abili

ties decline as we grow older. Discuss the implications of 
the absolute threshold for marketers who want to appeal to 
the elderly.

2 Assuming that some forms of subliminal persuasion may 
have the desired effect of influencing consumers, do you 
think the use of these techniques is ethical? Explain your 
answer.

3 Do you believe that marketers have the right to use any 
or all public spaces to deliver product messages? Where 
would you draw the line in terms of places and products 
that should be off limits?

4 The slogan for the movie Godzilla was “Size does matter." 
Should this be the slogan for America as well? Many mar
keters seem to believe so. The average serving size for a 
fountain drink has gone from 12 ounces to 20 ounces. An 
industry consultant explains that the 32-ounce Big Gulp is 
so popular because "people like something large in their 
hands. The larger the better." Hardee's Monster Burger, 
complete with two beef patties and five pieces of bacon, 
weighs in at 63 grams of fat and more than 1,000 calories. 
The standard for TV sets used to be 19 inches; now it's 32 
inches and growing. Hulking sport utility vehicles (SUVs) 
have replaced tiny sports cars as the status vehicle of the new

Define a “schema" and provide an example of how this 
concept is relevant to marketing.
“The whole is greater than the sum of its parts." Explain 
this statement.
List the three semiotic components of a marketing mes
sage, giving an example of each.
What do we mean by the concept of hyperreality? Give an 
example that is not discussed in the chapter. How does this 
concept differ from augmented reality?
What is a positioning strategy? What are some ways mar
keters can position their products?
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millennium. What's up with our fascination with bigness? Is 
this a uniquely American preference? Do you believe that 
"bigger is better"? Is this a sound marketing strategy?

5 Playmobil toys recreate real-life settings such as a police 
station or hospital. One offering the company calls Secu
rity Check Point features armed airport security officers, 
a metal detector, and an X-ray screening machine. Some 
parents protested; one wrote this comment on Amazon 
.com: "I applaud Playmobil for attempting to provide us 
with the tools we need to teach our children to unques- 
tioningly obey the commands of the State Security Appa
ratus. But unfortunately, this product falls short of doing 
that. There's no brown figure for little Josh to profile, taser,

■  APPLY
1 Interview three to five male and three to five female friends 

about their perceptions of both men's and women's fra
grances. Construct a perceptual map for each set of prod
ucts. Based on your map of perfumes, do you see any areas 
that are not adequately served by current offerings? What 
(if any) gender differences did you notice regarding both 
the relevant dimensions raters use and how they place spe
cific brands along these dimensions?

2 Assume that you are a consultant for a marketer who wants 
to design a package for a new premium chocolate bar tar
geted to an affluent market. What recommendations would 
you provide in terms of such package elements as color, 
symbolism, and graphic design? Give the reasons for your 
suggestions.

DRIVING COMMUTER MEDIA 
IN SOUTH AFRICA
The appearance of a yellow taxicab in a movie scene instantly 
transfers the audience to New York. Similarly, a black cab sig
nifies the magical city of London. But when the majority of the 
employed South African population awakes each morning, 
their commute to work is far removed from cabs and subways.

In the absence of readily available public transport, and 
with many South Africans not able to afford their own vehicles, 
approximately 32 percent of the population of 50 million people 
depends on minibus taxis for their transport needs. These taxis 
(also called "kwela-kwela," meaning "get up" or "climb on" in 
Zulu), and the taxi ranks from which they depart, form an inte
gral part of South African communal life. Taxi drivers are often

and detain." A Playmobil executive comments, "The whole 
premise behind Playmobil toys is to familiarize the child 
with the realities of life through play. If you're taking a child 
for a first flight to Florida from New Jersey to visit grand
parents, you say, ‘This is what the terminal looks like, and 
when we get here we have to take our shoes off and walk 
though security.'"101 Where should toymakers draw the 
line between reality and play?

6 Augmented reality applications may reach the level of so
phistication where we observe almost everything through 
the screen of our smartphones in order to receive an "en
hanced" experience. Do you view this as a positive devel
opment or a problem?

3 Using magazines archived in the library, track the packag
ing of a specific brand over time. Find an example of gradual 
changes in package design that may have been below the j.n.d.

4 Visit a set of Web sites for one type of product (e.g., per
sonal computers, perfumes, laundry detergents, or athletic 
shoes) and analyze the colors and other design principles 
they employ. Which sites "work" and which don't? Why? 
Look through a current magazine and select one ad that 
captures your attention over the others. Explain why this 
ad attracts you.

5 Find ads that use 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 the ad targets.

criticized for reckless driving, use of vehicles that are not road
worthy, and unwillingness to abide by the law. A closer look, 
however, shows that the daily operations of the industry are 
governed by an intricate, informal system of geographic bound
aries, mutual understanding, and savvy entrepreneurship.

Taxi commuters are primarily low- to middle-income earn
ers. Companies such as Procter & Gamble and SAB Miller have 
conducted extensive research about the unique needs of these 
consumers, for whom product relevance and perceived value 
are important purchase triggers. Products are often creatively 
modified to serve this market. Examples include reduced-rinse 
shampoos and soaps; sun-heated water/shower bags; and the 
Unilever Rajah Curry Wonderbag, in which low-cost hot meals 
can be prepared while saving energy and reducing emissions. 
Marketers are challenged to inform consumers about these

My Marketi ngLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
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products and to achieve optimal message exposure in a coun
try where a diversity of cultures reside, 11 official languages are 
spoken, and only about 11 percent of the population has access 
to the Internet.

Research by Freshly Ground Insights (FGI) found that the 
South African commuter market (segmented as Solid Citizens, 
Suburban Stylers, Hungry Hot-Shots, and Madalas, meaning 
“old man" in Zulu) is worth more than $20 billion per month 
in household income. In addition to the 61 minutes that each 
commuter spends in a taxi per day, an average commuter de
votes 32 minutes to walking to the taxi rank, uses 45 minutes for 
queuing, and spends 49 minutes interacting with fellow com
muters while waiting at the taxi rank, where food and other 
products are often prepared and sold.

Imagine a communication channel that gives marketers, 
on average, 187 minutes per day to reach each member of this 
lucrative, captive market. Imagine a channel that costs 5 times 
less than a billboard, has 11 times more impact, and triggers 
7.1 million South Africans each week to notice advertising mes
sages. Welcome to the world of South African commuter media, 
where marketers are making ample use of the opportunity to 
communicate about relevant products with commuters both 
inside and outside the kwela-kwela!

Inside taxis, brands such as Knorr, Cell C, and Nestlé Milo 
have used branded seat covers to convey their messages, an 
approach that was quite popular during the 2010 FIFA Soccer 
World Cup. Music plays a prominent role in African culture, 
and therefore Star Music was created to entertain commuters 
during their journey. Star Music is a 90-minute CD with music 
(often gospel and kwela or traditional street music) and adver
tisements that advertisers frequently distribute free of charge to 
taxi drivers across the country. It is especially popular for dis
seminating customized seasonal messages and promotions. 
Makhulu—taxis with fully branded exteriors—are also quite 
prevalent, and have been used successfully by brands such 
as Puma and the Carson Hair braiding product called Restore 
Plus. But marketers and agencies are now doing much more 
than interior and exterior taxi branding to stimulate consumer 
senses and engage them with brands. Brand activations at taxi
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Chapter 3 Learning and Memory

Chapter
Objectives

When you finish reading this chapter you will understand why:

1. It is important to understand how consumers learn about products and services.

2. Conditioning results in learning.

3. Learned associations with brands generalize to other products, and why this is important to 
marketers.

4. There is a difference between classical and instrumental conditioning, and both processes 
help consumers to learn about products.

5. We learn about products by observing others' behavior.

6. Our brains process information about brands to retain them in memory.

7. The other products we associate with an individual product influence how we will 
remember it.

8. Products help us to retrieve memories from our past.

9. Marketers measure our memories about products and ads.

MyMarketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

http://www.pearsonglobaleditions.com/


A
h, Sunday morning! The sun is shining, 

the birds are singing, and Joe is feel

ing groovy! He puts on his vintage Levi’s 

501 jeans (circa 1968) and his Woodstock T-shirt (the “real" Woodstock, not that fake abomina

tion they put on in 2009, thank you) and saunters down to the kitchen. Joe smiles in anticipation 

of his morning plans. He’s just returned from his college reunion and now it’s time to “process” all 

the people he’s seen and the stories he heard about their old antics. Joe cranks up the Lava Lamp, 

throws a Jefferson Airplane record on the turntable (ah, the sublime joys of vinyl), and sits back on 

his Barcalounger as he clutches a huge bowl filled to the brim with his all-time favorite cereal, Cap’n 

Crunch. Let the memories begin!

Source: Photos.com/Thinkstock.

o b je c tive  1 Learning
It is important to 
understand how Joe journeys through time with the aid of many products that 
consumers learn aoout make him feel good because they remind him of earlier parts of 
products and services. ^  ^ e pepSjQ0 launched its “Throwback" campaign in 2011;

now it sells Pepsi Throwback, Mountain Dew Throwback, and 
Doritos Taco Flavored chips in authentic packages from the past. Hostess brought back 
1970s characters Twinkie the Kid, Captain CupCake, King Ding Dong, and Happy Ho 
Ho to adorn its snack cake packages. Disney is trying to revive its Tron franchise. As a 
PepsiCo marketing executive explained, "Retro is very cool with 20-somethings, because 
it ties in with their desire for simpler, cleaner, more authentic lives. Many of them are 
engaged in identity self-creation through their Facebook pages, Instagrams, Twitter and 
other social media, and they see nostalgia as a way to differentiate themselves."1

Marketers understand that long-standing, learned connections between products 
and memories like the ones Joe exhibits are a potent way to build and keep brand loy
alty. In this chapter, we'll learn why learned associations among feelings, events, and 
products—and the memories they evoke—are an important aspect of consumer behavior.

Learning is a relatively permanent change in behavior caused by experience. The 
learner need not have the experience directly; we can also learn when we observe events 
that affect others.2 We learn even when we don't try: We recognize many brand names 
and hum many product jingles, for example, even for products we don't personally use. 
We call this casual, unintentional acquisition of knowledge incidental learning.

Learning is an ongoing process. Our knowledge about the world constantly updates 
as we are exposed to new stimuli and as we receive ongoing feedback that allows us to 
modify our behavior 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., "re
freshing soft drink") to a complex series of cognitive activities (e.g., writing an essay on 
learning for a consumer behavior exam).
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A Brazilian company uses nostalgie imagery 
to promote a high-tech product-seminars 
on social media.
Source: Courtesy of MaxiMidia.

My Marketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

STRIKING, MIRACULOUS 
SOCIAL TEAM-UP!

Psychologists who study learning advance several theories to explain the learning 
process. These theories range from those that focus on simple stimulus-response con
nections (behavioral theories) to perspectives that regard consumers as solvers of com
plex problems who learn abstract rules and concepts when they observe what others say 
and do (cognitive theories). It's important for marketers to understand these theories 
as well, because basic learning principles are at the heart of many consumer purchase 
decisions.

objective 2 Behavioral Learning Theories
Conditioning results in
learning. Behavioral 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 pro
cesses. Instead, they approach the mind as a “black box" and emphasize the observable 
aspects of behavior. 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).

Two major approaches to learning represent this view: classical conditioning and in
strumental conditioning. According to the behavioral learning perspective, the feedback 
we receive as we go through life shapes our experiences. Similarly, we respond to brand 
names, scents, jingles, and other marketing stimuli because of the learned connections 
we form over time. People also learn that actions they take result in rewards and punish
ments; this feedback influences the way they will respond in similar situations in the fu
ture. Consumers who receive compliments on a product choice will be more likely to buy 
that brand again, while those who get food poisoning at a new restaurant are not likely to 
patronize that restaurant in the future.

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, this sec
ond stimulus causes a similar response because we associate it with the first stimulus. 
Ivan Pavlov, a Russian physiologist who conducted research on digestion in animals, first 
demonstrated this phenomenon in dogs. Pavlov induced classically conditioned learning 
when he paired 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

http://www.pearsonglobaleditions.com/
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Self-administered conditioning?
Source: Courtesy of Jack in the Box.

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 saliva
tion, 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 that Pavlov demonstrated primarily applies 
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 marketers consistently pair these cues with con
ditioned stimuli, such as brand names, consumers may learn to feel hungry, thirsty, or 
aroused when they encounter these brand cues at a later point.

Classical conditioning can have similar effects for more complex reactions, too. Even 
a credit card becomes a conditioned cue that triggers greater spending, especially be
cause as a stimulus it's present only in situations where we spend money. People learn 
they can make larger purchases with credit cards, and they also leave larger tips than 
when they pay by cash.3 Small wonder that American Express reminds us, "Don't leave 
home without it."
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Repetition
Conditioning effects are more likely to occur after the conditioned (cs) and uncon
ditioned (ucs) stimuli have been paired a number of times.4 Repeated exposures— 
repetition—increase the strength of stimulus-response associations and prevent the 
decay of these associations in memory. Some research indicates that the intervals be
tween exposures may influence the effectiveness of this strategy as well as the type of 
medium the marketer uses; the most effective repetition strategy is a combination of 
spaced exposures that alternate in terms of media that are more and less involving, such 
as television advertising complemented by print media.5

Many classic advertising campaigns consist of product slogans that companies re
peat so often 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 is extinction, which occurs when the effects of prior conditioning diminish 
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 distinc
tive 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 cachet. Other contend
ers, such as the Ralph Lauren polo player, successfully challenged it as a symbol of casual 
elegance. Now that Izod is being more careful about where its logo appears, the brand is 
starting to regain its "cool" in some circles.

Stimulus Generalization
Stimulus generalization 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 janglingắ

People also react to other, similar stimuli in much the same way they responded 
to the original stimulus; we call this generalization a halo effectẽ A drugstore’s bottle of 
private-brand mouthwash that is deliberately packaged to resemble Listerine mouthwash 
may evoke a similar response among 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 
as well.6 This "piggybacking" strategy can cut both ways: When 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 toward the original. However, if they perceive the quality of the two 
competitors to be about equal, consumers may conclude that the price premium they pay 
for the original is not worth it.7

Stimulus Discrimination
Stimulus discrimination occurs when a ucs does not follow a stimulus similar to a 
cs. When this happens, reactions weaken and will soon disappear. Part of the learn
ing 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.

OBJECTIVE 3 Marketing Applications 
“  associatio"s of Classical Conditioning Principles
with brands generalize
to other products, and Behavioral learning principles apply to many consumer phe- 
why this is important to nomena, such as creating a distinctive brand image or linking a 
marketers. product to an underlying need. The transfer of meaning from an
--------------------------  unconditioned stimulus to a conditioned stimulus explains why
"made-up” brand names, such as Marlboro, Coca-Cola, or Reebok, exert such powerful 
effects on consumers. The association between the Marlboro man and the cigarette is so 
sttong that in some cases the company no longer even bothers to include the brand name 
in its ads that feature the cowboy riding off into the sunset.



CHAPTER 3 Learning and Memory 111

When researchers pair nonsense syllables (meaningless sets of letters) with such 
evaluative words as beauty or success, the meaning transfers to the fake words. This 
change in the symbolic significance of initially meaningless words shows that fairly 
simple associations can condition even complex meanings, and the learning that re
sults can last a long time.8 These associations are crucial to many marketing strate
gies 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 loyalty as 
a result.9

Marketing Applications of Repetition
One advertising researcher argued that any more than three exposures to a marketing 
communication are wasted. The first exposure creates awareness of the product, the 
second demonstrates its relevance to the consumer, and the third reminds him or her 
of the product's benefits.10 However, even this bare-bones approach implies that we 
need repetition to ensure that the consumer is actually exposed to (and processes) 
the message at least three times. As we saw in Chapter 2, this exposure is by no means 
guaranteed, because people tend to tune out or distort many marketing communica
tions. Marketers that attempt to condition an association must ensure that the consum
ers they target will be exposed to the stimulus a sufficient number of times to make 
it "stick."

However, 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 marketer presents the basic message can alleviate this 
problem of advertising wear-out. Toyota ran a commercial featuring a reworked ver
sion of The Fixx's 1983 hit "Saved by Zero" to promote its no-interest payment options so 
many times that close to 10,000 fed-up viewers organized 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."11

Marketing Applications of Conditioned Product Associations
Advertisements often pair a product with a positive stimulus to create a desirable asso
ciation. Various aspects of a marketing message, such as music, humor, or imagery, can 
affect conditioning. In one study, for example, subjects who viewed a slide of pens paired 
with either pleasant or unpleasant music were more likely later to select the pen that ap
peared with the pleasant music.13

The order in which the conditioned stimulus and the unconditioned stimulus occur 
also can affect the likelihood that learning will occur. Generally speaking, a marketer 
should present the conditioned stimulus prior to the unconditioned stimulus. The op
posite sequence of backward conditioning, such as when the company plays a jingle (the 
UCS) and then shows a soft drink (the CS), generally is not effective.14 Because sequen
tial presentation is desirable for conditioning to occur, classical conditioning is not as 
effective in static situations; for example, in magazine ads where (in contrast to TV or 
radio) the marketer cannot control the order in which the reader perceives the CS and 
the UCS.

Because of the danger of extinction, a classical conditioning strategy may not be as 
effective for products that consumers frequently encounter, because there is no guaran
tee that the CS will accompany them. A bottle of Pepsi paired with the refreshing sound of 
a carbonated beverage poured over ice may seem like a good application of conditioning. 
Unfortunately, people would also see the product in many other contexts in which this 
sound was absent, so this reduces the effectiveness of that conditioning strategy.

By the same reasoning, a marketer is better off if she chooses to pair a novel tune 
rather than a popular one with a product, because people will also hear the popular song 
in many situations where the product is absent.15 Music videos in particular may serve as 
effective UCSs because they often have an emotional impact on viewers, and this effect 
may transfer to ads that accompany the video.16

Net Profit

How often should an adver
tiser repeat the ads it places 
on Web sites? Recent re
search indicates that the 

answer depends on whether the ad relates to 
the Web site’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 primar
ily effective when competitors also showed 
ads on the site. Otherwise, it was better to 
vaty the ad messages for the laptop (presum
ably 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.12
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At least on the surface, 
it’s easier to accept 
some brand extensions 
than others. Consider

the line of wines that now sell under the Ed 
Hardy brand—better known for tattoo-themed 
streetwear. As one reviewer wrote, “Wine is 
a cultivated taste of a delicately cultivated 
product, a source of savored satisfaction and 
nuance, a living liquid that rewards reflec
tion and restraint. The haute-trash Ed Hardy 
brand-as near as I can parse it-represents 
getting wasted in Las Vegas and leaving your 
$50 trucker hat in the cab on the way to the 
airport.”18 Cheers!

Marketing Applications of Stimulus Generalization
The process of stimulus generalization often is central to branding and packaging deci
sions that try to capitalize on consumers' positive associations with an existing brand 
or company name. We can clearly appreciate the value of this kind of linkage when we 
look at universities with winning sports teams: Loyal fans snap up merchandise, from 
clothing to bathroom accessories, emblazoned with the school's name. This business 
did not even exist 20 years ago when schools were reluctant to commercialize their 
images. Texas A&M was one of the first schools that even bothered to file for trademark 
protection, and that was only after someone put the Aggie logo on a line of handguns. 
Today it's a different story. Many college administrators crave the revenue they receive 
from sweatshirts, drink coasters, and even toilet seats emblazoned with school logos. 
Strategies that marketers base on stimulus generalization include:

•  Family branding—Many products capitalize on the reputation of a company name. 
Companies such as Campbell's, Heinz, and General Electric rely on their positive 
corporate images to sell different product lines.

•  Product line extension—Marketers add related products to an established brand. 
Dole, which we associate with fruit, introduced refrigerated juices and juice bars, 
whereas Sun Maid went from raisins to raisin bread. The gun manufacturer Smith & 
Wesson launched its own line of furniture and other home items. Starbucks Corp. and 
Jim Beam Brands teamed up to make Starbucks Coffee Liqueur. Meanwhile, Procter & 
Gamble cleans up with its Mr. Clean brand of liquid cleanser; it aggressively puts the 
name on new products such as Mr. Clean Magic Eraser, for removing crayon marks 
from walls and scuff marks from chair rails; and Mr. Clean Autodry, for leaving a 
freshly washed car spot-free without hand drying.17

•  Licensing—Companies often "rent" well-known names, hoping that that the learned 
associations they have forged will "rub off" onto other kinds of products. Jamba Juice 
recently launched a clothing line.19 Zippo Manufacturing Co., long known for its 
"windproof" cigarette lighters, is marketing a men's fragrance—and no, it doesn't 
smell like lighter fluid.20

•  Look-alike packaging—Distinctive packaging designs create strong associations 
with a particular brand. Companies that make generic or private-label brands and 
want to communicate a quality image often exploit this linkage when they put their 
products in packages similar to those of popular brands.21 How does this strategy af
fect consumers' perceptions of the original brand? One study found that a negative

Procter & Gamble is opening a new line 
of Tide Dry Cleaners, named after its best
selling laundry detergent. P&G will rely on 
the more than 800,000 Facebook fans of 
Tide (what else do these people “like” on 
Facebook?) and other loyal detergent users 
to trust their clothes to the franchise stores. 
P&G plans to infuse the stores and its dry 
cleaning fluids with the familiar Tide scent 
just to underscore the connection.
Source: Courtesy of Boomburg via Getty Images
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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.22 Another study found that consum
ers tend to react positively to "copycat brands” as long as the imitator doesn't make 
grandiose claims that it can't fulfill.23

Of course, this strategy can make a lot of work for lawyers if the copycat brand gets too 
close to the original. Marketers of distinctive brands work hard to protect their designs and 
logos, and each year companies file numerous lawsuits in so-called Lanham Act cases that 
hinge on the issue of consumer confusion: How likely is it that one company's logo, product 
design, or package is so similar to another that the typical shopper would mistake one for 
the other? For example, Levi Strauss has sued almost 100 other apparel manufacturers that it 
claims have borrowed its trademark pocket design of a pentagon surrounding a drawing of a 
seagull in flight or its distinctive tab that it sews into its garments’ vertical seams.24

Companies with a well-established brand image try to encourage stimulus discrimi
nation when they promote the unique attributes of their brand—hence the constant re
minders for American Express Travelers Cheques: "Ask for them by name." However, a 
brand name that a firm uses so widely that it is no longer distinctive becomes part of the 
public domain and competitors are free to borrow it: think of well-worn names such as 
aspirin, cellophane, yo-yo, escalator, and even google (which started as a noun and is 
now also a verb). 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 
"google" when we want information.

Whereas responses in classical conditioning are involuntary and fairly simple, we 
make those in instrumental conditioning deliberately to obtain a goal, and these may 
be more complex. We may learn the desired behavior over a period of time as a shaping 
process rewards our intermediate actions. For example, the owner of a new store may 
award prizes to shoppers who simply drop in; she hopes 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, instru
mental learning occurs when a learner receives a reward after she performs the desired 
behavior. In these cases learning takes place over time, while the learner attempts and 
abandons other behaviors that don't get reinforced. A good way to remember the dif
ference is to keep in mind that in instrumental learning the person makes a response 
because it is instrumental to gain a reward or avoid a punishment. Over time, consumers 
come to associate with people who reward them and to choose products that make them 
feel good or satisfy some need.

Instrumental conditioning occurs in one of three ways:

1 When the environment provides positive reinforcement in the form of a reward, 
this strengthens the response and we learn the appropriate behavior. For example, 
a woman who gets compliments after wearing Obsession perfume learns that using 
this product has the desired effect, and she will be more likely to keep buying the 
product.

2 Negative reinforcement also strengthens responses so that we learn the appropriate 
behavior. A perfume company might run an ad showing a woman sitting home alone

OBJECTIVE 4
There is a difference Instrum ental conditioning (or operant conditioning) occurs 

when we learn to perform behaviors that produce positive out
comes and avoid those that yield negative outcomes. We most 
closely associate this learning process with the psychologist 
B. F. Skinner, who demonstrated the effects of instrumental con
ditioning by teaching pigeons and other animals to dance, play 
Ping-Pong, and perform other activities when he systematically 
rewarded them for desired behaviors.25

Instrumental Conditioning

between classical 
and instrumental 
conditioning, and
both processes help
consumers to learn 
about products.
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on a Saturday night because she did not wear its fragrance. The message this conveys 
is that she could have avoided this negative outcome if only she had used the perfume.

3 In contrast to situations where we learn to do certain things in order to avoid un
pleasantness, punishment occurs when unpleasant events follow a response (such 
as when our friends ridicule us if we wear a nasty-smelling perfume). We learn the 
hard way not to repeat these behaviors.

To help you understand the differences among these mechanisms, keep in mind that 
reactions from a person's environment to his behavior can be either positive or nega
tive, and that marketers can either apply or remove these outcomes (or anticipated out
comes). That is, under conditions of both positive reinforcement and punishment, the 
person receives a reaction when he does something. In contrast, negative reinforcement 
occurs when the person avoids a negative outcome—the removal of something negative 
is pleasurable and hence is rewarding.

Finally, when a person no longer receives a positive outcome, extinction is likely to 
occur, and the learned stimulus-response connection will not be maintained (as when a

Positive reinforcement occurs after 
consumers try a new product and like it.
Source: Provided courtesy of Frito-Lay 
North America, Inc.

THE TASTIEST S U M  
YOU’VE NEVER TRIED.

Undsay + Diana, after trying Harvest Cheddar' flavor

Totally cheesy, in a good way.
•Forward44 minutes ago
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woman no longer receives compliments on her perfume). Thus, positive and negative re
inforcement 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. Figure 3.1 will help you to "rein
force” the relationships among these four conditions.

It’s important for marketers to determine the most effective reinforcement schedule 
to use because this decision relates to the amount of effort and resources they must de
vote when they reward consumers who respond as they hope to their requests. Several 
schedules are possible:

•  Fixed-interval reinforcement—After a specified time period has passed, the first re
sponse you make brings the reward. Under such conditions, people tend to respond 
slowly right after they get reinforced, but their responses get faster as the time for the 
next reinforcement approaches. 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 you get reinforced 
varies based on some average. Because you don't know exactly when to expect the 
reinforcement, you have to respond at a consistent rate. This is the logic behind retail
ers' use of so-called secret shoppers: people who periodically test for service quality 
when they pose as customers at unannounced times. Because store employees never 
know exactly when to expect a visit, they must maintain high quality constantly "just 
in case."

•  Fixed-ratio reinforcement—Reinforcement occurs only after a fixed number of re
sponses. This schedule motivates you to continue performing the same behavior over 
and over. For example, you might keep buying groceries at the same store in order to 
earn a prize when you collect 50 register receipts.

Figure 3.1 TYPES OF REINFORCEMENT

EVENT
CONDITION APPLIED CONDITION REMOVED

POSITIVE EXTINCTION

POSITIVE
BEHAVIOR

REINFORCEMENT

Effect: Positive event 
strengthens responses 
preceding occurrence. 

Learning Process: 
Consumer learns to perform 
responses that produce 
positive outcome.

Effect: Removal of positive 
event weakens responses 
preceding occurrence.

Learning Process: 
Consumer learns that 
responses no longer 
produce positive outcome.

BEHAVIOR

NEGATIVE
REINFORCEMENT

Effect: Removal of negative 
event strengthens responses

Effect: Negative event 
weakens responses that are 
followed by negative

NEGATIVE outcome 
BEHAVIOR Learning Process:

that allow avoidance of 
negative outcome.

Consumer learns not to 
perform responses leading 
to punishment.

Learning Process: 
Consumer learns to perform 
responses that allow him or 
her to avoid negative 
outcome.
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•  Variable-ratio reinforcem ent—You get reinforced after a certain number of re
sponses, but you don't know how many responses are required. People in such situ
ations tend to respond at very high and steady rates, and this type of behavior is very 
difficult to extinguish. This reinforcement schedule is responsible for consumers' 
attractions to slot 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 marketer rewards or punishes 
a consumer for a purchase decision. Businesspeople shape behavior when they gradually 
reinforce the appropriate actions consumers take. A car dealer might encourage a reluctant 
buyer to simply sit in a floor model, then suggest a test drive, and then try to close the deal.

Marketers have many ways to reinforce consumers' behaviors, ranging from a simple 
"thank you" after a purchase to substantial rebates and follow-up phone calls. For ex
ample, a life insurance company obtained a much higher rate of policy renewal among a 
group of new customers who received a thank-you letter after each payment, compared 
to a control group that did not receive any reinforcement.26

Frequency marketing is a popular technique that rewards regular purchasers with 
prizes that get better as they spend more. The airline industry pioneered this instrumen
tal learning strategy when it introduced "frequent flyer" programs in the early 1980s to 
reward loyal customers. The practice has spread to many other businesses as well, rang
ing from video stores to fast-food places.

Cognitive Learning Theory
In contrast to behavioral theories of learning, cognitive learning theory approaches 
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 environments. Supporters of this view also stress the role of creativity and insight 
during the learning process.

An Ocean Spray commercial for diet cranberry juice illustrates how marketers can 
harness their knowledge of cognitive theories to tweak marketing messages. The spot 
features two men, in the role of cranberry growers, who stand knee-deep in a bog. A group 
of women who are exercising joins them. Originally, the ad depicted the women having 
a party, but a cognitive scientist who worked on the campaign nixed that idea; she ar
gued that the exercise class would send the diet message more quickly, whereas the party 
scene would confuse viewers who would spend too much time trying to figure out why the 
group was celebrating. This extra cognitive activity would distract from the ad's message. 
And, contrary to standard practice in advertising that the actors name the product as early 
as possible, she decided that the main characters should wait a few seconds before they 
mention the new diet product. She reasoned that viewers would need a second or so more 
time to process the images because of the additional action in the ad (the exercising). In 
a test of which ads got remembered best, this new version scored in the top 10 percent.27

Is Learning Conscious or Not?
A lot of controversy surrounds the issue of whether or when people are aware of their learn
ing processes.28 Whereas behavioral learning theorists emphasize the routine, automatic 
nature of conditioning, proponents of cognitive learning argue that even these simple effects 
are based on cognitive factors: They create expectations that a response will follow a stimulus 
(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.

There is some evidence to support the existence of nonconscious procedural knowl
edge. People apparently do process at least some information in an automatic, passive 
way, a condition that researchers call "mindlessness” (we've all experienced that!).29
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When we meet someone new or encounter a new product, for example, we have a ten
dency 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 toward a particular pattern—activates a reaction. For example, men 
in one study rated a car in an ad as superior on a variety of characteristics if a seductive 
woman (the trigger feature) was present, despite the fact that the men did not believe the 
woman's presence actually had an influence on their evaluations.30

Another study also illustrates this process. Undergraduates who were on their way to 
participate in a psychology experiment "accidentally" encountered a laboratory assistant 
who was laden with textbooks, a clipboard, papers, and a cup of hot or iced coffee—and 
asked for a hand with the cup. Guess what? The students who held a cup of iced coffee rated 
a hypothetical person they later read about as much colder, less social, and more selfish 
than did their fellow students who had helped out by holding a cup of hot coffee. Other 
researchers report similar findings: people tidy up more thoroughly when there's a faint 
tang of cleaning liquid in the air and they act more competitively if there's a briefcase in the 
room. In each case they change their behavior without being aware of doing so.31 Indeed, a 
controversial best-selling book, Blink: The Power of Thinking Without Thinking argues that 
we often make snap judgments that result in superior decisions compared to those we think 
about a lot, because we rely on our "adaptive unconscious" to guide us.32 We'll talk more 
about the powerful (but often unnoticed) impact of our surroundings in later chapters.

Nonetheless, many modern theorists regard some instances of automatic conditioning 
as cognitive processes, especially when people form expectations about the linkages be
tween stimuli and responses. Indeed, studies using masking effects, which make it difficult 
for subjects to learn CS/UCS associations, show substantial reductions in conditioning.33 An 
adolescent girl may observe that women on television and in real life seem to be rewarded 
with compliments and attention when they smell nice and wear alluring clothing. She fig
ures out that the probability of these rewards occurring is greater when she wears perfume, 
so she deliberately wears a popular scent to obtain the reward of social acceptance.

OBJECTIVE 5 Observational Learning
We learn about products Observational learning occurs when we watch the actions of 
by observing others’ others and note the reinforcements they receive for their behav-
behavior. iorS- in these situations, learning occurs as a result of vicarious

rather than direct experience. This type of learning is a complex 
process; people store these observations in memory as they accumulate knowledge and 
then they use this information at a later point to guide their own behavior. Modeling (not 
the runway kind) is the process of imitating the behavior of others. For example, a woman 
who shops for a new kind of perfume may remember the reactions her friend received 
when she wore a certain brand several months earlier, and she will mimic her friend's 
behavior in the hope that she will get the same feedback.

The modeling process is a powerful form of learning, and people's tendencies to imitate 
others’ behaviors can have negative effects. Of particular concern is the potential of tele
vision 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, he may imitate these behaviors. A classic study 
demonstrates the effect of modeling on children's actions. Kids who watched an adult stomp 
on, knock down, and otherwise torture a large inflated "Bobo doll” repeated these behaviors 
when later left alone in a room with the doll; children who did not witness these acts did 
not.34 Unfortunately, the relevance of this study to violent TV shows seems quite clear.

Figure 3.2 shows that for observational learning in the form of modeling to occur, the 
marketer must meet four conditions:35

1 The consumer's attention must be directed to the appropriate model, whom, for rea
sons of attractiveness, competence, status, or similarity, he must want to emulate.

2 The consumer must remember what the model says or does.
3 The consumer must convert this information into actions.
4 The consumer must be motivated to perform these actions.
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Figure 3.2 THE OBSERVATIONAL LEARNING PROCESS

Marketing Applications of Cognitive Learning Principles
Our ability to learn vicariously when we observe the outcomes of what others do makes 
the lives of marketers much easier. They don't necessarily have to directly reward or 
punish consumers when they make a purchase (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; they know that consumers often will imitate these 
actions at a later time. For example, a perfume commercial might depict a throng of ad
mirers who compliment a glamorous woman when she wears a certain fragrance. Need
less to say, this learning process is more practical than providing the same attention to 
each woman who actually buys the perfume (unless your brand's market share is really, 
really small!).

Consumers' evaluations of the people they model go beyond simple stimulus- 
response connections. For example, a celebrity's image elicits more than a simple reflex
ive response of good or bad.36 It is a complex combination of many attributes. In general, 
the degree to which a person emulates someone else depends on that model's level of 
social attractiveness. Attractiveness comes from several components, including physical 
appearance, expertise, or similarity to the evaluator (more on this in Chapter 7).

Memory
Memory is a process of acquiring information and storing it over time so that it will be 
available when we need it. 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 input, processed, and output for later use in revised form. In the en
coding stage, information enters in a way the system will recognize. In the storage stage, 
we integrate this knowledge with what is already in memory and "warehouse" it until it 
is needed. During retrieval, we access the desired information.37 Figure 3.3 summarizes 
the memory process.

Many of our experiences are locked inside our heads, and they may surface years 
later if the right cues prompt them. Marketers rely on consumers to retain information

Figure 3.3 THE MEMORY PROCESS

ENCODING STORAGE RETRIEVAL
EXTERNAL Information is Information is w Information stored

INPUTS w placed in w retained in in memory is
memory. memory. found as needed.
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they collect about products and services so they will apply it to future purchase deci
sions. During the consumer decision-making process (which we will learn about in detail 
in Chapter 8), we combine this internal memory with external memory. This includes all 
the product details on packages and other marketing stimuli that permit us to identify 
and evaluate brand alternatives in the marketplace.38

The grocery shopping list is a good example of a powerful external memory aid. 
When consumers use shopping lists, they buy approximately 80 percent of the items on 
the list. The likelihood that a shopper will purchase a particular list item is higher if the 
person who wrote the list also participates in the shopping trip. This means that if market
ers can induce a consumer to plan to purchase an item before she goes shopping, there 
is a high probability that she will buy it. One way to encourage this kind of advance plan
ning is to provide peel-off stickers on packages so that, when the consumer notices the 
supply is low, she can simply peel off the label and place it directly on a shopping list.39 
Or, a retailer can support a phone app that generates a shopping list for the user (already 
more than 40 of these are available for the iPhone alone).40

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 it with other things already in memory. For example, we tend to remember 
brand names that we link to physical characteristics of a product category (e.g., Coffee- 
Mate creamer or Sani-Flush toilet bowl cleaner) or that we can easily visualize (e.g., Tide 
detergent or Ford Mustang cars) compared to more abstract brand names.41

Types of Meaning
Sometimes we process a stimulus simply in terms of its sensoiy meaning, such as the 
literal color or shape of a package. We may experience a feeling of familiarity when, for ex
ample, we see an ad for a new snack food we have recently tasted. In many cases, though, 
we encode meanings at a more abstract level. Semantic meaning refers to symbolic as
sociations, such as the idea that rich people drink champagne or that fashionable women 
have navel piercings. Let's take a closer look at how we encode these deeper meanings.

Marketing Opportunity

The choice of a great brand 
name is so important that 
companies often hire nam
ing consultants to come 

up with a winner. These experts try to find se
mantic associations that click because they 
evoke some desirable connection. That strat
egy brought us names such as Qualcomm 
(“quality” and “communications”), Verizon 
(veritas is Latin for “truth,” and “horizon” 
suggests forward-looking), and Intel (“intel
ligent” and “electronics”). The name Viagra 
rhymes with the famous waterfall Niagara. 
People associate water with both sexuality 
and life, and Niagara Falls is a honeymoon 
mecca. Philip Morris Companies renamed 
itself Altria Group to convey its expansion 
beyond cigarettes into packaged foods and 
brewing. This word means “high”; as one 
brand consultant commented, “I’m not sure 
‘high’ is right for a company with many mood- 
altering products in its brand portfolio.”42

These semantic combinations get harder 
to find, so some consultants appeal to our 
more basic instincts when they focus on link
ages between the raw sounds of vowels and 
consonants (phonemes) and emotional re
sponses. Studies on sound symbolism show 
that respondents who speak different lan
guages 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-for example, 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, whereas the f, v, s, and z sounds 
seem faster. Prozac and Amazon convey a 
sense of speed (of recovery or of delivery).

When naming consultants got the assign
ment to label a new handheld personal digital 
assistant (PDA), they first thought of Straw
berry 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 to 
other PDAs. But a linguist pointed out that 
“straw” is a slow syllable and the product 
needed to have a fast connotation. Voila! The 
BlackBerry PDA was born.43

GROOMING

This French ad for Pictionary requires the viewer to invest a fair amount of effort to understand it.
Source: Courtesy of Ogilvy & Mather, Paris.
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Net Profit

It's common for marketers 
to give a brand a vivid name 
that conjures up an image or 
story in our minds. Research 

suggests that this strategy results in higher 
consumer evaluations versus brand names 
composed of meaningless letters or numbers. 
One study reported that consumers rated cell 
phones from Samsung and LG more positively 
after they were the first in the industry to 
break the practice of naming the phones with 
combinations of letters and numbers-LG’s 
phones instead sport names like Chocolate, 
Shine, Vu, Voyager, Dare, and Decoy, while 
Samsung started things off with the Black- 
Jack, UpStage, FlipShot, and Juke and later 
added the Access, Instinct, and Glyde. During 
the same period these companies increased 
market share in this category. Compared to 
other phone brands, consumers rated these 
models as modern, creative, engaging, origi
nal, cool, and easy to remember.47

Episodic memories relate to events that are personally relevant.44 As a result, a per
son's motivation to retain these memories will likely be strong. Couples often have "their 
song," which reminds them of their first date or wedding. We call some especially vivid 
associations flashbulb memories (for example, where were you when you first heard that 
Osama bin Laden had been killed?). And recall of the past may affect future behavior. 
A college fund-raising campaign can raise more money when it evokes pleasant college 
memories than when it reminds alumni of unpleasant ones.

A narrative, or story is often an effective way to convey product information. Our 
memories store a lot of the social information we acquire in story form; it's a good idea 
to construct ads in the form of a narrative so they resonate with the audience. Narratives 
persuade people to construct mental representations of the information they see or hear. 
Pictures aid in this construction and allow us to develop more detailed mental represen
tations.45 Research supports the idea that we are more likely to positively evaluate and 
purchase brands when they connect with us like this.46

OBJECTIVE 6
Our brains process 
information about 
brands to retain them in 
memory.

Memory Systems
Researchers describe three distinct memory systems: sensory 
memory, short-term memory (STM), and long-term memory 
(LTM). Each plays a role in processing brand-related informa
tion. Figure 3.4 summarizes the interrelationships among these 
memory systems.

Sensory Memory
Sensory memory stores the information we receive from our senses. This storage is very 
temporary; it lasts a couple of seconds at most. For example, a man who walks past a 
donut shop gets a quick, enticing whiff of something baking inside. Although this sensa
tion lasts only a few seconds, it is sufficient to allow him to consider whether he should 
investigate further. If he retains this information for further processing, it passes through 
an attentional gate and transfers to short-term memory.

Short-Term Memory
Short-term memory (STM) also stores information for a limited period of time, and it 
has limited capacity. Similar to a computer, this system is working memory; it holds the 
information we are currently processing. Our memories can store verbal input acousti
cally (in terms of how it sounds) or semantically (in terms of what it means).

We store this information by combining small pieces into larger ones in a process 
we call chunking. A chunk is a configuration that is familiar to the person and that he or

Figure 3.4 TYPES OF MEMORY
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she can think about as a unit. For example, a brand name like Seven For All Mankind is a 
chunk that summarizes a great deal of detailed information about the product.

Initially, researchers believed that our STM was capable of processing between five 
and nine chunks of information at a time; they described this basic property as "the magi
cal number 7+/-2." This is the reason our phone numbers today (at least in the United 
States) have seven digits.48 It now appears that three to four chunks is the optimal size for 
efficient retrieval (we remember seven-digit phone numbers because we chunk the indi
vidual digits, so we may remember a three-digit exchange as one piece of information).49 
Phone calls aside, chunking is important to marketers because it helps determine how 
consumers keep prices in short-term memory when they comparison-shop.50

Long-Term Memory
Long-term memory (LTM) is the system that allows us to retain information for a long 
period of time. A cognitive process we call elaborative rehearsal allows information to 
move from short-term memory into long-term memory. This involves thinking about the 
meaning of a stimulus and relating it to other information already in memory. Marketers 
sometimes assist in the process when they devise catchy slogans or jingles that consum
ers repeat on their own.

How Our Memories Store Information
The relationship between short-term memory and long-term memory is a source of 
some controversy. The traditional multiple-store perspective assumes that STM and 
LTM are separate systems. More recent research has moved away from the distinction

An Australian ad for hair products evokes 
memories of an earlier time-that some of us 
might prefer to forget.
Source: Courtesy of Fudge Australia.
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CB AS I SEE IT
Profs. Katherine and Michael LaTour,

In  our view, consumer research is 
about "digging deeper” for insight 
into the mind of the market in a way 
that elicits useful knowledge for the 
marketing manager. Our research em
braces this proposition by expanding 
knowledge about the complexities of 
consumer memory and framing that 
understanding in a way that enhances 
how practitioners approach their 
consumers.

A particular focus of our research 
is on consumer experience, par
ticularly memory for experience. 
Experience is noeic, coming from 
Greek nous meaning intellect or 
understanding; knowledge as ex
perienced directly with a feeling 
of certitude. Consumers genuinely 
believe that their experiences drive 
their decision making, and external

University of Nevada at Las Vegas

information like advertising has little 
impact. Our research has found 
otherwise. In early research, Kathy 
LaTour (formerly Braun) introduced 
the theory of memory reconstruction 
to marketing, and looked at how 
postexperience advertising could 
alter what consumers remembered 
about their direct tasting experi
ence. In one experiment she had 
participants taste a sample of or
ange juice that had been doctored 
with vinegar, salt, and excess water. 
She found that when participants 
received advertising after that taste 
experience suggesting that the juice 
was fresh and flavorful, they “re
membered” having tasted a better 
juice— in fact, identifying a better- 
quality juice as the one they had 
tasted earlier in the hour. In other 
research with Elizabeth Loftus (one 
of the most prominent cognitive psy
chologists studying human memory), 
we found that autobiographical 
advertising for Disneyland that in
cluded a false reference (to Bugs 
Bunny) led a significant portion of 
participants to "recall” that they had 
themselves met and shook Bugs 
Bunny’s hand when they visited a 
Disney park as a child (an impossi
ble event, as Bugs is a Warner Bros, 
character and so is not allowed to 
set foot on a Disney property).

Memory is paradoxical: Sometimes 
people remember great details about 
events, other times (as evidenced in 
our research mentioned earlier) peo
ple can be quite suggestible. Though 
the memory of Bugs Bunny was false 
in our experiments, the participants 
believed that they had had that expe
rience, and in fact listed the overall

Disney vacation as one of their most 
significant childhood events. In our 
qualitative research, we have looked 
at how certain childhood experiences 
can extend their influence into adult
hood, ranging from preference to car 
design to fast-food choice to cola 
choice to gambling style.

Our most recent research has 
looked at how marketers can teach 
consumers to better learn from their 
experiences. In that research we 
looked at wine aficionados, whom 
we define as drinking a lot of wine 
but having little conceptual knowl
edge about it. We found aficionados 
to be overconfident in their ability to 
judge a wine, acting more similarly 
to novices than expert sommeliers 
in blind taste tests. However, we 
found that providing these aficiona
dos with a vocabulary (wine aroma 
wheel) led them to better retention 
of their taste experience, making 
them overall more accurate and less 
likely to be swayed by misleading 
marketing communication. Currently 
Kathy LaTour is training for her 
sommelier certification as a means 
both to understand the processes 
involved in obtaining expertise in 
wine and to learn important issues 
from a practitioner perspective that 
might guide future research projects 
(and Mike is enjoying the wine learn
ing as well!). One of our goals is to 
develop research projects that can 
guide managers in their experience 
design in order to provide consum
ers experiences that are more 
memorable. The larger framework 
we work under is to develop innova
tive research projects and have fun 
in the process.53

between the two types of memory; it emphasizes the interdependence of the systems. 
According to this work, depending on the nature of the processing task, different levels 
of processing occur that activate some aspects of memory rather than others. We call 
these approaches activation models of memory.52 The more effort it takes to process 
information (so-called deep processing), the more likely it is that information will trans
fer into LTM.
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OBJECTIVE 7
The other products 
we associate with an 
individual product 
influence how we will 
remember it.

Associative Networks
According to activation models of memory, an incoming piece 
of information gets stored in an associative network that con
tains many bits of related information. We each have organized 
systems of concepts that relate to brands, manufacturers, and 
stores stored in our memories; the contents, of course, depend 

--------------------------  on our own unique experiences.
Think of these storage units, or knowledge structures, as complex spider webs filled 

with pieces of data. Incoming information gets put into nodes that connect to one an
other (if you haven't guessed, this is also why we call cyberspace the World Wide Web). 
When we view separate pieces of information as similar for some reason, we chunk them 
together under some more abstract category. Then, we interpret new, incoming informa
tion to be consistent with the structure we have created (recall the discussion in Chapter 2 
about how prior expectations influence current experiences).54 This helps explain why we 
are better able to remember brands or stores that we believe “go together"; for example, 
when Titleist rather than Chanel sponsors a golf tournament. Recent research indicates 
that people can recall brands that are not as obviously linked (for example, when an un
likely product sponsors an event), but in these cases marketers have to work harder to 
justify why the two things go together.55

In the associative network, links form between nodes. For example, a consumer 
might have a network for "perfumes." Each node represents a concept related to the cat
egory. This node can be an attribute, a specific brand, a celebrity the consumer identi
fies with a specific perfume brand, or even a related product. A network for perfumes 
might include concepts such as the brand names Britney Spears Curious for Women, 
Calvin Klein Eternity, and Elizabeth Arden Red Door, as well as attributes such as sexy 
and elegant.

When we ask the consumer to list perfumes, this consumer recalls only those brands 
that show up in the appropriate category. This group constitutes her evoked set. The 
task of a new entrant that wants to position itself as a category member (e.g., a new lux
ury perfume) is to provide cues that facilitate its placement in the appropriate category. 
Figure 3.5 shows a sample network for perfumes.

The Tangled Web

PERFUMES

Colognes
Toilet water

cD  In the age of Google, 
Facebook, and Wikipedia, 
sometimes our problem 
is not remembering too 

little -it's  remembering too much. The In
ternet records everything and forgets noth
ing, even when we wish it would. A survey 
Microsoft conducted found that 75 percent 
of U.S. recruiters do online research about job 
candidates, and many use social media sites 
like Facebook and photo-sharing sites to get 
the real 911 about prospective employees. 
Seventy percent have rejected candidates 
because of information they found online. It’s 
hard to get away with anything when your be
havior seems to get as much attention as the 
misdeeds of celebrities like Charlie Sheen! 
One 26-year-old woman told a reporter she 
dreaded being tagged in online photos be
cause people would see the outfits she wears 
when she’s out on the town. As she observed, 
“You have movie-star issues and you’re just a 
person.” This constant scrutiny means it’s get
ting harder and harder to get a “mulligan” (a 
golf term for a replay)—in a wired world your 
former transgressions are never forgotten.51
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Spreading Activation
A marketing message may activate our memory of a brand directly (for example, when it 
shows us a picture of the package), or it may do so indirectly when it links to something 
else that's related to the brand in our knowledge structure. If it activates a node, it will also 
activate other linked nodes, much as tapping a spider's web in one spot sends movement 
reverberating across the web. Meaning thus spreads across the network, and we recall 
concepts, such as competing brands and relevant attributes, that we use to form attitudes 
toward the brand.

This process of spreading activation allows us to shift back and forth among levels 
of meaning. The way we store a piece of information in memory depends on the type 
of meaning we initially assign to it. This meaning type, in turn, will determine how and 
when something activates the meaning. For example, we could store the memory trace 
for an Axe men's fragrance ad in one or more of the following ways:

•  Brand-specific—Memory is stored in terms of claims the brand makes ("it's macho").
•  Ad-specific—Memory is stored in terms of the medium or content of the ad itself (a 

macho-looking guy uses the product).
•  Brand identification—Memory is stored in terms of the brand name (e.g., "Axe").
•  Product category—Memory is stored in terms of how the product works or where it 

should be used (a bottle of Axe sits in a guy's medicine cabinet).
•  Evaluative reactions—Memory is stored as positive or negative emotions ("that looks 

cool").56

Levels of Knowledge
Within a knowledge structure, we code elements at different levels of abstraction and 
complexity. Meaning concepts (such as "macho") get stored as individual nodes. We may 
combine these concepts into a larger unit we call a proposition (or 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, "Axe is cologne for macho men" is a proposition 
(though not necessarily a correct one!).

In turn, we integrate propositions to produce an even more complex unit called 
a schema, which we saw in Chapter 2. A schema is a cognitive framework we develop 
through experience. We encode information more readily when that information is con
sistent with an existing schema.57 The ability to move up and down among levels of ab
straction greatly increases processing flexibility and efficiency. For this reason, young 
children who do not yet have well-developed schemas are not able to make as efficient 
use of purchase information as are older children.58

One type of schema especially relevant to consumer behavior is a script, a se
quence of events an individual expects to occur. As consumers we learn service scripts 
that guide our behavior in commercial settings. We expect a certain sequence of events, 
and we may become uncomfortable if the service departs from our 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 injects something into gums, (5) dentist turns on high-pitched drill, 
and so on. This desire to follow a script helps to explain why such service innovations as 
automatic bank machines, self-service gas stations, or "scan-your-own" grocery check
outs have met with resistance by some consumers who have trouble adapting to new 
sequences of events.59

How We Retrieve Memories 
When We Decide What to Buy
In one major study, only 23 percent of the respondents could recall a new product intro
duced in the past year.60 Not an encouraging finding for marketers.
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Retrieval is the process whereby we recover information from long-term memory. 
As evidenced by the popularity of the board game Trivial Pursuit or the TV show Are You 
Smarter than a Fifth Grader?, people have a vast quantity of information stored in their 
heads—a lot of which is not very useful unless you're playing the game! Although most 
of the information that enters long-term memory does not go away, it may be difficult or 
impossible to retrieve unless the appropriate cues are present. What factors influence 
the likelihood that we will remember the marketing messages that organizations work 
so hard to create?

Individual cognitive or physiological factors are responsible for some of the dif
ferences in retrieval ability among people.61 Older adults consistently display inferior 
recall ability for current items, such as prescription drug instructions, although they 
may recall events that happened to them when they were younger with great clarity.62 
The recent popularity of puzzles, such as Sudoku, and centers that offer “mental gym
nastics" attests to emerging evidence that we can keep our retrieval abilities sharp by 
exercising our minds, just as we keep our other muscles toned when we work out on 
a regular basis.

Situational factors also influence retrieval; these relate to the environment in which 
we encounter the message. Not surprisingly, recall is enhanced when we pay more atten
tion to the message in the first place. Some evidence indicates that we can more easily 
retrieve information about a pioneering brand (the first brand to enter a market) from 
memory than we can for follower brands, because the first product's introduction is likely 
to be distinctive and, for the time being, no competitors divert our attention.63 In addi
tion, we are more likely to recall descriptive brand names than those that do not provide 
adequate cues as to what the product is.64

Not surprisingly, the way a marketer presents her message influences the likeli
hood that we'll be able to recall it later. The spacing effect describes the tendency for 
us to recall printed material more effectively when the advertiser repeats the target item 
periodically, rather than presenting it repeatedly in a short time period.65 The viewing 
environment of a marketing message also affects recall. For example, commercials we 
see during baseball games yield the lowest recall scores among sports programs, be
cause the activity is stop-and-go rather than continuous. Unlike football or basketball, 
the pacing of baseball gives many opportunities for attention to wander even during 
play. Similarly, General Electric found that its commercials fared better in television 
shows with continuous activity, such as stories or dramas, compared to variety shows 
or talk shows that are punctuated by a series of acts.66 A large-scale analysis of TV com
mercials found that viewers recall commercials shown first in a series of ads better than 
those they see last.67

Finally, it goes without saying that the nature of the ad itself plays a big role in 
determining whether it’s memorable. One study on print advertising reported that 
we are far more likely to remember spectacular magazine ads, including multipage 
spreads, three-dimensional pop-ups, scented ads, and ads with audio components. 
For example, a Pepsi lazz two-page spread, which incorporated a three-dimensional 
pop-up of the opened bottle, a small audio chip that played jazz music from the 
bottle's opening, and a scratch-and-sniff tab that let readers smell its black cherry 
vanilla flavor, scored an amazing 100 percent in reader recall.68 Unfortunately, that 
kind of multimedia treatment is very expensive; not every ad can mimic a Broadway 
production!

What Makes Us Forget?
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 past 30 days. How many can you remember right 
now? Clearly, forgetting by consumers is a big headache for marketers (not to mention a 
problem for students when they study for exams!).
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Early memory theorists assumed that memories simply fade with the passage of time. 
In a process of decay, the structural changes that learning produces in the brain simply 
go away. Forgetting also occurs as a result of interference; as we learn additional infor
mation, it displaces the earlier information. Consumers may forget stimulus-response 
associations if they subsequently learn new responses to the same or similar stimuli; we 
call this process retroactive interference. Or, prior learning can interfere with new learn
ing, a process we term proactive interference. Because we store pieces of information 
in memory as nodes that link to one another, we are more likely to retrieve a meaning 
concept that is connected by a larger number of links. But as we learn new responses, a 
stimulus loses its effectiveness in retrieving the old response.69

These interference effects help to explain problems in remembering brand informa
tion. Consumers tend to organize attribute information by brand.70 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 fre
quently used words. These words cue competing associations and, as a result, we retain 
less brand information.71

In one study, brand evaluations deteriorated more rapidly when ads for the brand 
appeared with messages for 12 other brands in the same category than when researchers 
showed the ad along with ads for 12 dissimilar products.72 Thus, when we increase the 
uniqueness of one brand, it impairs the recall of other brands.73 However, when we call a 
competitor by name, this can result in poorer recall for our own brand.74

State-Dependent Retrieval
Is it true that you'll do better on an exam if you study for it in the classroom in which you'll 
take the test? Perhaps. The process we call state-dependent retrieval illustrates that we 
are better able to access information if our internal state is the same at the time of recall as 
when we learned the information. So, we are more likely to recall an ad if our mood or level 
of arousal at the time of exposure is similar to that in the purchase environment. When 
marketers re-create the cues that were present when they first presented the information, 
they can enhance recall. For example, on its box Life cereal uses a picture of "Mikey" from 
its commercial, which facilitates recall of brand claims and favorable brand evaluations.75

Familiarity and Recall
As a general rule, when we are already familiar with an item we're more likely to recall 
messages about it. Indeed, this is one of the basic goals of marketers who try to create 
and maintain awareness of their products. The more experience a consumer has with a 
product, the better use he or she makes of product information.76 However, there is a pos
sible fly in the ointment: As we noted earlier in this chapter, some evidence indicates that 
extreme familiarity can result in inferior learning and recall. When consumers are highly 
familiar with a brand or an advertisement, they may not pay much attention to a message 
for it, because they do not believe that any additional effort will increase their knowledge.n 
We call this process automaticity.78 For example, when researchers expose consumers to a 
radio ad that repeats the audio track from a television ad they've already seen, they do very 
little critical, evaluative processing; they just mentally replay the video portion of the ad.79

We also tend to observe a highlighting effect, which occurs when the order in which 
consumers learn about brands determines the strength of association between these 
brands and their attributes. Consumers more strongly associate common attributes with 
early-learned brands and unique attributes with late-learned brands. More generally, we 
are more likely to recognize words, objects, and faces we learn early in life than similar 
items we learn later. This applies to brands as well; managers who introduce new entries 
into a market with well-established brand names need to work harder to create learning 
and memory linkages by exposing consumers to information about them more frequently.80

Salience and Recall
The salience of a brand refers to its prominence or level of activation in memory. As we 
noted in Chapter 2, stimuli that stand out in contrast to their environments are more
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likely to command attention, which, in turn, increases the likelihood that we will recall 
them. Almost any technique that increases the novelty of a stimulus also improves recall 
(a result we call the von Restorff effect).81 This explains why unusual advertising or dis
tinctive packaging tends to facilitate brand recall.82

The tactic of introducing a surprise element in an ad can boost recall, even if the new 
information is not relevant to the remaining material.83 In addition, mystery ads, in which 
the ad doesn't identify the brand until the end, are more effective if we want to build 
associations in memory between the product category and that brand—especially in the 
case of relatively unknown brands.84

Furthermore, the intensity and type of emotions we experience at the time also affect 
the way we recall the event later. We recall mixed emotions (e.g., those with positive 
and negative components) differently than unipolar emotions (e.g., those that are either 
wholly positive or wholly negative). The latter become even more polarized over time, 
so that we recall good things as even better than they really were and bad things as even 
worse (maybe the “good old days" weren't really so good after all!).85

The Viewing Context
Regardless of how awesome a commercial is, the show in which it appears influences 
its impact. Nielsen (the company that measures who watches which media) reports

CB AS I SEE IT
Professor Jennifer Aaker, Stanford University

dissipate if the mixed emotions we 
experience consist of a dominant emo
tion (e.g., strong feelings of anger), 
thereby reducing the conflict we feel.

The results also speak to ongoing 
research in marketing, which suggests 
that emotional experiences can funda
mentally affect purchase intent as well 
as foster brand loyalty. For example, 
the amount of warmth that emanates 
from a brand or the fun derived from a 
brand (e.g., iPhone) can fundamentally 
influence our relationship with it. How
ever, in reality, most consumer-brand 
relationships are defined, at some point 
or another, by a transgression that gives 
rise to negative feelings among consum
ers, such as when something you buy 
breaks. Our research suggests that the 
degree to which a negative event is cat
egorized as part of a mixed experience 
(as opposed a single negative event) 
affects the probability that the consumer 
will remember that experience and be 
influenced by it. If the transgression is 
mentally clumped together with positive 
interactions with the brand, the memory 
of the mixed emotional experience may 
indeed fade— which would not be the 
case if the transgression stood alone as 
an isolated negative event.

Imagine you are at Disneyland about 
to board the Space Mountain ride. As 
you climb into your rocket, you feel 
joy and apprehension— a mixed feel
ing that persists even after the ride is 
over. You grip the safety bar, at once 
thrilled and frightened. You leave the 
Space Mountain ride dizzy with mixed 
emotions. How will you recall your 
experience a week later? Will you re
member the mixed emotions you expe
rienced on the ride? Or will the memory 
of those mixed emotions fade?

Questions regarding the memory of 
mixed emotions are important. Many 
of life’s most important events are 
defined by mixtures of emotions where 
people find themselves feeling both 
positive and negative emotions— e.g., 
graduating from college (“I’m making

progress, but leaving my friends and 
family”), moving (“I’m starting a new 
life, but losing my old one”), or achiev
ing major life goals (“I’m thrilled to 
have reached the destination, but I’m 
sad the journey is over”).

To address these questions, we 
conducted a set of longitudinal experi
ments which show that the intensity 
of mixed emotions is underestimated 
at the time of recall— an effect that 
appears to increase overtime and 
does not occur to the same degree 
with uniformly happy or sad emotions. 
Together, these results indicate that, 
as time passes, mixed emotions are 
increasingly difficult to recall, that 
memory for them fades, and that felt 
conflict underlies this recall bias.

The results of this work speak 
to several domains of research. For 
example, the results imply that in
dividuals who are comfortable with 
inconsistency should recall mixed 
emotions more accurately. Similarly, if 
there is an increased desire to resolve 
the emotion of felt conflict, the effects 
documented here should be muted for 
individuals who are not disturbed by 
the ambiguity associated with mixed 
emotions. Also, the effects should
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Visual aspects of an ad grab a consumer’s 
attention, especially when they are novel. 
That is certainly the case for this “pile of 
trash” that is actually an outdoor ad on 
a Dutch street for the MINI Cooper.
Source: Courtesy of UbachsWisbrun/JWT.

that viewers who enjoy a program are more likely to respond positively to a commercial 
and to say they want to buy the advertised product. Nielsen studied the responses of
10,000 people across 50 shows and 200 brands. Viewers are almost one-third more likely 
to remember brands whose products were placed in shows they enjoy. The impact of this 
factor varies across show format; it's weaker in sitcoms but much stronger in "lifestyle 
programs" such as Extreme Makeover Home Edition.86

It also helps when the marketer's message is consistent with the theme or events in 
the program—and it's even better when the advertised product actually makes a refer
ence to the show. The Discovery Channel documented this effect during a broadcast of 
its program Mythbusters, which uses science to test the validity of urban legends. The 
network ran a brief ad for Guinness beer in which a character asked another whether it 
was a "myth that Guinness only has 125 calories." Viewers who saw this ad remembered 
the name of the Guinness brand 41 percent more often than they did when they saw a 
traditional ad for the beer. Other similar hybrid ads that include a program tie-in deliver 
similar results.87

Pictorial versus Verbal Cues: 
Is a Picture Worth a Thousand Words?
There is some evidence for the superiority of visual memory over verbal memory, but this 
advantage is unclear because it is more difficult to measure recall of pictures.88 However, 
the available data indicate that we are more likely to recognize information we see in 
picture form at a later time.89 Certainly, visual aspects of an ad are more likely to grab a 
consumer's attention. In fact, eye-movement studies indicate that about 90 percent of 
viewers look at the dominant picture in an ad before they bother to view the copy.90

AWWWWWWW \%
iwmwixwv



CHAPTER 3 Learning and M em ory 129

Although pictorial ads may enhance recall, they do not necessarily improve com
prehension. One study found that television news items presented with illustrations (still 
pictures) as a backdrop result in improved recall for details of the news story, even though 
understanding of the story's content does not improve.91 Another study confirmed that 
consumers typically recall ads with visual figures more often and they like them better.92

OBJECTIVE 8 Products as Memory Markers
Products help us to The Disney theme parks' 2012 marketing campaign is called
retrieve memories from "Let the Memories Begin.” It will focus on vacation memories; 
our past. TV commercials, online ads, and brochures featuring photos
--------------------------  and videos shot by park guests. Disney will project images of
visitors on building facades each night.93 The company understands just how powerful 
memories can be.

The pictures we take of ourselves using products and services (like when we pose 
with Mickey at Disney World) can themselves serve as powerful retrieval cues. Indeed, 
the three types of possessions consumers most value are furniture, visual art, and pho
tos. These objects are likely to jog memories of the past.94 Researchers find that valued 
possessions can evoke thoughts about prior events on several dimensions, including 
sensory experiences, friends and loved ones, and breaking away from parents or former 
partners.95

That helps to explain the popularity of photo-sharing sites like Flickr—this platform 
alone hosts more than 5 billion pictures and offers "Share This” tools for use on Facebook 
and Twitter.96 A new app called Memolane goes a step farther: It lets you create a visual 
timeline from the posts on your social media accounts. You can compile these into a 
searchable, scrollable image that lets you remember the sequence of events from that 
memorable vacation or even (but let's hope not) that awesome first date.97

Even food can facilitate recall: One study looked at how favorite recipes stimulate 
memories of the past. When the researchers asked informants to list three of their favorite 
recipes and to talk about these choices, they found that people tended to link them with 
memories of past events, such as childhood memories, family holidays, milestone events 
(such as dishes they only make on special holidays, like corned beef and cabbage on 
St. Patrick's Day), heirlooms (recipes handed down across generations), and the passing 
of time (e.g., only eating blueberry cobbler in the summer).98 Indeed, one of the most 
famous literary references is from the classic (3,000-page!) novel Remembrance of Things 
Past by Marcel Proust. The narrator dips a pastry (a "madeleine" ) into his tea, and this 
action unleashes a flood of memories that drive the rest of the book.

The Memolane app lets you create 
a timeline from the posts on your social 
media accounts.
Source: Courtesy of Memolane.
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Products are particularly important as markers when our sense of the past is threat
ened, as, for example, when an event such as divorce, relocation, or graduation chal
lenges a consumer's current identity." Our cherished possessions often have mnemonic 
qualities that serve as a form of external memory when they prompt us to retrieve epi
sodic memories. For example, family photography allows consumers to create their own 
retrieval cues; the 11 billion amateur photos we take annually form a kind of external 
memory bank for our culture. A stimulus is, at times, able to evoke a weakened response 
even years after we first perceived it. We call this effect spontaneous recovery, and this 
reestablished connection may explain consumers' powerful emotional reactions to songs 
or pictures they have not been exposed to in quite a long time.

remember these ads later on. It seems that they have good reason to be concerned. In one 
study, fewer than 40 percent of television viewers made positive links between commer
cial messages and the corresponding products, only 65 percent noticed the brand name 
in a commercial, and only 38 percent recognized a connection to an important point.100

Even more sadly, only 7 percent of television viewers can recall the product or com
pany featured in the most recent television commercial they watched. This figure rep
resents less than half the recall rate recorded in 1965. We can explain this drop-off in 
terms of such factors as the increase of 30- and 15-second commercials and the practice 
of airing television commercials in clusters rather than in single-sponsor programs.101

Recognition versus Recall
One indicator of good advertising is, of course, the impression it makes on us. But how 
can we define and measure this impact? Two basic measures of impact are recognition 
and recall. In the typical recognition test, researchers show ads to subjects one at a time 
and ask if they have seen them before. In contrast, free recall tests ask consumers to inde
pendently think of what they have seen without being prompted for this information first; 
obviously, this task requires greater effort on their part.

Under some conditions, these two memory measures tend to yield the same results, 
especially when the researchers try to keep the viewers' interest in the ads constant (though, 
as we've already seen, that may be an overly artificial way to study true memory for ads).102 
Generally, though, recognition scores tend to be more reliable and do not decay over time 
the way recall scores do.103 Recognition scores are almost always better than recall scores 
because recognition is a simpler process and the consumer has more retrieval cues available.

Both types of retrieval play important roles in purchase decisions, however. Recall tends 
to be more important in situations in which consumers do not have product data at their 
disposal, so they must rely on memory to generate this information.104 However, recogni
tion is more likely to be an important factor in a store, where retailers confront consumers 
with thousands of product options (i.e., external memory is abundantly available) and the 
task simply may be to recognize a familiar package. Unfortunately, package recognition and 
familiarity can have negative consequences; for example, consumers may ignore warning 
labels because they take those messages for granted and don't really notice them.105

Problems with Memory Measures
Although measuring an ad's memorability is important, analysts have questioned whether 
existing measures accurately assess these dimensions, for several reasons. First, the results 
we obtain from a measuring instrument are not necessarily based on what we measure, 
but rather on something else about the instrument or the respondent. This form of con
tamination is a response bias. For example, people tend to give "yes" responses to ques
tions, regardless of what the item asks. In addition, experimental subjects often are eager 
to be “good subjects": They try to figure out what the experimenter is looking for and give 
the response they think they are supposed to give. This tendency is so strong that in some

OBJECTIVE 9
Marketers measure 
our memories about 
products and ads.
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studies the rate at which subjects claim they recognize bogus ads (ads they have not seen 
before) is almost as high as their recognition rate for those they really have seen!106

Memory Lapses
People are also prone to forget information or retain inaccurate memories (yes, even 
younger people). Typical problems include omitting (leaving facts out), averaging (the 
tendency to "normalize" memories by not reporting extreme cases), and telescoping (in
accurate recall of time).107 These distortions are not just a problem in court cases that 
rely on eyewitness testimony; they also call into question the accuracy of product usage 
databases that rely on consumers to recall their purchase and consumption of food and 
household items. For example, one study asked people to describe what portion of vari
ous foods—small, medium, or large—they ate in a typical meal. However, the researchers 
used different definitions of "medium." Regardless of the definition they gave, about the 
same number of people claimed they typically ate "medium" portions.108

Another study documented the illusion of truth effect, where telling people (espe
cially elderly subjects) that a consumer claim is false can make them misremember it as 
true. Respondents were repeatedly told that a claim was false; after a 3-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.110

Finally, although researchers continue to work on techniques that increase the accu
racy of memory scores, these improvements do not address the more fundamental issue of 
whether recall is even necessary for advertising to have an effect. In particular, some critics 
argue that these measures do not adequately tap the impact of "feeling” ads whose objec
tive is to arouse strong emotions rather than to convey concrete product benefits. Many ad 
campaigns, including those for Hallmark cards, Chevrolet, and Pepsi, use this approach.111 
In these cases, the marketers hope to create a long-term buildup of positive feelings rather 
than relying on a one-shot attempt to convince consumers to buy their products.

Also, it is not clear that recall translates into preference. We may recall the bene
fits touted in an ad but not believe them. Or the ad may be memorable because it is so

The research firm Gallup & Robinson says 
yes. In 2009 the company studied 12 years’ 
worth of surveys about recall and likability of 
Super Bowl ads. It reports a direct relation
ship between the confidence people have in 
the economy and the amount of attention 
they pay to these spots. When consumer con
fidence is weak, recall is 11 percent lower 
than average and 36 percent lower than in 
good times.109 Perhaps people are worrying 
too much about where they will get money 
to pay attention to ads that tell them how to 
spend it.

Heinz and Pepsi are among numerous 
companies that recently issued “retro” 
versions of their packages.
Source: Courtesy of H. J. Heinz Company.

Can our financial prob
lems decrease our ability 
to remember even the 
coolest commercials?
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Fossil’s product designs evoke memories of 
earlier, classic styles.
Source: Used with permission of Fossil Inc. 
Photography by Thom Jackson and Jon Kirk.

obnoxious and the product becomes one we "love to hate." The bottom line: Although 
recall is important, especially to create brand awareness, it is not necessarily sufficient to 
alter consumer preferences. To accomplish this, we need more sophisticated attitude- 
changing strategies. We'll discuss these issues in Chapter 7.

Bittersweet Memories: 
The Marketing Power of Nostalgia
Marketers often resurrect popular characters and stories from days gone by; they hope 
that consumers' fond memories will motivate them to revisit the past. We had a 1950s 
revival in the 1970s, and consumers in the 1980s got a heavy dose of memories from the 
1960s. Today, it seems that popular characters only need to be gone for a few years before 
someone tries to bring them back. Many companies have responded as they dig deep into 
their vaults to bring back old favorites. New commercials position Chevrolet as a classic 
American brand. Planters Peanuts recruited the actor Robert Downey, Jr., as the new 
voice of Mr. Peanut. "Retired" brand names, including Meister Brau beer, the brokerage 
firm Shearson, and Handi-Wrap plastic wrap, were recently auctioned off to companies 
that want to bring them back to life.112 The biggest retro success story in recent years: 
the Old Spice Guy campaign that went viral and revived a men's deodorant brand that is 
more than 70 years old.

Nostalgia describes the bittersweet emotion that arises when we view the past with 
both sadness and longing.113 References to "the good old days" are increasingly common, 
as advertisers call up memories of youth—and hope that these feelings will translate to 
what they're selling today.

A retro brand is an updated version of a brand from a prior historical period. These 
products trigger nostalgia, and researchers find that they often inspire consumers to

7
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This ad from Chile uses a retro appeal.
Source: Courtesy of Volkswagen.

think back to an era when (at least in our memories) life was more stable, simple, or even 
utopian. Very simply, they let us "look backward through rose-colored glasses."114

Our prior experiences also help to determine what we like today. Consumer researchers 
created a nostalgia index that measures the critical ages during which our preferences are 
likely to form and endure over time. It turns out that a good predictor of whether a person 
will like a specific song is how old she was when that song was popular. On average, we are 
most likely to favor songs that were popular when we were 23.5 years old (so pay attention 
to die hot songs if you haven't turned 23 yet). Our preferences for fashion models peak at 
age 33, and we tend to like movie stars who were popular when we were 26 or 27 years oldỀ 115

CHAPTER SUMMARY

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

1. It is important to understand how consumers learn 
about products and services.

Learning is a change in behavior that experience causes. 
Learning can occur through simple associations between 
a stimulus and a response or via a complex series of cogni
tive activities.

2. Conditioning results in learning.

Behavioral learning theories assume that learning oc
curs as a result of responses to external events. Classi
cal conditioning occurs 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 condi
tioned stimulus) elicits the response even in the absence 
of the first.
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3. Learned associations with brands generalize to other 
products, and why this is important to marketers.

This response can also extend to other, similar stimuli in 
a process we call stimulus generalization. This process is 
the basis for such marketing strategies as licensing and 
family branding, where a consumer's positive associations 
with a product transfer to other contexts.

4. There is a difference between classical and instrumental 
conditioning, and both processes help consumers to 
learn about products.

Operant, or instrumental, conditioning occurs as the per
son learns to perform behaviors that produce positive out
comes and avoid those that result in negative outcomes. 
Whereas classical conditioning involves the pairing of two 
stimuli, instrumental learning occurs when reinforcement 
occurs following a response to a stimulus. Reinforcement 
is positive if a reward follows a response. It is negative if 
the person avoids a negative outcome by not performing 
a response. Punishment occurs when an unpleasant event 
follows a response. Extinction of the behavior will occur if 
reinforcement no longer occurs.

5. We learn about products by observing others’ behavior.

Cognitive learning occurs as the result of mental pro
cesses. For example, observational learning occurs when 
the consumer performs a behavior as a result of seeing 
someone else performing it and being rewarded for it.

6. Our brains process information about brands to retain 
them in memory.

Memory is the storage of learned information. The way 
we encode information when we perceive it determines

how we will store it in memory. The memory systems we 
call sensory memory, short-term memory, and long-term 
memory each play a role in retaining and processing infor
mation from the outside world.

7. The other products we associate with an individual 
product influence how we will remember it.

We don't store information in isolation; we incorporate it 
into a knowledge structure where our brains associate it 
with other related data. The location of product informa
tion in associative networks, and the level of abstraction 
at which it is coded, help to determine when and how we 
will activate this information 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.

8. Products help us to retrieve memories from our past.

Products also play a role as memory markers; consum
ers use them to retrieve memories about past experiences 
(autobiographical memories), and we often value them 
because they are able to do this. This function also en
courages the use of nostalgia in marketing strategies.

9. Marketers measure our memories about products 
and ads.

We can use either recognition or recall techniques to 
measure memory for product information. Consumers 
are more likely to recognize an advertisement if it is pre
sented to them than they are to recall one without being 
given any cues. However, neither recognition nor recall 
automatically or reliably translates into product prefer
ences or purchases.
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REVIEW

1 What is the difference between an unconditioned stimulus 11 
and a conditioned stimulus? 12

2 Give an example of a halo effect in marketing.
3 How can marketers use repetition to increase the likeli- 13 

hood that consumers will learn about their brand? 14
4 Why is it not necessarily a good idea to advertise a product

in a commercial where a really popular song plays in the 15 
background?

5 What is the difference between classical conditioning and 16 
instrumental conditioning?

6 How do different types of reinforcement enhance learn- 17 
ing? How does the strategy of frequency marketing relate
to conditioning? 18

7 What is the major difference between behavioral and cog
nitive theories of learning? 19

8 Name the three stages of information processing.
9 What is external memory and why is it important to 20 

marketers?
10 Give an example of an episodic memory.

Why do phone numbers have seven digits?
List the three types of memory, and explain how they work 
together.
How is associative memory like a spider web?
How does the likelihood that a person wants to use an ATM 
machine relate to a schema?
Why does a pioneering brand have a memory advantage 
over follower brands?
If a consumer is familiar with a product, advertising for it 
can work by either enhancing or diminishing recall. Why? 
How does learning new information make it more likely 
that we'll forget things we've already learned?
Define nostalgia, and explain why it's such a widely used 
advertising strategy.
Name the two basic measures of memory and describe 
how they differ from one another.
List three problems with measures of memory for 
advertising.

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS
1. In his book, Blink: The Power o f Thinking Without Think

ing, author Malcolm Gladwell argues that hallowed mar
keting research techniques such as focus groups aren't 
effective because we usually react to products quickly and 
without much conscious thought; thus, it's better simply 
to solicit consumers' first impressions rather than getting 
them to think at length about why they buy. What's your 
position on this issue?

2. Some die-hard fans were not pleased when the Rolling 
Stones sold the tune "Start Me Up" for about $4 million to 
Microsoft, which wanted the classic song to promote its 
Windows 95 launch. The Beach Boys sold "Good Vibra
tions" to Cadbury Schweppes for its Sunkist soft drink, 
Steppenwolf offered his "Born to Be Wild" to plug the Mer
cury Cougar, and even Bob Dylan sold "The Times They

Are A-Changin'" to Coopers & Lybrand (now called Price- 
WaterhouseCoopers).116 Other rock legends have refused 
to play the commercial game, including Bruce Springsteen, 
the Grateful Dead, Led Zeppelin, Fleetwood Mac, R.E.M., 
and U2. According to U2's manager, "Rock'n roll is the last 
vestige of independence. It is undignified to put that cre
ative effort and hard work to the disposal of a soft drink 
or beer or car."117 Singer Neil Young is especially adamant 
about not selling out; in his song "This Note's for You," he 
croons, "Ain't singing for Pepsi, ain't singing for Coke, I 
don't sing for nobody, makes me look like a joke." What's 
your take on this issue? How do you react when one of 
your favorite songs turns up in a commercial? Is this use 
of nostalgia an effective way to market a product? Why or 
why not?
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■  A PPLY

1 Devise a product jingle memory test. Compile a list of 
brands that are or have been associated with memorable 
jingles, such as Chiquita Banana or Alka-Seltzer. Read this 
list to friends, and see how many jingles they remember. 
You may be surprised at their level of recall.

2 A physician borrowed a page from product marketers 
when she asked for their advice to help persuade people in 
the developing world to wash their hands habitually with 
soap. Diseases and disorders caused by dirty hands—like 
diarrhea—kill a child somewhere in the world about ev
ery 15 seconds, and about half those deaths could be pre
vented with the regular use of soap. The project adapted 
techniques that major marketers use to encourage habit
ual product usage of items such as skin moisturizers, dis
infecting wipes, air fresheners, water purifiers, toothpaste, 
and vitamins. For example, beer commercials often depict 
a group of guys together, because research shows that be
ing with a group of friends tends to trigger habitual drink
ing! The researchers found that when people in Ghana 
experienced a feeling of disgust, this was a cue to wash 
their hands. However, as in many developing countries, 
toilets are actually a symbol of cleanliness because they 
have replaced pit latrines. So, an advertising campaign

DO AVATARS DREAM 
ABOUT VIRTUAL SHOPPING?
When he ventures online, he's a muscular, bronzed, 23-year- 
old surfer. But, after a few hours chilling in the virtual world 
of Second Life, it's time for this shy, 110-pound student to 
get back to work. Sound weird? It's not. He is one of the
38,000 “residents" who is logged into Second Life at any given 
time. Welcome to the world of avatars! Marketers are just begin
ning to understand how the time people spend in virtual worlds 
influences the way they learn about brands.

Second Life, which Linden Labs first launched in 2002, is 
one of the largest virtual worlds. In Second Life, and other sites, 
users create an avatar to represent themselves online. Some 
people create avatars that look a lot like them in the real world, 
but many residents choose avatars that represent the person 
they would like to be, fantasy creatures, or even individuals of 
the opposite gender. With these alternate personalities they 
go out and explore virtual worlds. So what does this mean to 
marketers? A lot more than some pixels on a computer screen. 
Avatars interact with real brands in these virtual worlds. They

included messages that reminded people of the germs 
they could still pick up even in modern bathrooms: moth
ers and children walked out of restrooms with a glowing 
purple pigment on their hands that contaminated every
thing they touched. These images in turn triggered the 
habit of handwashing, and the project resulted in a sig
nificant increase in the number of consumers who washed 
their hands with soap.118 How can other organizations that 
work to improve public health, the environment, or other 
social issues harness our knowledge about consumer 
learning and habitual behavior to create or reenergize 
positive habits?

3 Identify some important characteristics of a product with a 
well-known brand name. Based on these attributes, gener
ate a list of possible brand extension or licensing opportu
nities, as well as some others that consumers would not be 
likely to accept.

4 Collect some pictures of "classic" products that have high 
nostalgia value. Show these pictures to others, and allow 
them to free-associate. Analyze the types of memories that 
these products evoke, and think about how a marketer 
might employ these associations in a product's promo
tional strategy.

can purchase products such as jeans for their avatars, and they 
can attend events such as concerts or lectures.

But it's not just virtual worlds like Second Life that want 
to understand how to make money from the legions of ava
tars out there. Web site designers and developers also real
ize the importance of avatars that interact with visitors on 
corporate Web sites. Several companies offer software ap
plications that design avatars to greet and guide visitors (for 
one example, check out Sitepal.com). Some of these avatars 
take the form of famous people, including rock stars, actors, 
and historical figures. Research suggests that these avatars 
might increase users' satisfaction with the Web sites and af
fect purchases.

Organizations and educators are just beginning to realize 
the impact of avatars and virtual worlds. Many companies now 
host their business meetings online; they encourage employees 
to develop their own avatars when they attend the meetings. 
Several university presidents hold online forums with students 
and create avatars to discuss current issues of concern with 
their students. The world of avatars and virtual worlds will con
tinue to challenge marketers in the years to come.

M yM arketingLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
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DISCUSSION QUESTIONS

1 How might classical conditioning operate for a consumer 
who visits a new tutoring Web site and is greeted by the 
Web site's avatar who resembles Albert Einstein?

2 How might a consumer who purchases a new outfit for his 
avatar on a virtual world be influenced by instrumental 
conditioning?

3 Do consumers build associative networks from their ava
tar's experience? Do you think this network is part of the

consumer's overall associative network for that brand, or 
is it a separate network?

Sources: Natalie Wood, M ichael R. Solomon, and Basil G. Englis, "Per
sonalization of the Web Interface: The Im pact of Web Avatars on Users' 
Responses to E -com m erce Sites," Journal o f  Website Promotion  2, no. 
1/2 (2006): 53-69; Natalie T. W ood and M ichael R. Solom on, "Virtual 
Worlds, Real Im pact: Advertising in Im m ersive Digital Environm ents," 
in M atthew S. Eastin, Terry Daugherty, and Neal M. Burns, eds., H and
book o f Research on Digital M edia a nd  Advertising: User Generated Con
tent Consumption  (IGI Global, 2011): 521-534.
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Chapter
Objectives

M y M arketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. It is important for marketers to recognize that products can satisfy a range of consumer 
needs.

2. The way we evaluate and choose a product depends on our degree of involvement with the 
product, the marketing message, and/or the purchase situation.

3. Our deeply held cultural values dictate the types of products and services we seek out or 
avoid.

4. Consumers vary in the importance they attach to worldly possessions, and this orientation 
in turn influences their priorities and behaviors.

5. Products that succeed in one culture may fail in another if marketers fail to understand the 
differences among consumers in each place.

6. Western (and particularly American) culture have a huge impact around the world, although 
people in other countries don’t necessarily ascribe the same meanings to products as we do.

http://www.pearsonglobaleditions.com/


Source: Phil Date/Shutterstock.com.A s Basil scans the menu at the trendy 

health-food restaurant Paula has dragged 

him to, he reflects on what a man will give 

up for love. Now that Paula has become a die-hard vegan, she's slowly but surely working on him 

to forsake those juicy steaks and burgers for healthier fare. He can’t even hide from tofu and other 

delights at school; the dining facility in his dorm just started to offer “veggie” alternatives to its usual 

assortment of greasy “mystery meats” and other delicacies he loves.

Paula is totally into it; she claims that eating this way not only cuts out unwanted fat but also 

is good for the environment. Just his luck to fall head-over-heels for a “tree-hugger.” As Basil gamely 

tries to decide between the stuffed artichokes with red pepper vinaigrette and the grilled marinated 

zucchini, fantasies of a sizzling 14-ounce T-bone dance before his eyes.

The Motivation Process: 
Why Ask Why?
Paula certainly is not alone in her belief that eating green is good 
for the body, the soul, and the planet. About 7 percent of the 
general population is vegetarian, and women and younger peo
ple are even more likely to adopt a meatless diet. An additional

10 to 20 percent of consumers explore vegetarian options in addition to their normal 
dead-animal fare. More and more people are taking the next step, too, as they adopt a 
vegan lifestyle. Vegetarianism refers only to a diet that excludes meat (some animal prod
ucts that do not involve the death of an animal, such as milk, cheese, and butter, may be 
included). Veganism, in contrast, links to a set of ethical beliefs about use of and cruelty 
to animals. In addition to objecting to hunting or fishing, adherents protest cruel animal 
training; object to the degrading use of animals in circuses, zoos, rodeos, and races; and 
also oppose the testing of drugs and cosmetics on animals.1

Although the proportion of vegetarian or vegan consumers is quite small compared 
to those of us who still like to pound down a Quarter Pounder, big companies are taking 
notice of this growing interest in vegetarian and cruelty-free products. Colgate purchased 
a controlling interest in Tom's of Maine, and Dean Foods (America's largest processor 
of dairy foods) bought Silk and its parent company White Wave. PETA (People for the 
Ethical Treatment of Animals) offers resources to promote an animal-friendly lifestyle, 
including an Online Vegetarian Starter Kit for kids.2 The beef industry fights back with 
a high-profile advertising campaign: “Beef. It's What's for Dinner" and a Web site to 
promote meat consumption (beefitswhatsfordinner.com).3 It's obvious that our menu 
choices have deep and far-reaching consequences.

The forces that drive people to buy and use products are generally straightforward— 
for example, when a person chooses what to have for lunch. As hard-core vegetarians dem
onstrate, however, even the basic food products we consume also relate to wide-ranging

OBJECTIVE 1
It Is important for 
marketers to recognize 
that products can satisfy 
a range of consumer 
needs.
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beliefs regarding what we think is appropriate or desirable. In some cases, these emotional 
responses create a deep commitment to the product. Sometimes people are not even fully 
aware of the forces that drive them toward some products and away from others.

To understand motivation is to understand why consumers do what they do. Why do 
some people choose to bungee-jump off a bridge or compete on reality shows, whereas 
others spend their leisure time playing chess or gardening? Whether it is to quench a 
thirst, kill boredom, or attain some deep spiritual experience, we do everything for a reason, 
even if we can't articulate what that reason is. We teach marketing students from Day 1 
that the goal of marketing is to satisfy consumers' needs. However, this insight is useless 
unless we can discover what those needs are and why they exist. A beer commercial once 
asked, "Why ask why?" In this chapter, we'll find out.

Motivation refers to the processes that lead people to behave as they do. It occurs 
when a need is aroused that the consumer wishes to satisfy. The need creates a state of 
tension that drives the consumer to attempt to reduce or eliminate it. 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 expe
riential need, involving emotional responses or fantasies, as when Basil longs for a juicy 
steak). The desired end state is the consumer's goal. Marketers try to create products and 
services to provide the desired benefits and help the consumer to reduce this tension.

Whether the need is utilitarian or hedonic, the magnitude of the tension it creates 
determines the urgency the consumer feels to reduce it. We call this degree of arousal a 
drive. We can satisfy a basic need in any number of ways, and the specific path a person 
chooses is influenced both by her unique set of experiences and by the values her culture 
instills.

These personal and cultural factors combine to create a want, which is one manifes
tation of a need. For example, hunger is a basic need that all of us must satisfy; the lack 
of food creates a tension state that we reduce when we eat cheeseburgers, double-fudge 
Oreo cookies, raw fish, or bean sprouts. The specific route to drive reduction is culturally 
and individually determined. When a person attains the goal, this reduces the tension 
and the motivation recedes (for the time being). We describe motivation 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 it.

This ad from the United Arab Emirates 
appeals to our basic drive to reduce hunger.
Source: Designed & released by Publinet 
Advertising & Publicity LLC, Dubai, UAE.
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Motivational Strength
The degree to which a person will expend energy to reach one goal as opposed to another 
reflects his or her motivation to attain that goal. Psychologists have advanced many theo
ries to explain why people behave the way they do. Most share the basic idea that people 
have some finite amount of energy that we direct toward our goals.

Early work on motivation ascribed behavior to instinct, the innate patterns of behav
ior 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 because we infer the instinct from 
the behavior it is supposed to explain (we call this type of circular explanation a tautol
ogy).4 It is like saying that a consumer buys products that are status symbols because he 
is motivated to attain status—hardly a satisfying explanation.

This ad for exercise equipment shows an 
ideal body (as dictated by contemporary 
Western culture), and suggests a solution 
(purchase of the equipment) to attain it.
Source: Used with permission of Soloflex.

m
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Biological versus Learned Needs
D r i v e  t h e o r y  focuses on biological needs that produce unpleasant states of arousal (e.g., 
your stomach grumbles during a morning class). The arousal this tension causes moti
vates us to reduce it. Some researchers believe that this need to reduce arousal is a basic 
mechanism that governs much of our behavior.

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 he hasn't eaten, or he 
may be dejected or angry if he cannot afford that new car he wants. This state activates 
goal-oriented behavior, which attempts to reduce or eliminate this unpleasant state and 
return to a balanced one that we call h o m e o s ta s is .

If a behavior reduces the drive, we'll naturally tend to repeat that behavior. (We dis
cussed this process of reinforcement in Chapter 3.) Your motivation to leave class early to 
grab a snack would be greater if you hadn't eaten in 24 hours than if you had eaten only
2 hours earlier. If you did sneak out and got indigestion afterward, say, from wolfing down 
a package of Twinkies, you would be less likely to repeat this behavior the next time you 
want a snack. One's degree of motivation, then, depends on the distance between one's 
present state and the goal.

Drive theory runs into difficulties when it tries to explain some facets of human be
havior that run counter to its predictions. People often do things that increase a drive 
state rather than decrease it. For example, people may delay gratification. If you know 
you are going out for a lavish dinner, you might decide to forego a snack earlier in the day 
even though you are hungry at that time.

Most current explanations of motivation focus on cognitive factors rather than bio
logical ones to understand what motivates behavior. E x p e c t a n c y  t h e o r y  suggests that 
expectations of achieving desirable outcomes—positive incentives—rather than being 
pushed from within motivate our behavior. We choose one product over another because 
we expect this choice to have more positive consequences for us. Thus, we use the term 
drive here loosely to refer to both physical and cognitive processes.

Motives have direction as well as strength. They are goal-oriented in that they drive 
us to satisfy a specific need. We can reach most goals by a number of routes, and the ob
jective of a company is to convince consumers that the alternative it offers provides the 
best chance to attain the goal. For example, a consumer who decides that she needs a pair 
of jeans to help her reach her goal of being admired by others can choose among Levi's, 
Wranglers, True Religion, Diesel, Seven for All Mankind, and many other alternatives, 
each of which promises to deliver certain benefits.

Needs versus Wants
The specific way we choose to satisfy a need depends on our unique history, learning 
experiences, and cultural environment. Two classmates may feel their stomachs rum
ble 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 ways 
each person goes about satisfying this need might be quite different. The first person may 
be a vegetarian like Paula, who fantasizes about gulping down a big handful of trail mix, 
whereas the second person may be a meat hound like Basil who gets turned on by the 
prospect of a greasy cheeseburger and fries.

What Do We Need?
We are born with a need for certain elements necessary to maintain life, such as food, 
water, air, and shelter. These are biogenic needs. We 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, and affiliation. Psychogenic needs 
reflect the priorities of a culture, and their effect on behavior will vary from environment 
to environment. For example, a U.S. consumer devotes a good chunk of his income to 
products that permit him to display his individuality, whereas his Japanese counterpart 
may work equally hard to ensure that he does not stand out from his group.
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One utilitarian need is very sim ple-we 
need to replenish products when we run out 
of them.
Source: Shalmor Avnon Amichay/Y&R.

We can also be motivated to satisfy either utilitarian or hedonic needs. When we 
focus on a utilitarian need, we emphasize the objective, tangible attributes of products, 
such as miles per gallon in a car; the amount of fat, calories, and protein in a cheese
burger; or the durability of a pair of blue jeans. Hedonic needs are subjective and experi
ential; here we might look to a product to meet our needs for excitement, self-confidence, 
or fantasy—perhaps to escape the mundane or routine aspects of life.5 Many items satisfy 
our hedonic needs (there's even a popular resort called Hedonism). Luxury brands in 
particular thrive when they offer the promise of pleasure to the user—how badly do you 
"need" that Armani suit or Tiffany brooch?6

Of course, we can also be motivated to purchase a product because it provides both 
types of benefits. For example, a woman (perhaps a politically incorrect one) might buy a 
mink coat because of the luxurious image it portrays and because it also happens to keep 
her warm through the long, cold winter. Indeed, recent research on novel consumption 
experiences indicates that even when we choose to do unusual things (like eating bacon 
ice cream or staying in a freezing ice hotel), we may do so because we have what the 
authors term a p r o d u c t iv i t y  o r ie n t a t io n .  This refers to a continual striving to use time 
constructively: Trying new things is a way to check them off our "bucket list" of experi
ences we want to achieve before moving on to others.

Motivation and Emotion
Motivation is largely driven by raw emotions, or what social scientists call a ffe c t. At the 
most basic level, we are driven to heighten positive emotion, or mood, and to reduce 
negative feelings. Cycling back to the learning processes we discussed in Chapter 3, our 
emotional reactions in turn influence the likelihood that we will engage in an activity 
next time—they positively or negatively reinforce us. That explains why so many m ar
keting activities and messages focus on altering mood and linking products or services 
to affect.7

A television commercial by the paint company Valspar is a good example: The spot 
never shows an interior, or people painting a wall. It opens with a couple walking on 
white sand toward a white wall, which resembles a drive-in movie screen, as a voiceover 
begins, "To some, a wall is just a wall—a divider between here and there." The couple in
teracts with the wall to bring up a series of spectacular landscapes, and the wall assumes 
the color of the backdrops, from the incandescent green of flora near a waterfall to the 
warm tan of a hayfield to the reddish brown of a mountain setting. As one of the adver
tising agency executives explained, "What you see in almost every paint commercial is 
couples [sic] in blue jeans and flannel shirts holding rollers and going up and down on the 
wall and whistling while they work, and Valspar didn't need to go there. We don't show 
people painting walls, or interiors, or any of the kind of mundane aspects of the chore. 
It's more about the mind-space of the consumer—we're talking to their imagination and 
emotions."8

This appeal to emotions also explains the popularity of soap operas, as well as real
ity TV shows like The Bachelor and Extreme Makeover (Home Edition): They encourage
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Some advertising messages appeal to our 
motivation to avoid negative outcomes
like bad breath. This Indian ad for a mint viewers to engage emotionally with the participants and to develop a "relationship" with
certainly does. them (just witness the outrage when hard-core soaps addicts learned that the venerable
Source: McCann Erickson India. Days of Our Lives was being cancelled after airing for more than 40 years). So, in a sense,

marketers/producers harness consumers' emotions and convert them into capital, as 
this affect is what they use to build loyalty to the product.9

How Social Media Tap into Our Emotions
Social media platforms also strongly relate to our moods. Arby's offers an app to allow 
users to match their moods to illustrated characters and items on the chain's Value Menu, 
and view the moods of others across the Web.10 We may share particularly good or bad 
feelings on Facebook or Twitter, or even resort to corny emoticons like:) in texts or emails 
to convey how we feel. To push sales of its Jell-0 brand, Kraft unveiled a "Mood Moni
tor" on Twitter, in which it will randomly send coupons to users it finds who type in a 
:( emoticon. Kraft will monitor the Twittersphere and the company will launch coupons 
whenever the national average of smiley faces dips below 51%n . LOL!

In fact, it's so common for people to express their moods and also their emotional 
reactions to products that these posts can be a treasure trove for marketers who want to 
learn more about how their offerings make people feel. A technique called sentiment 
analysis does this; this refers to a process (sometimes also called opinion mining) that 
scours the social media universe to collect and analyze the words people use when they 
describe a specific product or company. When people feel a particular way, they are likely
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Reality shows like The Bachelor encourage 
viewers to engage emotionally with 
contestants.
Source: © Craig Sjodin/American Broadcasting 
Companies, Inc.

to choose certain words that tend to relate to the emotion. From these words, the re
searcher creates a word-phrase dictionary (sometimes called a library) to code the data. 
The program scans the text to identify whether the words in the dictionary appear.

Consider this example based on Canon's PowerShot A540. A review on Epinions, 
a product review site, included this statement, “The Canon PowerShot A540 had good 
aperture and excellent resolution." A sentiment analysis would extract the entities of in
terest from the sentence, identifying the product as the Canon PowerShot A540 and the 
relevant dimensions as aperture and resolution. The sentiment would then be extracted 
for each dimension: the sentiment for aperture is good while that for resolution is excel
lent. Text-mining software would collect these reactions and combine them with others to 
paint a picture of how people are talking about the product. There are several sentiment 
analysis programs that do similar things; a new one called ToneCheck even reports on 
the emotions it detects in people's emails.12

Motivational Conflicts
A goal has valence, which means that it can be positive or negative. We direct our behav
ior toward goals we value positively; we are motivated to approach the goal and to seek 
out products that will help us to reach it. However, as we saw in Chapter 3's discussion 
of negative reinforcement, sometimes we're also motivated to avoid a negative outcome
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moodagent

ANGRY TEMPOTENDER

The new Moodagent app generates a music 
playlist based on the user’s mood.
Source: Copyright Syntonetic Media Solutions 
A/S, 2011.

rather than achieve a positive outcome. We structure purchases or consumption activities 
to reduce the chances that we will experience a nasty result. For example, many consum
ers work hard to avoid rejection by their peers (a negative goal). They stay away from 
products that they associate with social disapproval. Products such as deodorants and 
mouthwash frequently rely on consumers' negative motivation when ads depict the oner
ous social consequences of underarm odor or bad breath.

Because a purchase decision can involve more than one source of motivation, con
sumers often find themselves in situations in which different motives, both positive and 
negative, conflict with one another.13 Marketers attempt to satisfy consumers' needs by 
providing possible solutions to these dilemmas. As Figure 4.1 shows, there are three gen
eral types of conflicts we should understand. Let's review each kind.
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______ .  ̂ Figure 4.1 TYPES OF MOTIVATIONAL
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Approach-Approach Conflict
A person has an approach-approach conflict when she must choose between two desir
able alternatives. A student might be torn between going home for the holidays and going 
on a skiing trip with friends. Or, she might have to choose between two CDs to download 
(assuming that she's going to pay for one of them!). 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 dissonance (tension) exists when beliefs or behaviors conflict with one 
another. We resolve the conflict that arises when we choose between two alternatives 
through a process of cognitive dissonance reduction, where we look for a way to reduce 
this inconsistency (or dissonance) and thus eliminate unpleasant tension.

Dissonance occurs when a consumer must choose between two products, both of 
which possess good and bad qualities. When he chooses one product and not the other, 
the person gets the bad qualities of the product he buys and loses out on the good quali
ties of the one he didn't buy. This loss creates an unpleasant, dissonant state that he wants 
to reduce. We tend to convince ourselves, after the fact, that the choice we made was the 
smart one as we find additional reasons to support the alternative we did choose—per
haps when we discover flaws with the option we did not choose (sometimes we call this 
rationalization). A marketer can bundle several benefits together to resolve an approach- 
approach conflict. For example, Miller Lite's claim that it is “less filling" and “tastes great” 
allows the drinker to "have his beer and drink it too."

Many of the products and services we desire have negative consequences attached 
to them as well. We may feel guilty or ostentatious when we buy a luxury product like a 
fur coat (especially when others around us lose their jobs), or we might feel like gluttons 
when we crave a tempting package of Twinkies. An approach-avoidance conflict occurs 
when we desire a goal but wish to avoid it at the same time.

Some solutions to these conflicts include the proliferation of fake furs, which elimi
nate guilt about harming animals to make a fashion statement, and the success of diet 
programs like Weight Watchers that promise good food without the calories.14 Many mar
keters try to help consumers overcome guilt by convincing them that they deserve these 
luxuries. As the model for L'Oreal cosmetics exclaims, “Because I'm worth it!"

Sometimes we find ourselves caught “between a rock and a hard place." We may face 
a choice with two undesirable alternatives: for instance, the option of either spending 
more money on an old car or buying a new one. Don't you hate when that happens? Mar
keters frequently address an avoidance-avoidance conflict with messages that stress 
the unforeseen benefits of choosing one option (e.g., when they emphasize special credit 
plans to ease the pain of car payments).

How We Classify Consumer Needs
Some analysts set out to define a universal inventory of needs they could trace system
atically to explain virtually all behavior. One such inventory that the psychologist Henry
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Murray developed delineates a set of 20 psychogenic needs that (sometimes in combi
nation) result in specific behaviors. These needs include such dimensions as autonomy 
(being independent), defendance (defending the self against criticism), and even play 
(engaging in pleasurable activities).15

Murray's framework is the basis for a number of personality tests that modern-day 
psychologists use, such as the Thematic Apperception Test (TAT). In the TAT, the analyst 
shows test subjects four to six ambiguous pictures and asks them to write answers to four 
direct questions about the pictures:

1 What is happening?
2 What led up to this situation?
3 What is being thought?
4 What will happen?

McDonald’s promises its coffee will satisfy a 
physiological need-to wake up.
Source: Courtesy of M cDonald’s.
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The researcher then analyzes each answer for references to certain needs. The theory 
behind the test is that people will freely project their own subconscious needs onto the 
neutral stimulus. By getting responses to the pictures, the analyst really gets at the per
son's true needs 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 rankings of these needs.16

Other motivational approaches focus on specific needs and their ramifications for 
behavior. For example, individuals with a high need for achievement strongly value per
sonal accomplishment.17 They place a premium on products and services that signify 
success because these consumption items provide feedback about the realization 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 achieve
ment motivation were more likely to choose clothing they considered businesslike and 
less likely to be interested in apparel that accentuated their femininity.18 Some other im
portant needs that are relevant to consumer behavior include:

•  Need for affiliation—(to be in the company of other people).19 The need for affiliation 
is relevant to products and services for people in groups, such as participating in team 
sports, frequenting bars, and hanging out at shopping malls.

•  Need for power—(to control one's environment).20 Many products and services allow 
us to feel that we have mastery over our surroundings (to quote the famous line from 
Seinfeld, we are "masters of our domain")! These products range from "hopped-up" 
muscle cars and loud boom boxes (large portable radios that impose one'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).21 Products satisfy the 
need for uniqueness when they pledge to bring out our distinctive qualities. For ex
ample, Cachet perfume claims to be “as individual as you are."

Maslow’s Hierarchy of Needs
Psychologist Abraham Maslow originally developed his influential hierarchy of needs to 
understand personal growth and how people attain spiritual "peak experiences." Market
ers later adapted his work to understand consumer motivations.22 Maslow proposed a 
hierarchy of biogenic and psychogenic needs that specifies certain levels of motives. This 
hierarchical structure implies that the order of development is fixed—that is, we must at
tain a certain level before we activate a need for the next, higher one. Marketers embraced 
this perspective because it (indirectly) specifies certain types of product benefits people 
might look for, depending on their stage of mental or spiritual development or on their 
economic situation.23

Figure 4.2 summarizes this model. At each level, the person seeks different kinds 
of product benefits. Ideally, an individual progresses up the hierarchy until his or her 
dominant motivation is a focus on "ultimate" goals, such as justice and beauty. Unfortu
nately, this state is difficult to achieve (at least on a regular basis); most of us have to be 
satisfied with occasional glimpses, or peak experiences. One study of men aged 49 to 60 
found that these respondents engaged in three types of activities to attain self-fulfillment: 
(1) sport and physical activity, (2) community and charity, and (3) building and renovat
ing. Regardless of whether these activities were related to their professional work, these 
so-called magnetic points gradually took the place of those that were not as fulfilling.24

The Hierarchy and Product Benefits
The basic lesson of Maslow's hierarchy is that we must first satisfy basic needs before we 
progress up the ladder (a starving man is not interested in status symbols, friendship, or 
self-fulfillment). This implies that consumers value different product attributes depend
ing on what is currently available to them. For example, consumers in the former Eastern 
bloc are now bombarded with images of luxury goods, yet may still have trouble obtaining
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Figure 4.2 MASLOW’S HIERARCHY OF NEEDS

UPPER-LEVEL NEEDS

Relevant Products Example

Hobbies, travel, education

SELF-
ACTUALIZATION
Self-Fulfillment, 

Enriching Experiences U.S. A rm y - “ Be all you can be.’

Cars, furniture, credit cards, 
stores, country clubs, liquors

EGO NEEDS
Prestige, Status, 
Accomplishment

Royal Salute S c o tc h -“W hat the 
rich give the w ealthy.”

Clothing, groom ing products, 
clubs, drinks

BELONGINGNESS
Love, Friendship, 

Acceptance by Others
P e p s i- ‘‘Yo u’re in the 

Pepsi generation.”

Insurance, alarm systems, 
retirement, investments

SAFETY
Security, Shelter, Protection

—

Allstate ln s u ra n c e -“Yo u’re 
good hands with AllstateỂ”

Medicines, staple 
items, generics

PHYSIOLOGICAL
Water, Sleep, Food

Quaker Oat B ra n - “ lt’s 
the right thing to d o.”

LOWER-LEVEL NEEDS

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 televisions, but also staples such as water, soap, furniture, and food.25 In 
today's economic environment, the hierarchy helps to explain why many consumers take 
a closer look at the price and reliability of a product rather than whether it will impress 
their friends.

This Italian ad reinforces the need for safety 
in Maslow’s Hierarchy of Needs.
Source: Courtesy of Subaru Italy.
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Issues with Applying the Hierarchy of Needs
Marketers' application of this hierarchy has been somewhat simplistic, especially as the 
same product or activity can gratify different needs. For example, one study found that 
gardening could satisfy needs at every level of the hierarchy:27

•  Physiological—"I like to work in the soil."
•  Safety—"I feel safe in the garden."
•  Social—"I can share my produce with others."
•  Esteem—"I can create something of beauty.”
•  Self-actualization—"My garden gives me a sense of peace."

Another problem with taking Maslow's Hierarchy of Needs too literally is that it 
is culture-bound; its assumptions may apply only to Western culture. People in other 
cultures (or, for that matter, even some in Western cultures as well) may question 
the order of the levels it specifies. A religious person who has taken a vow of celibacy 
would not necessarily agree that physiological needs must be satisfied before self- 
fulfillment can occur.

Similarly, many Asian cultures value the welfare of the group (belongingness needs) 
more highly than needs of the individual (esteem needs). The point is that this hierar
chy, although marketers widely apply it, is helpful primarily 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 ladder of needs.

o b je c t iv e  2 Consumer Involvement
The way we evaluate
and choose a product 
depends on our degree 
of involvement with the 
product, the marketing 
message, and/or the 
purchase situation.

Do consumers form strong relationships with products and ser
vices? If you don't believe so, consider these events:

#  A consumer in Brighton, England, loves a local restaurant 
called the All in One so much that he had its name and 
phone number tattooed on his forehead. The owner re
marked, "Whenever he comes in, he'll go straight to the front 
of the queue."28

•  Lucky is a magazine devoted to shopping for shoes and other fashion accessories. The 
centerfold of the first issue featured rows of makeup sponges. The editor observed, 
"It's the same way that you might look at a golf magazine and see a spread of nine 
irons. Lucky is addressing one interest in women's lives, in a really obsessive, specific 
way."29

#  After his girlfriend jilted him, a Tennessee man tried to marry his car. His plan was 
thwarted, however, when he listed his fiancee'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.30 So much for that exciting honeymoon at the carwash.

Clearly, we can get pretty attached to products. Our motivation to attain a goal in
creases our desire to acquire the products or services that we believe will satisfy it. How
ever, not everyone is motivated to the same extent: One person might be convinced he 
can't live without the latest Apple iPhone, whereas another is perfectly happy with his 
3-year-old LG.

Involvement is "a person's perceived relevance of the object based on their inherent 
needs, values, and interests."31 We use the word object in the generic sense to refer to a 
product (or a brand), an advertisement, or a purchase situation. Consumers can find in
volvement in all these objects. Figure 4.3 shows that different factors may create it. These 
factors can be something about the person, something about the object, or something 
about the situation.

Net Profit

Our online behaviors also 
can satisfy needs at different 
levels of Maslow’s Hierarchy 
of Needs, especially when 

we participate in social networks like Face- 
book. Web-based companies can build loyalty 
if they keep these needs in mind when they 
design their offerings:

• We satisfy physiological needs when we 
use the Web to research topics such as 
nutrition or medical questions.

• The Web enables users to pool informa
tion and satisfy safety needs when they 
call attention to bad practices, flawed 
products, or even dangerous predators.

• Profile pages on Facebook and 
MySpace let users define themselves as 
individuals.

• Online communities, blogs, and so
cial networks provide recognition and 
achievement to those who cultivate a 
reputation for being especially helpful or 
expert in some subject.

• Users can seek help from others and 
connect with people who have similar 
tastes and interests.

• Access to invitation-only communities 
provides status.

• Spiritually-based online communities can 
provide guidance to troubled people.26

M yM arketingLab
V is itwww.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

http://www.pearsonglobaleditions.com/
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Figure 4.3 CONCEPTUALIZING INVOLVEMENT

effectiveness of ad 
to induce purchase

relative importance 
of the product class

with advertisements

with products

with purchase 
decisions

ANTECEDENTS OF INVOLVEMENT
POSSIBLE RESULTS OF 

INVOLVEMENT

perceived differences 
in product attributes

preference for a 
particular brand

influence of price 
on brand choice

amount of information 
search

time spent deliberating 
alternatives

type of decision rule 
used in choice

PERSON FACTORS

• needs
• importance
• interest
• values

OBJECT OR STIMULUS 
FACTORS

• differentiation of 
alternatives

• source of 
communication

• content of 
communication

SITUATIONAL FACTORS

• purchase/use
• occasion

INVOLVEMENT

elicitation of counter 
arguments to ads

INVOLVEMENT = f (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.

Involvement reflects our level of motivation to process information.32 To the degree 
that you feel knowing more about a product will help you to achieve some goal, you'll be 
motivated to pay attention to information about it. As our involvement with a product 
increases, we devote more attention to ads related to the product, we exert more cogni
tive effort to understand these ads, and we focus more attention on the product-related 
information in the ads.33

Levels of Involvement: From Inertia to Passion
The type of information processing that occurs depends on the consumer's level of in
volvement. It can range from simple processing, where she considers only the basic fea
tures of a message, all the way to elaboration, where she links this information to her 
preexisting knowledge system.34

Inertia
Think of a person's degree of involvement as a continuum that ranges from absolute lack 
of interest in a marketing stimulus at one end to obsession at the other. I n e r t ia  describes 
consumption at the low end of involvement, where we make decisions out of habit be
cause we lack the motivation to consider alternatives. At the high end of involvement, we 
find the devotion we reserve for people and objects that carry great meaning for us. For 
example, the passion of some consumers for famous people (those living, such as Oprah 
Winfrey, or—supposedly—dead, such as Elvis Presley) demonstrates the high end of the 
involvement continuum.

When consumers are truly involved with a product, an ad, or a Web site, they enter 
a f lo w  sta te . This experience is the Holy Grail of Web designers, who want to create sites 
that are so entrancing the surfer loses all track of time as he becomes engrossed in the
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p roducts' «■ c o u p o n s & offers' •  h is t o ry  * fun  extras' * b u y  ch a rm in

nature calls, 
charmin r answers.
Use Charmin, 
and Use 4 Times Less'
Soften your bottom Ine with the 
superior abswbency of 
Charmm Ultra So(t of the 
outstanding durability of 
Otumin Ifttra Strong.

site's contents (and hopefully buys stuff in the process!). Flow is an optimal experience 
with these qualities:

•  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 one's skills.35

Cult Products
When Apple put its first iPhone on sale, thousands of adoring iCultists around the country 
(including the mayor of Philadelphia) waited in front of Apple stores for days to be one 
of the first to buy the device—even though they could order the phone online and have 
it delivered in 3 days. Somehow that was too long to wait for a cell phone with a touch
screen. As one loyal consumer admitted, “If Apple made sliced bread, yeah, I'd buy it."36

OK, a useful product like a smartphone is one thing—but a cookie? When Kel
logg surrendered to the all-powerful Oreo and took its Hydrox cookies off the market, 
hard-core fans were bereft. As one wrote on a Web site devoted to the product, “This 
is a dark time in cookie history. And for those of you who say, 'Get over it, it's only a 
cookie,' you have not lived until you have tasted a Hydrox."37 Cult products like Hydrox, 
Apple, Harley-Davidson, Jones Soda, Manolo Blahnik designer shoes (think Carrie on Sex 
and the City), and the Boston Red Sox command fierce consumer loyalty, devotion, and 
maybe even worship by consumers.38

The Many Faces of involvement
A freelance software programmer who calls himself Winter is on a mission to visit every 
Starbucks in the world. To date he's been to more than 10,000 outlets in numerous coun
tries. When he learned that a Starbucks store in British Columbia was scheduled to close

Product involvement often depends on the 
situation we're in. The Charmin toilet tissue 
brand sponsors a Web site, appropriately 
named SitOrSquat.com. The site helps 
travelers find the cleanest public restrooms 
wherever they happen to be on Earth.
The brand manager explains, “Our goal 
is to connect Charmin with innovative 
conversations and solutions as a brand that 
understands the importance of bringing the 
best bathroom experience to consumers, 
even when they’re away from home.” 
According to Charmin, SitOrSquat lists 
over 52,000 toilets in 10 countries.
Source: Courtesy of P&G/Charmin.
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This German ad hopes to ramp up 
involvement with potatoes, a low 
involvement product. The ad for ready-to- 
serve potato dishes declares, “Good stuff 
from potatoes.”
Source: Courtesy of Unilever/Germany.

the next day, he spent $1,400 to fly there immediately just to order a cup of coffee in the 
nick of time. He chronicles his odyssey on his Web site, starbuckseverywhere.net.39

OK, maybe Winter needs to get a life. Still, his passion demonstrates that involve
ment takes many forms. It can be cognitive, as when a "gearhead” is motivated to learn 
all she can about the latest specs of a new multimedia personal computer (PC), or emo
tional, as when the thought of a new Armani suit gives a clotheshorse goose bumps.40 
What's more, the very act of buying the Armani may be highly involving for people who 
are passionately devoted to shopping.

To further complicate matters, advertisements such as those Nike or Adidas produce 
may themselves be involving for some reason (e.g., because they make us laugh or cry, or 
inspire us to exercise harder). So, 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 actually several broad types of involvement we can relate to 
the product, the message, or the perceiver.41
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Product Involvement
Product involvement refers to a consumer's level of interest in a particular product. Many 
sales promotions aim to increase this type of involvement. Consider the woman who won 
Roto-Rooter's “Pimped-Out John" contest (winning out over 318,000 other entries). Her 
prizes to maximize her bathroom experience included these goodies:42

•  An Avanti 4.3-cubic-foot compact refrigerator with a beer tap
•  A Gateway eMachines Notebook
•  A dual-sided magnification mirror
•  A Microsoft Xbox 360 core system
•  A Philips progressive-scan DVD player
•  A TiVo Series2 digital video recorder
•  A Philips 20-inch LCD flat-panel TV
•  A personal cooling fan
•  An Apple iPod
•  An iCarta stereo dock for iPod with bath tissue holder
•  A Baseline resistive pedal exerciser
•  A Roto-Rooter Service button
•  A megaphone so anyone in the house can hear her from up to 300 feet away

Talk about satisfying utilitarian and hedonic needs at the same time!
The more closely marketers can tie a brand to an individual, the higher the involve

ment they will create. This process is especially powerful when the producer allows the 
customer to participate in creating the product. That's why Coca-Cola launched a program 
that gave the band Maroon 5 24 hours to come up with a new song—with the help of its 
fans. The project, which streamed live from London, used interactive technology to allow 
listeners to weigh in on lyrics, riffs, and rhythms that would go into the new single. Coke 
promoted the program from its Facebook page, which has more than 20 million fans.43

That kind of product involvement is great, but how can a company accomplish the 
same thing for thousands or even millions of customers? Mass customization is the 
personalization of products and services for individual customers at a mass-production 
price.44 This strategy applies to a wide range of products and services, from newspaper 
Web sites that allow readers to choose which sections of the paper they want to see, to 
Dell computers that you can configure, to Levi's blue jeans that have a right leg one inch 
shorter than a left leg to fit an asymmetrical body (this is more common than you think). 
Mars Snackfood USA introduced M&M's Faces to encourage consumers to bond with its 
chocolates: At mymms.com, you can upload a photo and order a batch of M&Ms with a 
face and personal message printed on the candy shell.45

Measuring involvement is important for many marketing applications. For example, 
research evidence indicates that a viewer who is more involved with a television show will 
respond more positively to commercials he sees during that show and that these spots 
will have a greater chance to influence his purchase intentions.46 Table 4.1 shows one of 
the most widely used scales for assessing level of involvement.

Message-Response Involvement
Media platforms possess different qualities that influence how motivated we are to pay 
attention to what they tell us. Television is a low-involvement medium because it requires 
a passive viewer who exerts relatively little control (remote-control "zipping" notwith
standing) over content. In contrast, print is a high-involvement medium. The reader ac
tively processes the information and is able to pause and reflect on what he or she has 
read before moving on.47 In fact, some messages (including really well-made advertise
ments) are so involving that they trigger a stage of narrative transportation, where peo
ple become immersed in the storyline (much like the flow state we described earlier). One 
recent study showed that people who are feeling lucky engage in this process when they 
look at an advertisement for a lottery; once immersed it is hard to distract them from the 
message.48 No a great thing for compulsive gamblers, but a powerful effect nonetheless.
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TABLE 4.1 A Scale to Measure Involvement

To Me [Object to Be Judged] Is

1. important

2. boring

3. relevant

4. exciting

5. means nothing

6. appealing

7. fascinating

8. worthless

9. involving 

10. not needed

unimportant*

interesting

irrelevant*

unexciting*

means a lot to me

unappealing*

mundane*

valuable

uninvolving*

needed

A recent campaign to promote hip hop mogul Jay-Z's autobiography Decoded il
lustrates the power of message-response involvement. It took the form of a scavenger 
hunt, where all 320 pages of the book were reprinted in unusual places in 13 cities, sites 
included a rooftop in New Orleans, a pool bottom in Miami, cheeseburger wrappers in 
New York City, and on a basketball backboard in the star's old neighborhood. Fans who 
found all of the hidden pages won two tickets to any Jay-Z concert anywhere, for life.49

Although consumers differ in their levels of involvement with respect to a product 
message, marketers do not have to simply 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. A marketer can boost a person's 
motivation to process relevant information via one or more of the following techniques:50

•  Appeal to the consumers' hedonic needs—Ads that use sensory appeals like those 
discussed in Chapter 2 generate higher levels of attention.51

•  Use novel stimuli, such as unusual cinematography, sudden silences, or unex
pected movements, in commercials—When a British firm called Egg Banking intro
duced a credit card to the French market, its ad agency created unusual commercials 
to make people question their assumptions. One ad stated, "Cats always land on their 
paws," and then two researchers in white lab coats dropped a kitten off a rooftop— 
never to see it again (animal rights activists were not amused).52

•  Use prominent stimuli, such as loud music and fast action, to capture attention 
in commercials—In print formats, larger ads increase attention. Also, viewers look 
longer at colored pictures than at black-and-white ones.

•  Include celebrity endorsers to generate higher interest in commercials—As we'll 
see in Chapter 7, people process more information when it comes from someone they 
admire (or maybe even Charlie Sheen).

•  Provide value that customers appreciate—Charmin bathroom tissue set up public 
toilets in Times Square that hordes of grateful visitors used. Thousands more people 
(evidently with time on their hands) visited the brand's Web site to view the display.53

•  Let customers make the messages -Consumer-generated content, where freelancers 
and fans film their own commercials for favorite products, is one of the hottest trends 
in marketing right now. This practice creates a high degree of message-response in
volvement (also called advertising involvement), which refers to the consumer's inter
est in processing marketing communications.54 At the least, give customers a say if 
you're contemplating a change: Gap found this out the hard way when it rolled out an
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CB AS I SEE IT
Richard Mannix, Senior Lecturer in Marketing, Regents College, London

countries) and transnationals. We can 
deploy simple environmental screening 
to show these differences: The former 
are likely to move shorter distances 
compared to the latter, whereas the 
latter are also crossing over into 
(1) a new jurisdiction, a new country 
with separate rules and regulations, 
and a new political environment; (2) a 
new economic and business environ
ment; and (3) a different technological 
environment. Perhaps m ost impor
tantly, transnationals have to face 
(4) a new sociocultural environment. 
Examples of the latter are: differences 
in inflation and interest rates, which 
are likely to affect buying and saving 
behavior; different telecommunica
tions infrastructure (e.g., availability of 
3G connectivity); and different roles, 
customs, values, and traditions (e.g., 
gender roles).

There might be many new niches 
to identify among transnationals, but 
in any event, the size of this particular 
group of customers is certainly large 
enough to accommodate multiple seg
ments requiring separate treatment. 
Marketers also need to think about 
the ways in which these transnationals 
can be reached.

updated version of its logo on its Web site without warning fans first. Almost instantly, 
more than 2,000 customers posted complaints on Facebook. The company first tried 
to stand by its decision, but eventually it folded and returned to the tried-and-true. 
The president of Gap Brand North America admitted that the company "did not go 
about this in the right way" and missed the "opportunity to engage with the online 
community."55

What are some other tactics to increase message involvement? One is to invent new 
media platforms to grab our attention. Procter & Gamble printed trivia questions and 
answers on its Pringles snack chips with ink made of blue or red food coloring, and a 
company called Speaking Roses International patented a technology to laser-print words,

IV Io b ile  technologies have posed new 
challenges for marketers, as well as 
opportunities, in an increasingly global 
market with high human mobility within 
and across borders. To understand 
and address customer needs more 
effectively, marketers need to add 
new variables to market segmenta
tion formulas. At the Regent’s Centre 
for Transnational Studies, Professor 
Ibrahim Sirkeci and I are attempting to 
address these issues by exploring the 
concept of the transnational segmenta
tion base. This segment includes busi
nesspeople and professionals whose 
careers span several countries as well

as tourists, immigrants, and refugees. 
These groups create multiple reference 
points, which are likely to determine 
their characteristics, needs, and behav
iours. This is an emerging and promis
ing customer segment, particularly for 
mobile marketing and mobile services. 
To explore the viability of such a seg
ment, we have made use of several 
existing theoretical frameworks and 
concepts of segmentation.

Conventional segmentation 
schem es (for example, VALS, ACORN) 
have to be revisited and revised. Re
searchers and practitioners need to 
think about ways in which those multi
ple reference points (cultural and geo
graphical) can be integrated into new 
segmentation approaches to create 
successful segments. Mobility statis
tics urge us to look into new segmen
tation variables— including movement, 
change of residence, spatial mobility, 
and commuting distance/hours— to 
identify these mobile segments, and 
possibly subsegm ents within them, 
for designing specialized marketing 
programs.

We need to clarify here the dif
ferences between mobile nationals 
(those who travel within their own
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Dairy Queen helped to create the DQ Tycoon 
videogame, which boosts involvement 
as it lets players run their own fast-food 
franchise. They have to race against the 
clock to complete mundane tasks such as 
preparing Peanut Buster Parfaits, taking 
orders, restocking the refrigerator, and 
dipping cones.
Source: Courtesy of American Dairy Queen 
Corporation.

images, or logos on flower petals.56 An Australian firm creates hand stamps that night
clubs use to identify paying customers; the stamps include logos or ad messages so par
sers' hands become an advertising platform.57

Another tactic is to create 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:58

•  Axe body products sponsored a posh Hamptons (New York) nightclub for the whole 
season, where it became The Axe Lounge sporting branding on the DJ booth and 
menu and Axe products in the restrooms.

•  A British show broadcast a group of skydivers who performed a dangerous jump to 
create a human formation in the air that spelled out the letters H, O, N, D, and A.

•  Honda built a musical road in Lancaster, PA; grooves in the cement create a series of 
pitches that play the William Tell Overture when a car drives over them.

•  A New York campaign for Jameson Irish Whiskey projects an ad onto a wall—an op
erator scans the street for pedestrians who fit the brand's profile and inserts live text 
messages directed at them into the display.

•  To promote the 25th anniversary of the Michael Jackson album Thriller, which fea
tured zombies dancing in a music video, Sony BMG staged such a performance on 
the London Underground. A group of "passengers" suddenly burst into a zombie-like 
dance before they disappeared into the crowd—and this videotaped scene was posted 
online. The video inspired similar performances in other countries, and within a week 
more than a million people had downloaded these films.

•  In a similar stunt for T-Mobile, several hundred commuters at the Liverpool rail sta
tion broke into a dance; more than 15 million people watched the performance on 
YouTube in the following weeks. These (not so) spontaneous flashmobs have be
come increasingly common—which probably means they will wane in popularity as 
the spectacle of hundreds of people suddenly exploding into dance or song becomes 
almost a ho-hum experience. Oh well, on to the next thing.
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Purchase Situation Involvement
Purchase situation involvement refers to differences in motivation during the process of 
interacting with a store or Web site (we'll talk more generally about shopping motiva
tions in Chapter 9). One way to increase this kind of involvement is to personalize the 
messages shoppers receive at the time of purchase. For example, a few marketers tailor 
the recommendations they give shoppers in a store based on what they picked up from a 
shelf—and in the near future based on their appearance. At a few Dunkin' Donuts loca
tions, a person who orders a morning coffee sees an ad at the cash register that pushes 
hash browns or breakfast sandwiches. At a German store, Procter & Gamble places RFID 
(radio-frequency identification) tags on products; when a shopper lifts a package off a 
shelf, this action changes the message on a digital screen in front of him or her. For exam
ple, if you pull out shampoo for thick hair, the screen recommends the best conditioner 
or other hair products. Emerging applications make use of facial-recognition technology; 
this actually classifies shoppers into groups based on their approximate age and their 
likely gender (some hairstyles and facial piercings will make this challenge interesting). 
The technology analyzes features like the size and shape of the nose, eyes, cheekbones, 
and jaw line and compares these to databases to make a guess as to which category the 
person should belong in.59

Many of us experience heightened purchase situation involvement when we log in 
to our favorite social media sites. Some of the most successful new applications involve 
some form of social game: a multiplayer, competitive, goal-oriented activity with defined 
rules of engagement and online connectivity among a community of players. Most social 
games include a few key elements:

Leaderboards—a listing of the leaders in the game competition

Achievement badges—symbols awarded to show game levels achieved, shared with
the community

Friend (buddy) lists with chat—a list of contacts with whom one plays and the ability
to communicate within the game.

Brands can utilize social games for marketing in several ways—and they should! 
When the Microsoft search engine Bing ran an ad that offered players the chance to earn 
Farm Ville cash for becoming a fan of Bing on Facebook, the brand won 425,000 new fans 
in the first day.61

Visitors who tour the New Belgium brewery 
are invited to pose within a life-size, 3-D 
recreation of its’ Fat Tire Ale print ad. All 
props are solidly welded together to insure 
visitors’ safety even after they have sampled 
the beers.60
Source: Courtesy of New Belgium Brewing 
Company.
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A study about clubbing (or “raves") 
illustrates how a social activity is 
co-created by producers and consumers. 
These experiences started in the UK 
as spontaneous gatherings in empty 
warehouses. Although these events are 
banned in many places, the consumer 
researchers showed how the promoters and 
the clubbers cooperate with local authorities 
to make possible this “contained illegality”: 
for example, by regulating the drugs 
(particularly Ecstasy) that are consumed and 
instituting safeguards to prevent violence.65 
Source: dwphotos/istockphoto.

One specific tactic we will see more of in the booming world of social games is trans
actional advertising, which rewards players if they respond to a request.62 The offers can 
be for virtual goods (which players can use in the game or offer as gifts to friends), cur
rency (used to advance in the game), or codes (used to unlock prizes and limited-access 
player experiences). Players are rewarded with the virtual goods, currencies, or codes 
if they make a purchase, "friend" the brand, watch a commercial, or perhaps answer a 
survey. ProFlowers used transactional advertising as part of a Valentine's Day promotion 
in Playfish's Pet Society game. Players who sent real flowers from within the game were 
rewarded with Playfish Cash.63 The hugely popular FarmVille social game teamed with 
the also hugely popular Lady Gaga in 2011 to launch a special version of the game called 
GagaVille; an entire area inside the game with Gaga-themed items like unicorns. Fans 
who bought a $25 game card from Best Buy also received her album Born This Way as a 
free download.64

Values
A religious official in Saudi Arabia decreed that children there should not be allowed to 
watch Mickey Mouse, because the cartoon character is a "soldier of Satan."66 This obser
vation may surprise most of us, but then again we don't live in this deeply conservative 
Islamic culture. A value is a belief that some condition is preferable to its opposite. For 
example, it's safe to assume that most people prefer freedom to slavery. Others avidly 
pursue products and services that will make them look younger rather than older. A per
son's set of values plays a very important role in consumption activities. Consumers pur
chase many products and services because they believe these products will help to attain 
a value-related goal.

Two people can believe in and exhibit the same behaviors (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; as a result, believers tend to be exposed to infor
mation that supports their beliefs (e.g., tree-huggers rarely hang out with loggers).67
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o b je c t iv e  3 Core Values
Our deeply held cultural
values dictate the types Tlie actress Kim Kardashian wasn't pleased when her picture 
of products and services ran on APril 2011 cover °f Cosmopolitan Turkey, especially 
we seek out or avoid when it was released on the same date that some countries com-
_________________  memorate the alleged Armenian genocide in the last days of the

Ottoman Empire. Because the magazine is published in 64 dif
ferent countries, it is difficult to be sure readers everywhere experience the content the 
same way. In addition to political differences, marketers have to be sensitive to cultural 
values: In some countries, because of local norms about modesty, some female readers 
have to hide the magazine from their husbands! Different cultures emphasize varying 
belief systems that define what it means to be female, feminine, or appealing—and what 
people consider appropriate to see in print on these matters. Publishers of the Chinese 
version aren't even permitted to mention sex at all, so they replace articles about uplift
ing cleavage with uplifting stories about youthful dedication. Ironically, there isn't much 
down-and-dirty material in the Swedish edition either—but for the opposite reason: The 
culture is so open about this topic that it doesn't grab readers' attention the way it would 
in the United States.68

Values regarding issues such as sexuality are important in the United States as well:

•  In a controversial commercial for Trojan condoms, women in a bar sit next to pigs. 
One magically turns into a handsome suitor after it buys a condom from a vending 
machine. The tag line reads, "Evolve. Use a condom every time." The CBS and FOX 
networks rejected the ad, and some local NBC affiliates refused to run it.69

•  In an ad Kraft Foods ran for its Athenos yogurt brand, a Greek grandmother berates 
her granddaughter for dressing "like a prostitute." In another spot, Grandma warns 
the girl that she's "going to hell" for living with a guy to whom she's not married.70

•  Fashion retailer Forever 21, which caters to a fairly young clientele, debuted a collec
tion of maternity wear it called Love 21. The clothing was distributed to locations in 
Arizona, Alaska, California, Utah, and Texas, which also happen to be the U.S. states 
with the highest rates of teen pregnancy. A store executive responded to criticism by 
claiming, "Forever 21 did not create, design or distribute Love 21 Maternity to target, 
or appeal specifically to pregnant teens. Any relationship between teen pregnancy 
rates and the locations of our stores is unintentional."71

Or, take the core value of cleanliness: Everyone wants to be clean, but some so
cieties are more fastidious than others and won't accept products and services that 
they think cut corners. Italian women on average spend 21 hours a week on household 
chores other than cooking—compared with only 4 hours for Americans, according to 
Procter & Gamble's research. The Italian women wash kitchen and bathroom floors at 
least four times a week, Americans only once. Italian women typically iron nearly all 
their wash, even socks and sheets, and they buy more cleaning supplies than women 
elsewhere do.

So they should be ideal customers for cleaning products, right? That's what Unilever 
thought when it launched its all-purpose Cif spray cleaner there, but it flopped. Similarly, 
P&G's best-selling Swiffer wet mop bombed big time. Both companies underestimated 
this market's desire for products that are tough cleaners, not timesavers. Only about 
30 percent of Italian households have dishwashers, because many women don't trust 
machines to get dishes as clean as they can get them by hand, manufacturers say. Many 
of those who do use machines tend to thoroughly rinse the dishes before they load them 
into the dishwasher The explanation for this value: After World War II, Italy remained 
a poor country until well into the 1960s, so labor-saving devices, such as washing ma
chines, which had become popular in wealthy countries, arrived late. Italian women 
joined the workforce later than many other European women and in smaller numbers. 
Young Italian women increasingly work outside the home, but they still spend nearly as 
much time as their mothers did on housework.
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When Unilever did research to determine why Italians didn't take to Cif, they found 
that these women weren't convinced that a mere spray would do the job on tough kitchen 
grease or that one product would adequately clean different surfaces (it turns out that 
72 percent of Italians own more than eight different cleaning products). The company 
reformulated the product and reintroduced it with different varieties instead of as an all- 
in-one. It also made the bottles 50 percent bigger, because Italians clean so frequently, 
and changed its advertising to emphasize the products' cleaning strength rather than 
convenience. P&G also reintroduced its Swiffer, this time adding beeswax and a Swiffer 
duster that is now a bestseller. It sold 5 million boxes in the first 8 months, twice the 
company's forecasts.72

In many cases, of course, values are universal. Who does not 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.73 For example, 
one study found that North Americans have more favorable attitudes toward 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.74

We characterize every culture in terms of its members' endorsement of a value sys
tem. Not every individual will endorse these values equally, and in some cases, values 
may even seem to contradict one another (e.g., Americans appear to value both confor
mity and individuality, and try to find some accommodation between the two). Nonethe
less, it is usually possible to identify a general set of core values that uniquely define a 
culture. Core values such as freedom, youthfulness, achievement, materialism, and activ
ity characterize American culture.

In contrast, most Japanese are happy to trade off a bit of independence for security 
and a feeling of safety—especially when it comes to their children. It's common for com
munities to post guards along school routes and for parents to place global position
ing system (GPS) devices and safety buzzers in their kids' backpacks. Numerous indoor 
parks in Japan are highly secure environments designed to ease parents' minds. At a 
typical one called the Fantasy Kids Resort, there are uniformed monitors, security cam
eras, and antibacterial sand. Visitors spray their stroller wheels with antiseptic soap, and 
guards require identification from visitors before they admit them.73 Despite living under 
enormous stress and deprivation after the 2011 earthquake and tsunami, thousands of 
Japanese who were marooned in public shelters still found ways to maintain order and 
hygiene to the greatest extent possible.76

How do we determine what a culture values? We term the process of learning the be
liefs and behaviors endorsed by one's own culture enculturation. In contrast, we call the 
process of learning the value system and behaviors of another culture (often a priority for 
those who wish to understand consumers and markets in foreign countries) accultura
tion (more on this in Chapter 13). Socialization agents, including parents, friends, and 
teachers, impart these beliefs to us.

Another important type of agent is the media; we learn a lot about a culture's pri
orities when we look at the values that advertising communicates. For example, sales 
strategies differ significantly between the United States and China. U.S. commercials are 
more likely to present facts about products and suggestions from credible authorities, 
whereas Chinese advertisers tend to focus more on emotional appeals without bothering 
too much about substantiating their claims. U.S. ads tend to be youth-oriented, whereas 
Chinese ads are more likely to stress the wisdom of older people.77

How Do Values Link to Consumer Behavior?
Despite their importance, values haven't helped us to understand consumer behavior as 
much as we might expect. One reason is that broad-based concepts such as freedom, secu
rity, or inner harmony are more likely to affect general purchasing patterns than to differen
tiate between brands within a product category. This is why some researchers distinguish 
among broad-based cultural values such as security or happiness, consumption-specific
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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.78 One way to clearly see the impact of shifting cultural values on 
consumption is to look at the increasing emphasis on the importance of health and well
ness. In 2010, top-performing new food/beverage products featured items with natural or 
organic ingredients, such as Chobani yogurt and Nature's Pride bread.79

A study of product-specific values looked in depth at Australians who engage in ex
treme sports such as surfing, snowboarding, and skateboarding. The researchers identi
fied four dominant values that drove brand choice: freedom, belongingness, excellence, 
and connection. For example, one female surfer they studied embraced the value of be
longingness. She expressed this value when she wore popular brands of surfing apparel 
even when these major brands had lost their local roots by going mainstream. In contrast, 
another surfer in the study valued connection: he expressed this as he selected only lo
cally made brands and supported local surfing events.80

Some aspects of brand image, such as sophistication, tend to be common across 
cultures, but others are more likely to be relevant in specific places. The Japanese tend to 
value peacefulness, whereas Spaniards emphasize passion, and the value of ruggedness 
appeals to Americans.81 Because values drive much of consumer behavior (at least in a 
very general sense), we might say that virtually all consumer research ultimately relates to 
identifying and measuring values. In this section we'll describe some specific attempts by 
researchers to measure cultural values and apply this knowledge to marketing strategy.

Hofstede’s Cultural Dimensions
One of the most widely used measures of cross-cultural values is an instrument devel
oped by Geert Hofstede, a Dutch researcher.82 This measure scores a country in terms of 
its standing on five dimensions so that users can compare and contrast values:83

•  Power Distance—The extent to which the less powerful members of organiza
tions and institutions (like the family) accept and expect that power is distributed 
unequally.

•  Individualism—The degree to which individuals are integrated into groups.
•  Masculinity—The distribution of roles between the genders.
•  Uncertainty Avoidance—A society's tolerance for uncertainty and ambiguity.
•  Long-Term Orientation—Values associated with Long-Term Orientation are thrift 

and perseverance; values associated with Short-Term Orientation are respect for tra
dition, fulfilling social obligations, and protecting one's “face."

The Rokeach Value Survey
The psychologist Milton Rokeach identified a set of term inal values, or desired end 
states, that apply to many different cultures. The Rokeach Value Survey also includes a 
set of instrumental values, or actions we need to take to achieve these terminal values.84 
Table 4.2 lists these two sets of values.

Some evidence indicates that differences in these global values do translate into 
product-specific preferences and differences in media usage. Nonetheless, marketing re
searchers have not widely used the Rokeach Value Survey.85 One reason is that our soci
ety is evolving into smaller and smaller sets of consumption microcultures within a larger 
culture, each with its own set of core values (more on this in Chapter 13). For example, 
in the United States, a sizable number of people are strong believers in natural health 
practices and alternative medicine. This focus on wellness instead of mainstream medical 
approaches to sickness influences many of their behaviors, from food choices to the use of 
alternative medical practitioners, as well as their opinions on political and social issues.86

The List of Values (LOV)
The List of Values (LOV) Scale isolates values with more direct marketing applications. 
This instrument identifies nine consumer segments based on the values members en
dorse and relates each value to differences in consumption behaviors. These segments
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Terminal and Instrumental Values

Instrumental Values Terminal Values

Ambitious A comfortable life

Broad-minded An exciting life

Capable A sense of accomplishment

Cheerful A world of peace

Clean A world of beauty

Courageous Equality

Forgiving Family security

Helpful Freedom

Honest Happiness

Imaginative Inner harmony

Independent Mature love

Intellectual National security

Logical Pleasure

Loving Salvation

Obedient Self-respect

Polite Social recognition

Responsible True friendship

Self-controlled Wisdom

Source: Richard W. Pollay, “Measuring the Cultural Values Manifest in Advertising," Current Issues and Research in Adver
tising (1983): 71-92. Reprinted by permission, CtC Press. All rights reserved.

include consumers who place priorities on such values as a sense of belonging, excite
ment, warm relationships with others, and security. For example, people who endorse 
the sense-of-belonging value are older, are more likely to read Reader's Digest and TV 
Guide, drink and entertain more, and prefer group activities more than people who do 
not endorse this value as highly. In contrast, those who endorse the value of excitement 
are younger and prefer Rolling Stone magazine.87

The Means-End Chain Model
Another research approach that incorporates values is the m eans-end chain model. This 
approach assumes that people link very specific product attributes (indirectly) to terminal 
values: We choose among alternative means to attain some end state that we value (such 
as freedom or safety). Thus, we value products to the extent that they provide the means to 
some end we desire. A technique researchers call laddering uncovers consumers' associa
tions between specific attributes and these general consequences. Using this approach, 
they help consumers climb up the "ladder" of abstraction that connects functional prod
uct attributes with desired end states.88 Based on consumer feedback, they then create 
hierarchical value maps that show how specific product attributes get linked to end states.

Figure 4.4 shows three different hierarchical value maps from a study of consumers’ 
perceptions of cooking oils in three European countries.89 The laddering technique illus
trates stark differences among product/values links across cultures. For Danish people, 
health is the most important end state. The British also focus on health, but saving money 
and avoiding waste are more important for them than for people elsewhere. And, unlike 
the other two countries, French people link olive oil to their cultural identity.

TABLE 4.2
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Figure 4.4 HIERARCHICAL VALUE MAPS FOR VEGETABLE OIL IN THREE COUNTRIES
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Source: N. A. Nielsen, T. Bech-Larsen, and K. G. Grunert, “Consumer Purchase Motives and Product Perceptions: A Laddering Study on Vegetable Oil in Three Countries,” Food 
Quality and Preference 9(6) (1998): 455-66. © 1998 Elsevier. Used with permission.
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Syndicated Surveys
A number of companies track changes in values through large-scale surveys. They sell 
the results of these studies to marketers, who receive regular updates on changes and 
trends. This approach originated in the mid-1960s, when Playtex was concerned about 
sagging girdle sales (pun intended). The company commissioned the market research 
firm of Yankelovich, Skelly & White to see why sales had dropped. Their research linked 
the decline to a shift in values regarding appearance and naturalness. Playtex went on to 
design lighter, less restrictive garments, while Yankelovich went on to track the impact of 
these types of changes in a range of industries.

Gradually, the firm developed the idea of one big study to track U.S. attitudes. In 
1970, it introduced the Yankelovich Monitor", which is based on 2-hour interviews with
4,000 respondents.90 This survey attempts to pick up changes in values; for example, it 
reported a movement among American consumers toward simplification and away from 
hype as people try to streamline their hectic lives and reduce their concerns about gaining 
the approval of others through their purchases. Voluntary simplifiers believe that once 
we satisfy our basic material needs, additional income does not add to happiness. Instead 
of adding yet another SUV to the collection in the garage, simplifiers are into community 
building, public service, and spiritual pursuits (think about the self-actualization level we 
saw in Maslow's Hierarchy earlier in the chapter).91 Members range from senior citizens 
who downsize their homes to young, mobile professionals who don't want to be tied 
down to or by their possessions.

Today, many other syndicated surveys also track changes in values. Advertising 
agencies perform some of these so that they can stay on top of important cultural trends 
and help shape the messages they craft for clients. These services include VALS2™ (more 
on this in Chapter 6), GlobalScan (operated by the advertising agency Backer Spielvogel 
Bates), NewWave (the Ogilvy & Mather advertising agency), and the Lifestyles Study con
ducted by the DDB World Communications Group.

Conscientious Consumerism: 
A New American Core Value?
Are U.S. consumers finally going green—for real? In one survey, 8 in 10 consumers said 
they believe it's important to buy green brands and products from green companies, and 
that they'll pay more to do so. The U.S. consumer's focus on personal health is merging 
with a growing interest in global health. Some analysts call this new value conscientious 
consumerism.92

However, it's important to note (as we'll see in Chapter 7) that attitudes don't always 
predict behavior—especially for pocketbook issues. When people have less money to 
spend, they may not purchase environmentally friendly or healthy products if they have 
to pay a premium for them. As the old saying goes, "The road to hell is paved with good 
intentions."

Cultural Creatives
Still, it's clear that at least a sizable number of Americans' values are shifting. In particular, 
marketers point to a segment of consumers they call LOHAS—an acronym for "lifestyles of 
health and sustainability." This label refers to people who worry about the environment, 
want products to be produced in a sustainable way, and spend money to advance what 
they see as their personal development and potential. These so-called "Lohasians" (others 
refer to this segment as cultural creatives) represent a great market for products such as or
ganic foods, energy-efficient appliances, and hybrid cars, as well as alternative medicine, 
yoga tapes, and ecotourism. One organization that tracks this group estimates that they 
make up about 16 percent of the adults in the United States, or 35 million people; it values 
the market for socially conscious products at more than $200 billion.93

Numerous companies respond to these desires as they develop new "green" formu
lations or partner with other organizations to promote environmentally friendly behav
ior. Clorox teamed up with the Sierra Club to promote a new line of ecofriendly Clorox
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A growing concern with health also extends 
to our pets. This Indian store features 
vegetarian pet food.
Source: Agency-Out of the Box/Creative 
Directors—Viral Pandya, Sabu Paul, Guneet 
Pandya/Art Directors—Viral Pandya, Guneet 
Pandya/Writers-Sabu Paul, Viral Pandya,
Guneet Pandya/Tyopgrapher-Ajay Yadav/Digital 
Artist—Sunil Singh.

products in exchange for a share of the profit. The cleaners are made from natural ingre
dients such as coconuts and lemon oil, contain no phosphorus or bleach, are biodegrad
able, and are not animal-tested. Their packaging bottles are recyclable and bear the Sierra 
Club's name and logo—a giant sequoia tree framed by mountain peaks.94

Ethical behavior aside for a moment, is there a financial reward waiting for those 
companies that pay closer attention to what goes into their products and who makes 
them? One study that examined this question suggests that the answer is yes. The re
searchers gave subjects a description of a coffee company that either used or did not use 
Fair Trade principles to buy its beans. They found that participants were willing to pay an 
additional $1.40 for a pound of the coffee if it was ethically sourced and were very nega
tive about the company if it did not adhere to these principles. The study obtained similar 
results for shirts that were made with organic cotton.95
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As of 2010, Burt's Bees and Whole Foods topped the list of U.S. brands people per
ceive to be the greenest, followed by Tom's of Maine, Trader Joe's, Google, Aveeno, S.C. 
Johnson, Publix, Microsoft, and IKEA. Ironically, the 2010 ImagePower Green Brands 
Survey that polled consumers worldwide also found that Americans are more concerned 
about the economy than the environment, whereas in developing countries, such as Bra
zil and India, the situation is reversed!96

Greenwashing
Despite the impact of the recession, many consumers still express concern about the 
environmental impact of what they buy. Whether they will pay a premium for green 
products is still open to debate. One problem for marketers is somewhat self-inflicted: 
Consumers simply don't believe most of the green claims companies make about their 
brands. Almost one-fourth of American consumers say they have "no way of knowing" 
if a product is green or actually does what it claims. Their skepticism is probably justi
fied: According to one report, more than 95 percent of consumer products marketed as 
"green," including all toys surveyed, make misleading or inaccurate claims. Another sur
vey found that the number of products claiming to be green has increased by 73 percent 
since 2009—but of the products investigated, almost one-third had fake labels, and 70 
made green claims without offering any proof to back them up.97

All of this hype results in so-called greenwashing, and causes consumers not to be
lieve the claims marketers make and in some cases actually avoid brands that promise 
they are green. One survey reported that 71 percent of respondents say they will stop 
buying a product if they feel they've been misled about its environmental impact, and 
37 percent are so angry about greenwashing that they believe this justifies a complete 
boycott of everything the company makes.98

objective 4 Materialism: “He Who Dies
Consumers van, in the ^  M ( ) s t  j  W j n s »  
importance they attach J
to worldly possessions, Our possessions play a central role in our lives, and our desire to 
and this orientation in accumulate them shapes our value systems. Materialism refers 
turn influences their to the importance people attach to worldly possessions.99 We
priorities and behaviors. sometimes take the bounty of products and services for granted,
--------------------------  until we remember how recent this abundance is. For example,
in 1950, two of five American homes did not have a telephone, and in 1940, half of all 
households still did not possess complete indoor plumbing.

During World War II, members of "cargo cults" in the South Pacific literally wor
shiped cargo salvaged from crashed aircraft or washed ashore from ships. They believed 
that their ancestors piloted the ships and planes passing near their islands, so they tried 
to attract them to their villages. They went so far as to construct fake planes from straw 
to lure the real ones!100

We may not worship products to that extent, but many of us certainly work hard to 
attain our vision of the good life, which abounds in material comforts. Most young people 
can't imagine a life without cell phones, MP3 players, 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 and in movies.101

Materialists
Materialistic values tend to emphasize the well-being of the individual versus the group, 
which may conflict with family or religious values. That conflict may help to explain why 
people with highly material values tend to be less happy.102 Furthermore, materialism is 
highest among early adolescents (12 to 13 years old) in comparison to children or late 
adolescents—perhaps it's no coincidence that this is the age group that also has the low
est level of self-esteem.103



CHAPTER 4 Motivation and Global Values 171

Materialists are more likely to value possessions for their status and appearance- 
related meanings, whereas those who do not emphasize this value tend to prize products 
that connect them to other people or that provide them with pleasure when they use 
them.104 As a result, high materialists prefer expensive products that they publicly con
sume. A study that compared specific items that low versus high materialists value found 
that people low on the materialism value cherished items such as a mother's wedding 
gown, picture albums, a rocking chair from childhood, or a garden, whereas those who 
scored high preferred things such as jewelry, china, or a vacation home.105 Materialistic 
people appear to link more of their self-identity to products (more on this in Chapter 5). 
One study found that when people who score high on this value fear the prospect of dy
ing, they form even stronger connections to brands.106 Another study reported that con
sumers who are "love-smitten" with their possessions tend to use these relationships to 
compensate for loneliness and a lack of affiliation with social networks.107

Materialism and Economic Conditions
One byproduct of the Great Recession has been to force many consumers to reconsider 
the value of their possessions. As one woman observed, "The idea that you need to go 
bigger to be happy is false. I really believe that the acquisition of material goods doesn't 
bring about happiness." This doesn't necessarily mean that people will stop buying—but 
perhaps, at least for a while, they will do so more carefully. In the words of one indus
try analyst, "We're moving from a conspicuous consumption—which is 'buy without 
regard'—to a calculated consumption." In 2010, American consumers on average saved 
more than 6 percent of their incomes—before the recession the rate was 1 to 2 percent.

Ironically, bad economic conditions may make at least some people happier. Re
search on the relationship between consumption and happiness tends to show that 
people are happier when they spend money on experiences instead of material objects, 
when they relish what they plan to buy long before they buy it, and when they stop trying 
to outdo their neighbors. One study reported that the only consumption category that 
was positively related to happiness involved leisure: vacations, entertainment, sports and 
equipment like golf clubs and fishing poles. This finding is consistent with changes in 
buying patterns, which show that consumers have tended to choose experiences over 
objects during the last couple of years. For example, they may choose to entertain them
selves at home rather than going out, or even to forgo a trip to Disney World for a "stay- 
cation" in the backyard.

Another factor is just how much of a "buzz" we get from the stuff we buy. The re
search evidence points to the idea that consumers get more "bang for their buck" when 
they buy a bunch of smaller things over time, rather than blowing it all on one big pur
chase. This is due to what psychologists call hedonic adaptation; it basically means that 
to maintain a fairly stable level of happiness, we tend to become used to changes, big or 
small, wonderful or terrible. That means that over time the rush from a major purchase 
will dissipate and we're back to where we started (emotionally speaking). So, the next 
time you get a bonus or find an envelope stuffed with cash on the street, take a series of 
long weekends instead of splurging on that three-week trip to Maui.108

Net Profit

$

A value that’s related to ma
terialism is cosm opolitan
ism. Researchers define a 
cosmopolitan as someone 

who tries to be open to the world and who 
strives for diverse experiences. This is a qual
ity that used to be linked to the wealthy, but 
now-with improved access to media and of 
course the Internet-it’s no longer necessary 
to be rich to express an interest in a range 
of culturally diverse products. Cosmopolitans 
respond well to brands that have a “worldly” 
(i.e., international or global) image. They 
think it’s important to own consumer elec
tronics products and are more likely to en
gage in electronic media activities such as 
email, Web surfing, and buying DVDs.109 A 
scale to identify these consumers includes 
measures such as these:

• I enjoy exchanging ideas with people 
from other cultures or countries.

• I am interested in learning more about 
people who live in other countries.

• I find people from other cultures 
stimulating.

Cross-Cultural Values
Innovations know no geographic boundaries; in modern times they travel across oceans 
and deserts with blinding speedế Just as Marco Polo brought noodles from China and 
colonial settlers introduced Europeans to the "joys" of tobacco, today multinational firms 
conquer new markets when they convince legions of foreign consumers to desire what 
they make.

As if understanding the dynamics of one's own culture weren't hard enough, these 
issues get even more complicated when we consider what drives consumers in other 
culturesễ The consequences of ignoring cultural sensitivities can be costly. Think about 
problems a prominent multinational company such as McDonald's encounters as it
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CB AS I SEE IT
Professor Lon Chaplin, Villanova University

Today’s children are arguably the 
most materialistic generation ever. At 
age 2, toddlers are already showing 
clear signs of developing into savvy 
consumers with strong preferences for 
products and brands across a variety 
of product categories. When we look 
at adults, we know that although they 
believe that material possessions will 
make them happy, those who are more 
materialistic tend to be less happy. Is 
this true for children as well? What in
dividual traits are associated with ma
terialistic tendencies in children? What 
causes children to be materialistic? 
What socialization factors influence 
children’s materialism (e.g., parents, 
peers, media, and marketing)?

My research exam ines how materi
alism develops throughout childhood 
and adolescence. Materialism is the

importance a person places on the 
acquisition of material possessions at 
the expense of self-transcendent and/ 
or prosocial pursuits, such as helping 
others in the community, volunteering, 
and donating, to achieve happiness. 
Although some research on youth ma
terialism exists, most of the studies 
focus on adolescents. Only a handful 
of studies including younger children 
are beginning to emerge. Studies with 
a wide age range (e.g., 6- to 18-year- 
olds) would be ideal, as they would 
help parents and educators to under
stand how developmental changes in 
children’s cognitive abilities and social 
awareness affect the degree to which 
they focus on acquiring material goods 
to achieve happiness.

To have confidence in the results, 
materialism researchers must use reli
able and valid measures that are appro
priate for younger populations who have 
less sophisticated verbal and reading 
skills. Thus, one of my research in
terests involves developing creative 
measurement tools that are more ame
nable to measuring materialism in a 
children’s population. My collaborator, 
Professor Deborah Roedder John, and
I have found that projective techniques 
such as collages work well to study

children’s materialism. We essentially 
ask children to create a “Happiness” 
collage made of people, pets, mate
rial things, achievements, sports, and 
achievements that make them happy. 
When they describe what makes them  
happy, kids who place more importance 
on material things as opposed to less 
materialistic sentiments are consid
ered to be more materialistic. Not only 
is the collage a familiar and engaging 
task that allows for more thoughtful 
responses, but it also masks the fact 
that we are studying a value that 
society deems to be negative.

Understanding children’s materialism 
will continue to be an important topic for 
many reasons. No other consumer seg
ment has grown as much in purchasing 
power and influence in the last decade 
as the children and adolescent seg
ment. Additionally, materialism is a topic 
in consumer research that holds con
siderable interest from a public policy 
perspective, especially given recent con
cerns over children’s well-being and the 
role that marketers play in convincing 
children that they need certain products 
or brands to be “cool." I look forward 
to the challenges that lie ahead, as the 
benefits to having happier, less materi
alistic children are substantial.

expands globally—even as today the iconic American chain's worldwide operations are
far bigger than its U.S. domestic business:

•  During the 1994 soccer World Cup, the fast-food giant reprinted the Saudi Arabian 
flag, which includes sacred words from the Koran, on disposable packaging it used in 
promotions. Muslims around the world protested this borrowing of sacred imagery, 
and the company had to scramble to correct its mistake.

•  In 2002, McDonald's agreed to donate $10 million to Hindu and other groups as par
tial settlement of litigation involving its mislabeling of French fries and hash browns 
as vegetarian (it cooked them in oil tainted with meat residue).

•  Also in 2002, the company abruptly cancelled its plans to introduce its new McAfrika 
sandwich in its Norwegian restaurants. The CEO of McDonald's in Norway acknowl
edged 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 
customized entrees such as a Pizza McPuff, McAloo Tikki (a spiced-potato burger), 
Paneer Salsa McWrap, and even a Crispy Chinese burger, to capitalize on the great 
popularity of Chinese food in India. It makes its mayonnaise without eggs, and all stores
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maintain separate kitchen sections for vegetarian and nonvegetarian dishes. Workers 
from the nonvegetarian 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.

•  Today the chain's Big Tasty burger is an 840-calorie behemoth that consists of a 
5.5-ounce beef patty slathered in smoky barbecue sauce and topped with three slices 
of cheese. The menu entrée was first introduced in Sweden, and it's now available in 
other parts of Europe as well as in Latin America and Australia.110

•  Although the Japanese are well-known for their healthy diets, McDonald's numerous 
customers there are clamoring for high-calorie sandwiches—even as the company's 
American consumers welcome new diet-friendly entrees like the Fruit 'n Walnut 
salad. As part of its new Big America 2 campaign, McD's in Japan offer the 713-calorie 
Idaho burger (topped with melted cheese, a deep-fried hash brown, strips of bacon, 
onions, and pepper-and-mustard sauce) and several other U.S.-themed items.111 It 
seems there's more than one way to translate "Big America."

•  A McDonald's ad in France created some sangfroid because it features the French 
hero, Asterix, and his merry band of warriors eating in the restaurant. The character 
has been the topic of numerous movies and an Asterix theme park is very popular. 
The spot deliberately does not show the characters cramming burgers or fries, but 
some French bloggers are not amused.112

In this section, we'll consider some of the issues that confront marketers who want 
to understand the cultural dynamics of other countries. We'll also consider the conse
quences of the "Americanization" of global culture. As U.S. (and to some extent, Western 
European) marketers continue to export Western popular culture to a globe full of in
creasingly affluent consumers, many customers eagerly replace their traditional products 
with the likes of McDonald's, Levi's, and MTV. But, as we'll also see, there are plenty of 
obstacles to success for multinational firms—especially Yankee ones.

Rather than ignore the global characteristics of their brands, firms have to manage 
them strategically. That's critical, because future growth for most companies will come 
from foreign markets. In 2002, developed countries in North America, Europe, and East 
Asia accounted for 15 percent of the world's population of 6.3 billion. By 2030, according 
to the World Bank, the planet's population will rise to 9 billion—and 90 percent of these 
people will live in developing countries.

As corporations compete in many markets around the world, the debate intensifies: 
Should an organization 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 Standardized Strategy
As Procter & Gamble strategizes about the best way to speak to consumers around the 
world, the company finds large segments in many countries that share the same outlooks, 
style preferences, and aspirations. These include teenagers, working women who try to 
juggle careers and families, and baby boomers. As the head of P&G'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 exam
ple, brand managers find that teenage girls everywhere have the same concerns and ques
tions about puberty, so the company makes the same content available in 40 countries.114

Proponents of a standardized marketing strategy argue that many cultures, especially 
those of industrialized countries, are now so homogenized 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 incur the substantial time 
and expense to develop a separate strategy for each culture.115 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.

The Tangled Web

A Japanese food and soy 
sauce brand launched 
a Facebook app that al
lows people to “Asianate” 

themselves. To give yourself an “Urban Asian 
look,” you upload your photo and software 
merges your features with those of a Japa
nese sumo wrestler. The app was created by 
the company’s branch in the Netherlands, 
which bills its Web site as “Your portal to 
what’s happening in Asia’s city life today.” 
Well, maybe not so much . .  .!113
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Ford is introducing a worldwide line of 
compact cars, under the Ford Focus name, 
that will include hybrid, plug-in hybrid, and 
electric models. The company calls the 2012 
Focus its first truly global product because 
it was “purposely designed to share as 
many parts as possible wherever it is built 
or sold.” Television and print ads to promote 
the Focus will look similar around the 
world; they will stress technological features 
like assisted parking and Wi-Fi hot-spot 
capability.116 
Source: Ford Images.

Adopt a Localized Strategy
Unlike Disney World in Orlando, visitors to the Walt Disney Studios theme park at Dis
neyland Paris don't hear the voices of American 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 cul
tures 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 offense, 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."117

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 con
sulted a fengshui 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. 
Cash registers are close to corners or along walls to increase prosperity. The company 
burned incense as it finished each building, and it picked a lucky day (September 12) 
for the opening. One of the park's main ballrooms measures 888 square meters, because 
eight is a lucky number in Chinese culture. And because the Chinese consider the num
ber four bad luck, you won't find any fourth-floor buttons in hotel elevators. Disney also 
recognizes that Chinese family dynamics are different, so it revamped its advertising: 
Print ads showed a grandmother, mother, and daughter who wear tiaras at the park. In 
China, bonding between parents and children is difficult because of the culture's hierar
chical nature, so an executive explained, “We want to say it's OK to let your hair down." 
Camping out with stopwatches, the company's designers discovered that Chinese people 
take an average of 10 minutes longer to eat than Americans, so they added 700 extra seats 
to dining areas. Now, Disney is building another theme park and resort in Shanghai—but
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it's making more big changes to please Chinese visitors. The Chinese government insisted 
that the new venue not resemble Disneyland, which is a symbol of American culture. This 
one will be the only Disney park without classic American features like a Main Street.118

Disney's experience supports the view of marketers who endorse an emic perspec
tive that 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; a distinctive set of behavior and personality character
istics.119 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 ex
plain 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's acceptable to local tastes. 
When Walmart started to open stores abroad in the early 1990s, it offered a little piece 
of America to foreign consumers—and that was the problem. It promoted golf clubs in 
soccer-mad Brazil and pushed ice skates in Mexico. It trained its German clerks to smile 
at customers—who thought they were flirting. Now Walmart tries to adapt to local prefer
ences. Its Chinese stores sell live turtles and snakes and lure shoppers who come on foot or 
bicycle with free shuttle buses and home delivery for refrigerators and other large items.120

In some cases, consumers in one place simply do not like some products that are popu
lar elsewhere, or their different lifestyles require companies to rethink their designs. IKEA 
finally realized that Americans use a lot of ice in their drinks and so didn't buy the smaller 
European glasses the stores stocked. The Swedish furniture chain also figured out that com
pared to Europeans, Americans sleep in bigger beds, need bigger bookshelves, and like 
to curl up on sofas rather than sit on them.121 Snapple failed in Japan because the drink's 
cloudy appearance and the floating pulp in the bottles were a turnoff. Similarly, Frito-Lay 
stopped selling Ruffles potato chips (too salty) and Cheetos (the Japanese didn't appreciate 
orange fingers after they ate a handful).122 The company still makes Cheetos in China, but 
the local version doesn't contain any cheese, which is not a staple of the Chinese diet. In
stead, local flavors come in varieties such as Savory American Cream and Japanese Steak.123

China recently overtook Japan as the 
world’s second-largest economy, and some 
multinational marketers are creating new 
brands specifically for Chinese consumers. 
Levi Strauss & Co. launched a more 
accessible global brand, Denizen™, in China 
and three other Asian countries last fall. 
Following the successful launch in Asia, the 
company continues introducing the brand in 
other global markets, including Mexico and 
the U.S.A. The Hermès luxury brand offers 
its new ShangXia line (which means “Up 
Down" in Mandarin), while PepsiCo taps 
the Chinese taste for green tea with Spritea, 
which it only sells in mainland China.
Source: Courtesy of Levi Strauss & Co.
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break into foreign markets 
must navigate. Travelers abroad commonly en
counter signs in tortured English, such as a note 
to guests at a Tokyo hotel that proclaims, “You 
are invited to take advantage of the chamber
maid,” a notice at a hotel in Acapulco reassur
ing people that “The manager has personally 
passed all the water served here,” or a dry 
cleaner in Majorca who urges passing custom
ers to "drop your pants here for best results.” 
Local product names often raise eyebrows on 
visiting Americans who might stumble on a Jap
anese coffee creamer called Creap, a Mexican 
bread named Bimbo, or even a Scandinavian 
product to unfreeze car locks named Super Piss.

One technique marketers use to avoid this 
problem is back-translation, in which a dif
ferent interpreter retranslates a translated ad 
back into its original language to catch errors. 
Here are some errors that could have used a 
bit of back-translation:127

• The Scandinavian company that makes 
Electrolux vacuum cleaners sold them 
in the United States with this slogan: 
“Nothing sucks like an Electrolux.”

• When Parker marketed a ballpoint pen in 
Mexico, its ads were supposed to say, “It 
won’t leak in your pocket and embarrass 
you.” The translation actually said, “It won’t 
leak in your pocket and make you pregnant.”

• Fresca (a soft drink) is Mexican slang for 
lesbian.

• Ford discovered that a truck model it 
called Fiera means “ugly old woman” in 
Spanish. Its Caliente model is slang for 
a streetwalker. In Brazil, Pinto is a slang 
term for “small male appendage.”

• When Rolls-Royce introduced its Silver 
Mist model in Germany, it found that 
the word mist translates as excrement. 
Similarly, Sunbeam’s hair-curling iron, 
called the Mist-Stick, translates as ma
nure wand. To add insult to injury, Vicks 
is German slang for sexual intercourse, 
so the company had to change its name 
to Wicks in that country.

• IKEA had to explain that the Gutvik chil
dren’s bunk bed is named “for a tiny town 
in Sweden” after German shoppers noted 
that the name sounded a lot like a phrase 
that means “good f***.” IKEA has yet to 
issue an explanation for its Fartfull work
bench or its Jerker computer table.128

Cross-Cultural Differences Relevant to Marketers
So, which perspective is correct, the emic or the etic? As you might guess, the best bet 
probably is a combination of both.124 Some researchers argue that the relevant dimension 
to consider is consumer style, a pattern of behaviors, attitudes, and opinions that influ
ences all of a person's consumption activities—including attitudes toward advertising, 
preferred channels of information and purchase, brand loyalty, and price consciousness. 
These researchers identified four major clusters of consumer styles when they looked at 
data from the United States, the United Kingdom, France, and Germany:125

•  Price-sensitive consumers
•  Variety seekers
•  Brand-loyal consumers
•  Information seekers

Given the sizable variations in tastes within the United States alone, it is hardly sur
prising that people around the world develop their own unique preferences. Panasonic 
touted the fact that its rice cooker kept the food from getting too crisp—until the com
pany learned that consumers in the Middle East like to eat their rice this way. Unlike 
Americans, Europeans favor dark chocolate over milk chocolate, which they think of as 
a children's food. Sara Lee sells its pound cake with chocolate chips in the United States, 
raisins in Australia, and coconuts in Hong Kong. Crocodile handbags are popular in Asia 
and Europe but not in the United States.126

objective 5 Does Global Marketing Work?
Products that succeed
in one culture may fail ^°' what s the verdict? Does global marketing work or not? 
in another if marketers Perhaps the more appropriate question is, “When does it 
fail to understand the work?" Although the argument for a homogenous world cul- 
differences among ture 1S aPPealing *n principle, in practice it hasn't worked out
consumers in each place t0° we^' ^ ne reason *s that consumers in different countries
_________________  have varying conventions and customs, so they simply do not

use products 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.

In fact, significant cultural differences even show up within the same country. We 
certainly feel that we've traveled to a different place as we move around the United 
States. Advertisers in Canada know that when they target consumers in French-speaking 
Quebec, their messages must be much different from those addressed to residents of 
English-speaking regions. Ads in Montreal tend to be a lot racier than those in Toronto, 
reflecting differences in attitudes toward sexuality between consumers with French 
versus British roots.129

Some large corporations, such as Coca-Cola, have successfully crafted a single, inter
national 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 standardized, the 
company permits local agencies to edit them so they highlight close-ups of local faces.130 
To maximize the chances of success for these multicultural efforts, marketers must locate 
consumers in different countries who nonetheless share a common worldview. This is 
more likely to be the case among people whose frame of reference is relatively more in
ternational 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 travels, business contacts, and media experi
ences; and (2) young people whose tastes in music and fashion are strongly influenced by 
MTV and other media that broadcast many of the same images to multiple countries. For
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example, viewers of MTV Europe in Rome or Zurich can check out the same “buzz clips" 
as their counterparts in London or Luxembourg.131

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.132 The researchers grouped consum
ers who evaluate global brands in the same way. They identified four major segments:

•  Global citizens—The largest segment (55 percent of consumers) uses the global suc
cess 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 worker rights.

•  Global dreamers—The second-largest segment, at 23 percent, 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 the global citizens.

•  Antiglobals—Thirteen percent of consumers are skeptical that transnational compa
nies deliver higher-quality goods. They dislike brands that preach American values, 
and they don't trust global companies to behave responsibly. They try to avoid doing 
business with transnational firms.

•  Global agnostics—The remaining 9 percent of consumers don't base purchase deci
sions 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 mer
iting special consideration.

o b je c t iv e  6 The Diffusion of Consumer Culture
Western (and particularly
American) culture have Coca-Cola is the drink of choice among young people in Asian 
a huge impact around countries, and McDonald's is their favorite restaurant.133 The 
the world although National Basketball Association sells $500 million of licensed
people in other countries merchandise every year outside of the United States.134 Patrons 
don’t necessarily ascribe t îe Starlite Urban Drive-In in London sit in rows of cars as 
the same meanings to they watch American “classics" like Grease and Dirty Dancing 
products as we do while they chow down on burgers, meatloaf, and sweet potato
_________________  pie, followed by ice cream sundaes or chocolate brownies and

cream.
Walk the streets of Lisbon or Buenos Aires, and the sight of Nike hats, Gap T-shirts, 

and Levi's jeans will accost you at every turn. The allure of American consumer cul
ture spreads throughout the world—but with a lot of pushback in many places. Critics 
in other countries deplore the creeping Americanization of their cultures because of 
what they view as excessive materialism. One French critic summarized this resistance 
to the diffusion of American 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."136

A survey in Beijing found that nearly half of all children under 12 think McDonald's is 
a domestic Chinese brand!137 The West (and especially the United States) is a net exporter 
of popular culture. Many consumers equate Western lifestyles in general and the English 
language in particular with modernization and sophistication, and numerous American 
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 
that Nokia is Japanese (it's Finnish).138

American television inspires knockoffs around the world. But to be fair, many U.S. 
viewers don't realize that American reality show hits such as Big Brother and American 
Idol started out as European concepts that U.S. producers imported. In fact, the 
U.K. version of Big Brother briefly went off the air after a fight broke out and housemates 
threatened to kill each other. The German version attracted accusations of “shameless
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voyeurism" after a female contestant had her nipple pierced on live TV—without anes
thetic.139 In contrast, a Malaysian show that borrows the American Idol format is called 
Imam Muda (Young Leader). 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.140

Emerging Consumer Cultures in Transitional Economies
In the early 1980s, the Romanian Communist government broadcast the American TV 
show Dallas to point out the decadence of Western capitalism. This strategy backfired: 
The devious (but rich!) J. R. Ewing became a revered icon in parts of Eastern Europe and 
the Middle East. A popular tourist attraction outside of Bucharest includes a big white log 
gate that announces (in English) the name, "South Fork Ranch."141 Western "decadence" 
appears to be infectious.142

More than 60 countries have a gross national product of less than $10 billion, and 
there are at least 135 transnational companies with revenues greater than that. The 
dominance of these marketing powerhouses creates a globalized consumption ethic. 
Tempting images of luxury cars, glam rock stars on MTV, and modern appliances that 
make life easier surround us wherever we turn. People the world over begin to share the 
ideal of a material lifestyle and value well-known brands that symbolize prosperity. Shop
ping evolves from a wearying, task-oriented struggle to locate even basic necessities to a 
leisure activity. Possessing these coveted items becomes a mechanism to display one's 
status (see Chapter 12)—often at great personal sacrifice.

After the downfall of communism, Eastern Europeans emerged from a long winter 
of deprivation into a springtime of abundance. The picture is not all rosy, however. 
It’s not easy for many people who live in transitional economies to attain consumer 
goods. This term describes countries such as China, Portugal, and Romania that strug
gle as they adapt from a controlled, centralized economy to a free-market system. In 
these situations, rapid changes occur in social, political, and economic dimensions 
as the populace suddenly is exposed to global communications and external market 
pressures.143

Some of the consequences of the transition to capitalism include a loss of confidence 
and pride in the local culture, as well as alienation, frustration, and increased stress as cit
izens sacrifice their leisure time to work ever harder to buy consumer goods. The yearning 
for the trappings of Western material culture is perhaps most evident in parts of Eastern 
Europe, where citizens who threw off the shackles of communism now have direct access 
to coveted consumer goods from the United States and Western Europe—if they can af
ford them. One analyst observed, "As former subjects of the Soviet empire dream it, the 
American dream has very little to do with liberty and justice for all and a great deal to do 
with soap operas and the Sears Catalogue."144

One study, conducted in 2009, looked at how Chinese consumers think about West
ern 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 democratization, domination, a 
symbol of Asian ascendancy as Chinese domestic brands start to gain traction, or as in
struments of economic progress that will help China to grow its economy in partnership 
with the United States and Western Europe.145

As the global consumption ethic spreads, rituals and product preferences in 
different cultures become homogenized. 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
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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. To 
make the holiday even merrier, China exports about $1 billion worth of Christmas 
products every year, and its factories churn out $7.5 billion of the toys people world
wide put under their trees.146

Does this homogenization 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 meanings of consumer goods mutate 
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 per
son 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.147 These processes 
make it unlikely that global homogenization 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 flavor. 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.148

Creolization occurs when foreign influences integrate with local meanings. Chapter 14 
points out that modern Christianity adapted the pagan “Christmas" tree into its own 
rituals. In India, handicapped beggars sell bottles of Coke from tricycles, and Indipop, 
a popular music hybrid, mixes traditional styles with rock, rap, and reggae.149 As we will 
see in Chapter 13, young Hispanic Americans bounce between hip-hop and Rock en Es
pañol, blend Mexican rice with spaghetti sauce, and spread peanut butter and jelly on 
tortillas.150 In Argentina, Coca-Cola launched Nativa, a soft drink flavored with the coun
try's traditional yerba mate herbal tea, as part of a strategy to broaden its portfolio with 
products it makes from indigenous ingredients.151

The creolization process sometimes results in bizarre permutations of products and 
services when locals modify them to be compatible with their customs. Consider these 
creolized adaptations, for example:152

•  In Peru, Indian boys carry rocks painted to look like transistor radios.
•  In highland Papua New Guinea, tribespeople put Chivas Regal wrappers on their 

drums and wear Pentel pens instead of nosebones.
•  Bana tribespeople in the remote highlands of Kako, Ethiopia, pay to watch Pluto the 

Circus Dog on a View-Master.
•  When an African Swazi princess marries a Zulu king, she wears a traditional costume 

of red touraco wing feathers around her forehead and a cape of windowbird feathers 
and oxtails. But guests record the ceremony on a Kodak movie camera while the band 
plays "The Sound of Music."

•  The Japanese use Western words as a shorthand for anything new and exciting, even if 
they do not understand what the words mean. They give cars names such as Fairlady, 
Gloria, and Bongo Wagon. Consumers buy deodoranto (deodorant) and appuru pai 
(apple pie). Ads urge shoppers to stoppu rukku (stop and look), and products claim 
to beyuniku  (unique).153 Coca-Cola cans say, "I feel Coke & sound special,” and a 
company called Cream Soda sells products with the slogan, "Too old to die, too young 
to happy."154 Other Japanese products with English names include Mouth Pet (breath 
freshener), Pocari Sweat ("refreshment water"), Armpit (electric razor), Brown Gross 
Foam (hair-coloring mousse), Virgin Pink Special (skin cream), Cow Brand (beauty 
soap), and Mymorning Water (canned water).155
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Now that you have finished reading this chapter you should
understand why:

1. It’s important for marketers to recognize that products 
can satisfy a range of consumer needs.

Marketers try to satisfy consumer needs, but the reasons 
people purchase any product can vary widely. The identifi
cation of consumer motives is an important step to ensure 
that a product will satisfy appropriate needs. Traditional 
approaches to consumer behavior focus on the abilities of 
products to satisfy rational needs (utilitarian motives), but 
hedonic motives (e.g., the need for exploration or for fun) 
also play a key role in many purchase decisions.

As Maslow's hierarchy of needs demonstrates, the 
same product can satisfy different needs, depending on 
the consumer's state at the time. In addition to this objec
tive situation (e.g., have basic physiological needs already 
been satisfied?), we must also consider the consumer's 
degree of involvement with the product.

2. The way we evaluate and choose a product depends 
on our degree of involvement with the product, the 
marketing message, and/or the purchase situation.

Product involvement can range from very low, where pur
chase decisions are made via inertia, to very high, where 
consumers form very strong bonds with what they buy. 
In addition to considering the degree to which consum
ers are involved with a product, marketing strategists also 
need to assess consumers’ extent of involvement with 
marketing messages and with the purchase situation.

3. Our deeply held cultural values dictate the types of 
products and services we seek out or avoid.

Underlying values often drive consumer motivations. 
Products thus take on meaning because a person thinks 
they will help him or her to achieve some goal that is 
linked to a value, such as individuality or freedom. A set 
of core values characterizes each culture, to which many 
of its members adhere.

4. Consumers vary in the importance they attach to worldly 
possessions, and this orientation in turn influences 
their priorities and behaviors.

Materialism refers to the importance people attach to 
worldly possessions. Although we describe many Ameri
cans as materialists, there are indications of a value shift 
within a sizable portion of the population—and this ac
companies much greater interest in environmentally sus
tainable products and services.

5. Products that succeed in one culture may fail in another 
if marketers fail to understand the differences among 
consumers in each place.

Because a consumer's culture exerts such a big influence on 
his or her lifestyle choices, marketers must learn as much 
as possible about differences in cultural norms and pref
erences when they do business in more than one country. 
One important issue is the extent to which we need to tailor 
our marketing strategies to each culture. Followers of an 
etic perspective believe that people in many cultures ap
preciate the same universal messages. Believers in an emic 
perspective argue that individual cultures are too unique to 
permit such standardization; marketers must instead adapt 
their approaches to local values and practices. Attempts at 
global marketing have met with mixed success. In many 
cases this approach is more likely to work if the messages 
appeal to basic values or if the target markets consist of con
sumers who are internationally rather than locally oriented.

6. Western (and particularly American) culture have a 
huge impact around the world, although people in other 
countries don’t necessarily ascribe the same meanings 
to products as we do.

The United States is a net exporter of popular culture. Con
sumers around the world eagerly adopt American products, 
especially entertainment vehicles and items they link to an 
American lifestyle (e.g., Marlboro cigarettes, Levi’s jeans). De
spite the continuing "Americanization" of world culture, some 
people resist globalization because they fear it will dilute their 
own local cultures. In other cases, they practice creolization as 
they integrate these products with existing cultural practices.
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REVIEW

1 What is motivation, and how is this idea relevant to con
sumer behavior?

2 Describe three types of motivational conflicts, citing an ex
ample of each from current marketing campaigns.

3 Explain the difference between a need and a want.
4 What is cognitive dissonance?
5 Name the levels in Maslow's hierarchy of needs, and give an 

example of a marketing appeal that is focused at each level.
6 What is consumer involvement? How does this concept 

relate to motivation?
7 Why would marketers want their customers to enter into a 

flow state when shopping for their products?
8 List three types of consumer involvement, giving an ex

ample of each type.
9 What are some strategies marketers can use to increase 

consumers' involvement with their products?

10 What are values, and why should marketers care?
11 What is the difference between enculturation and 

acculturation?
12 What is LOHAS, and why are people who follow this life

style important?
13 Describe at least two alternative techniques marketing re

searchers have used to measure values.
14 What is materialism, and why is it relevant to marketing?
15 What is the difference between an emic and an etic per

spective on globalization?
16 Why is the United States a net exporter of popular culture?
17 What country provides an example of a transitional 

economy?
18 Define creolization and provide an example.

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS
1 “College students' concerns about the environment and 

vegetarianism are simply a passing fad; a way to look 
'cool.'" Do you agree?

2 Marketers continue to push the envelope as they challenge 
society's norms regarding what topics are appropriate to 
discuss in public. Products that people only used to whis
per about now pop up in ads and billboards; these include 
feminine hygiene products, condoms, lubricants, grooming 
aids, and pregnancy tests. A commercial for a digital home- 
pregnancy test kit even broke a taboo when it showed uri
nation on TV. As a stream of liquid flows onto the device, a 
voiceover says, "Introducing the most sophisticated piece 
of technology . . . you will ever pee on." Ads for feminine 
hygiene products used to barely hint at their function (typi
cally they depicted a smiling woman who wore white to 
subdy signal how well the item worked). Today, Procter

& Gamble's Always line of menstrual pads advertises with 
the cheerful theme, "Have a happy period."156 Where do we 
cross the line in what we show in advertising?

3 Some market analysts see a shift in values among young peo
ple. They claim that this generation has not had a lot of stabil
ity in their lives. They are fed up with superficial relationships 
and yearn for a return to tradition. What's your take on this? 
Are young people indeed returning to the values of their par
ents (or even their grandparents)? How have these changes 
influenced your perspective on marriage and family?

4 Core values evolve over time. What do you think are the 
three to five core values that best describe Americans today?

5 Which of the needs in Maslow's Hierarchy do you satisfy 
when you participate in social networks like Facebook and 
Foursquare? How could these sites add new features to 
help you satisfy these needs?
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6 The chapter mentions new facial recognition technology 
that marketers will soon use to classify shoppers in terms 
of their appearance so they can serve up ads that appeal 
to people in certain demographic categories. This makes 
advertising more useful because it reduces the amount 
of irrelevant information we will see. However, is there a 
downside to this technique? Do you see any potential for 
negative applications that use (for example) racial profiling 
to decide what information consumers should receive? Do 
the potential benefits outweigh these negative applications?

7 Because of higher competition and market saturation, 
marketers in industrialized countries try to develop Third 
World markets. Asian consumers alone spend $90 billion

■  APPLY
1 Devise separate promotional strategies for an article 

of clothing, each of which stresses one of the levels of 
Maslow's Hierarchy of Needs.

2 Collect a sample of ads that appeals to consumers' values. 
What value is being communicated in each ad, and how 
is this done? Is this an effective approach to designing a 
marketing communication?

3 Describe how a man's level of involvement with his car 
would affect how different marketing stimuli influence 
him. How might you design a strategy for a line of car bat
teries 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?

4 Interview members of a celebrity fan club. Describe their 
level of involvement with the "product,” and devise some 
marketing strategies to reach this group.

a year on cigarettes, and U.S. tobacco manufacturers push 
relentlessly into these markets. We find cigarette advertis
ing, which often depicts glamorous Western models and 
settings, just about everywhere—on billboards, buses, 
storefronts, and clothing—and tobacco companies sponsor 
many major sports and cultural events. Some companies 
even hand out cigarettes and gifts in amusement areas, of
ten to preteens. Should governments allow these practices, 
even if the products may be harmful to their citizens or di
vert money that poor people should spend on essentials? If 
you were a trade or health official in a Third World country, 
what guidelines, if any, might you suggest to regulate the 
import of luxury goods from advanced economies?

5 A group of psychologists recently argued that we need to 
revise Maslow's Hierarchy. They claim we should delete 
"self-actualization" from the pinnacle and replace it with 
"parenting." Right below this peak, they added "mate re
tention" and "mate acquisition. They claim that too many 
people see Maslow's triangle as "aspirational"—a descrip
tion of what fulfilled individuals “should" do—rather than 
as an explanation of how human motivation actually works. 
Their perspective is evolutionary; if the only purpose of art, 
music, and literature is self-fulfillment, how does that con
tribute to the survival of the species? One of the proponents 
of this view observes, "If you are a good poet or a good mu
sician, there is a reproductive payoff: women are attracted 
to men with these abilities. What a man is saying when he 
is playing his guitar up there is 'look at my good genes."' 
What do you think—do our motivations to buy, have, and 
be ultimately come down to survival of our gene pool?157

M yM arketingLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
SLIM WAVE IN SINGAPORE
A number of diet pill manufacturers from China, such as 
Kunming Dali Industry and Guangzhou Shining Trading, are 
riding on Singapore's “slim wave" to make money.

In Asia, the idea of a slim figure has turned from a Hollywood- 
induced dream into an obsession. The glossy magazines geared 
toward women have covers adorned with slim, petite models. 
Local newspapers constantly feature advertisements portraying 
slim actresses and models who have transformed themselves 
from bloated balloons into sunbathing beauties. Slimming is in
creasingly seen as one of the panaceas for Singapore's societal

ills; many young women feel that being slimmer can change the 
way they feel about themselves.

The obesity rate among young Chinese women in 
Singapore is only 4.2 percent. However, Singapore is ranked 
fifth in per capita consumption of diet pills in the world. 
Even the women who are not obese are taking diet pills to 
be slimmer. This has led to a whole host of products claim
ing to reduce weight with little effort flooding the market. 
Advertisements claim that they promote "the natural way 
to losing weight," that they allow women to "lose kilograms 
without avoiding [their] favourite foods." The idea they sell— 
that a natural product or method can reduce weight without
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exercise or diet—is obviously tempting. However, most of 
these over-the-counter diet pills have negative side effects, 
and often go to market without undergoing comprehensive 
clinical tests. The Health Services Authority of Singapore re
quires that all diet pills sold in Singapore should list ingre
dients visibly. Since most of these products use the natural 
herbal name, the exact nature of the chemicals used remains 
unknown to the user. In addition, the Internet offers the aver
age Singaporean buyer another host of "slimming medicines" 
that are not bound by these regulations, and fail to list ingre
dients at all.

The tragic incidents in Singapore caused by the Slim
10 pills created a wave of shock among the health professionals 
and authorities around the globe in 2002. Andrea De Cruz, a 
28-year-old TV actress suffered a failed liver because she was on 
Slim 10 diet pills for two months, but her life was saved by her 
fiance's kindness to donate part of his liver to her. A 43-year-old 
woman, Selvarani Raja, was not so lucky, and she died of liver 
failure from taking Slim 10 pills. Unfortunately, these tragic 
cases have been all but forgotten, and the Singapore market 
for such drugs is more flooded than ever before. Pharmacies 
sell these pills in their main aisles, in plain sight. Diet pill ad
vertorials constantly air on radio stations; many blogs claim to

provide positive information on the new medications and their 
supposed effectiveness.

The Singapore government has initiated a number of pro
grams to promote healthier diet and regular exercise to control 
obesity, through community organizations. In spite of this, the 
usage of diet pills is increasing.

With good weather year-round and well laid-out jogging 
and cycling tracks throughout the islands, what is stopping 
Singaporeans from sweating it out, and choosing quick-fix, 
hazardous medication instead?

DISCUSSION QUESTIONS

1 Is it ethical for manufacturers to produce and market diet 
pills to take advantage of the "slim wave" without adequately 
assessing side effects?

2 How is the perception that being slim is beautiful created, 
and what efforts should be taken to get rid of this notion?

3 What is the role of the government in regulating the diet pill 
market?

Sources: Catherine Tay Swee Kian, ed., Slim Chance Fat Hope (World 
Scientific, Publishing, 2004).
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PART 2 NIELSEN NUGGET

EXERCIS E #2 for Chapter 4, M otivation and Global Values

Scenario: Xtr Clean Inc. is a large global producer of home 
cleaning products. With the economy struggling, both manu
facturers and retailers are resorting to new and creative 
promotions, discounts, and price wars in the battle to win 
consumers. Xtr Clean is interested in strengthening its posi
tion through a better understanding of point-of-sale (POS) 
trade promotion efforts and their effectiveness in catching 
consum ers’ attention in the store aisle.

Challenge: To determine strategies to increase promo
tional effectiveness of POS efforts for home cleaning prod
ucts. The company believes that a better understanding of 
the relative effectiveness of in-store promotions will be of 
key importance in developing effective strategies. Xtr Clean 
is also interested in understanding why consum ers choose  
not to buy home cleaning products.

After reviewing the data provided:

1 Develop recommendations for reducing the number of 
nonbuyers of home cleaning products.

2 Develop recommendations concerning which in-store 
promotions should be emphasized.

3 Describe the purchase situation involvement level 
likely in this case. How could it be affecting consum er 
choices?

POS Promotions Stimulating Purchases Effectiveness Rate

Two or more identical products with discount 46%
Two or more different products with discount 31%
One identical additional product free 5%
Cash discount over the total purchase 5%
Second product at half price 5%
Credit card discount 3%
Didn’t know/answer 5%

Rate (Multiple
Reasons for Not Buying choices allowed)

Product out of stock at time of purchase 34%
Remembered already having one at home 23%
Just comparing prices and variants 13%
Was not exactly what wanted 4%
Was not sure what product was needed 3%
Product consumed at a very rapid rate 1%
High price 33%
Other 3%
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Chapter
Objectives

When you finish reading this chapter you will understand why:

1. The self-concept strongly influences consumer behavior.

2. Products often play a key role in defining the self-concept.

3. Society’s expectations of masculinity and femininity help to determine the products we buy 
to meet these expectations.

4. The way we think about our bodies (and the way our culture tells us we should think) is a 
key component of self-esteem.

5. Our desire to live up to cultural expectations of appearance can be harmful.

6. Every culture dictates certain types of body decoration or mutilation.

M yM arketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.
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the firm, but today she is distracted thinking about her date with Eric last night. Although things 

seemed to go OK, she couldn’t shake the feeling that Eric regards her more as a friend than as a 

potential romantic partner.

As she leafs through Glamour and Cosmopolitan during her lunch hour, Lisa is struck by all the 

articles about ways to become more attractive by dieting, exercising, and wearing sexy clothes. She 

begins to feel depressed as she looks at the svelte models in the many advertisements for perfumes, 

apparel, and makeup. Each woman is more glamorous and beautiful than the last. Surely they’ve had 

“adjustments”-w o m e n  simply don’t  look that way in real life. Then again, it’s unlikely that Eric could 

ever be mistaken for Brad Pitt on the street.

In her down mood, Lisa actually thinks that maybe she should look into cosmetic surgery. Even 

though she’s never considered herself unattractive, maybe if she got a new nose or removed that mole 

on her cheek she’d feel better about herself. Who knows, she might look so good she’ll get up the 

nerve to submit a photo to that Web site hotornot.com that everyone’s talking about. But wait: On 

second thought, is Eric even worth it?

o b je c tiv e  i  W h a t  |S  the Self?
The self-concept strongly

influences consumer Lisa isn't the only person who feels that her physical appear-
behavior- ance and possessions affect her "value" as a person. Consumers'

insecurities about their appearance are rampant. We buy many 
products, from cars to cologne, because we want to highlight or hide some aspect of the 
self. In this chapter, we'll focus on how consumers' feelings about themselves shape their 
consumption practices, particularly as they strive to fulfill their society's expectations 
about how a male or female should look and act.

Does the Self Exist?
Most of us can't boast of coming close to Lady Gaga's 10 million followers on Twitter, but 
many of us do have hundreds of followers in addition to legions of Facebook friends.1 
The explosion of these and other social networking services enables everyone to focus on 
himself or herself and share mundane or scintillating details about their lives with anyone 
who's interested (why they are interested is another story!).

Today it seems natural to think of ourselves as potential celebs waiting for our
15 minutes of fame (as the pop icon Andy Warhol once predicted). However, the idea 
that each single human life is unique rather than a part of a group only developed in late 
medieval times (between the 11th and 15th centuries). Furthermore, the emphasis on
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the unique nature of the self is much greater in Western societies.2 Many Eastern cul
tures stress the importance of a collective self, where a person derives his or her identity 
in large measure from a social group. Both Eastern and Western cultures believe that 
the self divides into an inner, private self and an outer, public self. Where cultures dif
fer is in terms of which part they see as the "real you"; the West tends to subscribe to an 
independent understanding of the self, which emphasizes the inherent separateness of 
each individual.

Non-Western cultures, in contrast, tend to focus on an interdependent self where 
we define our identities largely by our relationships with others.3 For example, a Confu- 
cian perspective stresses the importance of "face": others' perceptions of the self and 
maintaining one's desired status in their eyes. One dimension of face is mien-tzu, the 
reputation one achieves through success and ostentation. Some Asian cultures devel
oped explicit rules about the specific garments and even colors that certain social classes 
and occupations were allowed to display. These traditions live on today in Japanese style 
manuals that set out very detailed instructions for dressing and how to address people 
of differing status.4

That orientation is a bit at odds with such Western conventions as "casual Friday," 
which encourages employees to express their unique selves through dress (at least short 
of muscle shirts and flip-flops). To further illustrate these cross-cultural differences, a 
Roper Starch Worldwide survey compared consumers in 30 countries to see which were 
the most and least vain. Women who live in Venezuela were the chart toppers: 65 per
cent said they thought about their appearance all the time.5 Other high-scoring countries 
included Russia and Mexico. The lowest scorers lived in the Philippines and in Saudi 
Arabia, where only 28 percent of consumers surveyed agreed with this statement.

Self-Concept
The self-concept summarizes the beliefs a person holds about his own attributes and 
how he evaluates the self on these qualities. Although your overall self-concept may be 
positive, there certainly are parts of it you evaluate more positively than others. For ex
ample, Lisa feels better about her professional identity than she does about her feminine 
identity.

The self-concept is a very complex structure. We describe attributes of self-concept 
along such dimensions as content [e.g., facial attractiveness versus mental aptitude), posi- 
tivity (i.e., self-esteem), intensity and stability over time, and accuracy (i.e., the degree to 
which one's self-assessment corresponds to reality).6 As we'll see later in this chapter, 
consumers' self-assessments can be quite distorted, especially with regard to their physi
cal appearance.

However, most people feel reasonably positive about themselves, and we are drawn to 
others whom we feel are similar in personality or appearance. One study demonstrated just 
how powerful this attraction can be: Researchers used "morphing" software to manipulate 
photos of political candidates from the 2008 presidential primaries and other elections. 
This technique combines the facial features of the study participant with the candidate so 
that the resulting photo actually is a mixture of the two. Subjects who saw the morphed 
photos of the candidates liked the candidates better than those who saw the undoctored 
photos—even though they were unaware that the images included their own features!7

Self-Esteem
Self-esteem refers to the positivity of a person's 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 it developed a new line of snack cakes, for example, Sara Lee 
found that consumers low in self-esteem preferred portion-controlled snack items be
cause they felt they lacked self-control.8 In contrast, a more recent study found that in
dividuals 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.9
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Subject Hillary Clinton Morph
(35% Subject, 65% Clinton)

Alberto-Culver uses a self-esteem appeal to promote a product that reflects our 
changing society: Soft & Beautiful Just for Me Texture Softener, an alternative to hair 
pressing or relaxing. It’s targeted to white mothers who don't know how to care for the 
hair of their multiracial children who have "hair texture" issues. The self-esteem por
tion of the campaign, dubbed "Love Yourself. Love Your Hair," includes a Web site, 
texturesoftener.com, that offers "conversation starters" to help parents find ways to talk 
to their daughters about self-image.10

How do marketers influence self-esteem? Exposure to ads such as the ones Lisa 
checked out can trigger a process of social comparison, in which the person tries to eval
uate her appearance by comparing it to the people depicted in these artificial images.11 
This is a basic human tendency, and many marketers tap into our need for benchmarks 
when they supply idealized images of happy, attractive people who just happen to use 
their products. An ad campaign for Clearasil is a good example. In one typical ad, two 
teenage boys enter a kitchen where a 40-ish mother is mixing something in a bowl. When 
her son leaves the room, his friend hits on Mom. The ad's tagline: "Clearasil may cause 
confidence."

In a study that illustrates the social comparison process, female college students 
who were exposed to beautiful women in advertisements afterward expressed lowered 
satisfaction with their own appearance, as compared to other participants who did not 
view ads with attractive models.12 Another study reported that young women alter their 
perceptions of their own body shapes and sizes after they watch as little as 30 minutes 
of TV programming.13 Researchers report similar findings for men.14 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 choose different portion sizes.15

Many consumers try to bolster their self-esteem as they accumulate evidence of their 
achievements. In a results-oriented and competitive society, we continue to find ways 
to trumpet our successes. We display these badges by way of car bumper stickers ("My 
son is an honor student") or even grownup equivalents of the merit badges that the Boy 
Scouts award. Adults can buy their own Nerd Merit Badges recognizing geeky achieve
ments, including "Open Source" (contribution to an open-source project), "Family Tech 
Support,” or "I Have an Actual Human Skeleton in My Office." When they go online to 
geospatial platforms that use their smartphones to identify their physical locations, con
sumers earn pins people on Gowalla to certify that they've eaten in certain restaurants, 
or badges on Foursquare that testify to personal qualities such as "Photogenic," "Gossip 
Girl," or even "Crunked"(for hitting more than four bars in a single night).16

Real and Ideal Selves
When a consumer compares some aspect of himself to an ideal, this judgment influences 
his self-esteem. He might ask, "Am I as good-looking as I would like to be?" or "Do I make

Study participants tend to prefer photos 
of political candidates whose features have 
been combined with their own.
Source: Photos courtesy of Prof. Jerem y Bailenson, 
Stanford University.
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A South African ad conveys a feeling

of insecurity. ag m u c j1 m o n e y  as i  should?" The ideal self is a person's conception of how he would like 
Source: Courtesy of Tipp-Ex/Jupiter Drawing Room, , _ . . .  . , ,  . . . .  ,
South Africa t0 ' w“ereas t“ e 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, while 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 oth
ers think of us; we strategically choose clothing and other products that will show us off 
to others in a good light.17

This process applies to all sorts of behaviors, from professional contexts and dating 
to markers of religious observance. For example, an increasing number of Islamic men 
in Egypt have a zebibah  (Arabic for "raisin")—a dark circle of callused skin or a bump— 
between the hairline and the eyebrows. It marks the spot where the worshipper repeat
edly presses his forehead into the ground during his daily prayers (observant Muslims 
pray five times a day). Some add prayers so that the bump will become even more pro
nounced; the owner of the mark thus broadcasts his degree of piousness on his head. As 
an Egyptian newspaper editor explains, "there is a kind of statement in it. Sometimes as 
a personal statement to announce that he is a conservative Muslim and sometimes as a 
way of outbidding others by showing them that he is more religious or to say that they 
should be like him."18

This impression management process is very apparent when people exaggerate 
their positive qualities on their Facebook pages or on dating sites (yes, a little hype has 
been known to occur). One Web site called Cloud Girlfriend lets you create a fantasy
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character and set up Chat Dates with others who also are role playing—although the site 
uses Facebook Connect to verify the gender of users as a safety precaution. The founder 
explains, "We allow people to define their ideal self, find their perfect girlfriend or boy
friend and connect and interact as if that person existed. It can help in learning how to 
manage a real relationship, and they then take it into the real world."19

Fantasy: Bridging the Gap Between the Selves
Most people experience a discrepancy between their real and ideal selves, but for 
some consumers this gap is especially large. These people are especially good targets 
for marketing communications that employ fantasy appeals.20 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.21 Many 
products and services succeed because they appeal to our fantasies. An ad may trans
port us to an unfamiliar, exciting situation; things we purchase may permit us to "try 
on" interesting or provocative roles. And, with today's technology, such as the vir
tual m akeovers that several Web sites offer, consumers can experiment with different 
looks before they actually take the plunge in the real world.22 Several major retailers 
are testing a "virtual mirror" that simulates what makeup and hair dye would look 
like on shoppers. With the EZFace system, a person stands in front of the screen and 
an internal camera takes a picture. Then the person scans the bar codes of various 
cosmetics—such as mascara, foundation, eye shadow, blush, and lip gloss—and each

A German shampoo helps users to fantasize.
Source: Courtesy of JWT/Frankfurt.
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The Tangled Web

A word to the wise: Cor
porate recruiters often 
complain about students 
who show up for job inter

views in sloppy or revealing clothing-these 
applicants failed to “read the program” about 
which role they’re expected to play in profes
sional settings! Those who post photos of 
their actual selves in unflattering situations 
(that must have been a pretty wild party . . . )  
may come to regret their actions as poten
tial employers start to check out their pages 
before they look at the would-be candidates’ 
resumes. Some even turn to services such as 
Reputation.com that scour the Internet to re
move embarrassing postings before the boss 
(or Mom) sees them.23 What can visitors learn 
about you when they visit your profile?

automatically appears on the appropriate part of the face. The customer can print out 
the image, send it by email, or post it on Facebook.

Multiple Selves
In a way, each of us really is a number of different people—your mother probably would 
not recognize the “you" that emerges at a party at 2:00 in the morning! 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 person 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 provocative on Saturday night as she 
transitions to her fem m e fa ta le  self.

As we saw in Chapter 1, the dramaturgical perspective on consumer behavior views 
people as actors who play different roles. We each play many roles, and each has its own 
script, props, and costumes.24 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, stu
dent) are more central to the self than others, but other identities (e.g., dancer, gearhead, 
or advocate for the homeless) may dominate in specific situations.25 Indeed, some roles 
may conflict with one another. For example, one study of Iranian young people who live 
in the UK described what the authors termed the torn self, where respondents struggle 
with retaining an authentic culture while still enjoying Western freedom (and dealing 
with assumptions of others who believe they might be terrorists).26

Strategically, this means a marketer may want to ensure that the appropriate role 
identity is active before she pitches products 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.

Virtual Identity
In the influential cyberpunk novel Snow Crash, author Neal Stephenson envisioned a 
virtual world he called the Metaverse as a successor to the Internet. In the Metaverse, ev
eryday people take on glamorous identities in a 3-D immersive digital world. The book's 
main character delivers pizza in real life (RL), but in the Metaverse, he's a warrior prince 
and champion sword fighter.27 The hugely popular Matrix movie trilogy paints a similar 
(though more sinister) picture of a world that blurs the lines between physical and digital 
reality, as did Avatar when the hero transformed from a disabled soldier to a 10-foot-tall 
blue warrior.

Today these fictional depictions come to life as we witness the tremendous growth 
of real-time, interactive virtual worlds that allow people to assume virtual identities in 
cyberspace. More than 11 million people worldwide belong to the virtual world of Second 
Life, more than 8 million play the online game World ofW arcraft, and the majority of 
Korean adults belong to CyWorld. Add to that the millions more who play The Sims Online 
or who visit other computer-mediated environments (CMEs) such as Webkinz, Habbo 
Hotel, MTV's Virtual Laguna Beach, and more than 200 other virtual worlds, and you're 
looking at a lot of serious role-playing.28

On these sites people assume visual identities, or avatars, that range from realistic 
versions of themselves to tricked-out versions with exaggerated physical characteristics 
or winged dragons or superheroes. Researchers are just starting to investigate how these 
online selves will influence consumer behavior and how the identities we choose in CMEs 
relate to our RL (or “meat-world") identities. Already we know that when people take on 
avatar forms, they tend to interact with other avatars much as their “meat-world" selves 
interact with other RL people. For example, just as in the RL, males in Second Life leave 
more space between them when they talk to other males versus females, and they are 
less likely to maintain eye contact than females are. When avatars get very close to one 
another, they tend to look away from each other—the norms of the RL steadily creep into
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The Hot or Not web site was an early web 
sensation when it debuted in 2000, letting 
you rate how attractive women or men were 
with a simple voting system. Now Avatar 
Reality, the maker of the Blue Mars virtual 
world, lets iPhone users vote on how hot, 
or not, your avatar is.
Source: Courtesy of Avatar Reality, Inc.

the virtual world.29 With new platforms like Microsoft's Kinect that eliminate the need for 
hand controllers, our online and offline selves will continue to fuse. Already, scientists 
have been able to transmit the minds of volunteers from their physical bodies to their 
avatars for the first time; in one project volunteers wore skullcaps that contained elec
trodes to monitor brain activity while they also wore a set of goggles that showed them a 
different body in a different world. Researchers found that the subjects started to react as 
if their avatars were their real bodies.30

Symbolic Interactionism
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 in forming 
the self.31 According to this perspective, we exist in a symbolic environment. As we saw 
in Chapter 2, we assign meaning to any situation or object when we interpret the sym
bols in this environment. As members of society, individuals learn to agree on shared
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meanings. Thus, we "know" that a red light means stop, the "golden arches" mean fast 
food, and "blondes have more fun." That's important in understanding consumer behav
ior because it implies that our possessions play a key role as we evaluate ourselves and 
decide "who we are."32

Each of us, then, interprets our identity, and this assessment continually evolves as 
we encounter new situations and people. In symbolic interactionist terms, we negotiate 
these meanings over time. Essentially, each of us poses the question: "Who am I in this 
situation?" Those around us greatly influence how we answer this query, and we ask, 
"Who do other people think I am?" We tend to pattern our behavior on the perceived ex
pectations of others, as a form of self-fulfilling prophecy. When we act the way we assume 
others expect us to act, we often confirm these perceptions.

The Looking-Glass Self
Some clothing stores are testing an interactive mirror that doubles as a high-resolution 
digital screen. When you choose a garment, the mirror superimposes it on your reflection 
so that you can see how it would look on your body. A camera relays live images of you 
modeling your virtual outfit to an Internet site where your friends can log in to instant 
message (IM) you to tell you what they think; their comments pop up on the side of the 
mirror for you to read. They can also select virtual items for you to try on that the "magic" 
mirror will reflect.33

Sociologists call the process of imagining others' reactions "taking the role of the other," 
or the looking-glass self.34 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. A confident career woman like Lisa may sit 
morosely at a nightclub, imagining that others see her as a dowdy, unattractive woman with 
little sex appeal (regardless of whether these perceptions are true). A self fulfilling prophecy 
like the one we described comes into play here because these "signals" influence Lisa's ac
tual behavior. If she doesn't believe she's attractive, she may choose frumpy, unflattering 
clothing that actually does make her less attractive. The next morning at work, however, her 
self-confidence at the office may cause her to assume that others hold her "executive self' in 
even higher regard than they actually do (we all know people like that)!

Self-Consciousness
If you have ever walked into a class in the middle of a lecture and been convinced that 
all eyes were on you as you awkwardly searched for a seat, you can understand the feel
ing of s e lf  consciousness. In contrast, sometimes we behave with shockingly little self- 
consciousness. For example, we may do things in a stadium, a riot, or at a fraternity party 
that we would never do if we were highly conscious of our behavior (and add insult to 
injury when we post these escapades to our Facebook page!).35

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 
are making. 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 s e lf  consciousness express more inter
est in clothing and use more cosmetics than others who score lower.36 In one study, highly 
self-conscious subjects expressed greater willingness to buy personal products, such as 
a douche or a gas-prevention remedy, that are somewhat embarrassing to buy but may 
avoid awkward public incidents later.37

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.38 A scale to measure self-monitoring asks con
sumers 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 college football players and fashion models tend to score 
higher on these dimensions.39
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Consumption and Self-Concept
Identity marketing is a promotional strategy whereby consumers alter some aspects of
their selves to advertise for a branded product:40

•  A British marketing firm paid five people to legally change their names for one year to 
"Turok,” the hero of a video game series about a time-traveling Native American who 
slays bionically enhanced dinosaurs.

•  The Internet Underground Music Archive (IUMA) paid a Kansas couple $5,000 to 
name their baby boy luma.

•  Air New Zealand created “cranial billboards" in exchange for a round-trip ticket to 
New Zealand—30 Los Angeles participants shaved their heads and walked around 
with an ad for the airline on their skulls. The Casa Sanchez restaurant in San Francisco 
gives free lunches for life to anyone who gets its logo tattooed on his or her body. The 
Daytona Cubs baseball team awards free season tickets for life to anyone who will 
tattoo the Cubs logo on his or her body. According to the International Trademark 
Association, the Harley tattoo is still the most widespread corporate logo tattoo in 
North America, but other contenders include Nike, Adidas, Budweiser, Corona, Apple 
computers, Ford, Chevy, and Volkswagen.

To promote its Double Down chicken filet 
sandwich, KFC recruited female college 
students to serve as human billboards.
The brand ambassadors wore sweatpants 
bearing a branded message for the bun-less 
sandwich on their backsides.41 
Source: Photo Courtesy KFC Corporation.
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M y M arketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to test your 
understanding of chapter objectives.

OBJECTIVE 2 Are You What You Consume?
Products often play Remember that the reflected self helps shape self-concept,
a key role in defining the which implies that people see themselves as they imagine others 
self-concept. see them. Because what others see includes a person's clothing,
---------------------------- jewelry, furniture, car, and so on, it stands to reason that these
products also help to create the perceived self. A consumer's possessions place her into 
a social role, which helps to answer the question, "Who am I now?"

People use an individual's consumption behaviors 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 her choice of leisure activities (e.g., squash versus 
bowling), food preferences (e.g., tofu and beans versus steak and potatoes), cars, and 
home decorating choices. When researchers show people pictures of someone's living 
room, for example, study participants make surprisingly accurate guesses about the 
occupant's personality.42 In the same way that a consumer's use of products influences 
others' perceptions, the same products can help to determine his own self-concept and 
social identity.43

We are attached to an object to the extent we rely on it to maintain our self-concept.44 
Objects act as a security blanket when they reinforce our identities, especially in unfamil
iar situations. For example, students who decorate their dorm rooms with personal items 
are less likely to drop out of college. This coping process may protect the self from being 
diluted in a strange environment.45 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 kids 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").46

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 many of us felt when we first started 
college or reentered the dating market after leaving a long-term relationship. Symbolic 
self-completion theory suggests that people who have an incomplete self-definition 
tend to complete this identity when they acquire and display symbols they associate 
with that role.47

Adolescent boys, for example, may use “macho" products such as cars and cigarettes 
to bolster their developing masculinity; these items act as a "social crutch" during a pe
riod of uncertainty about their new identity as adult males. As we mature into a role, we 
actually rely less on the products people associate with it: For example, when kids start 
to skateboard, they often invest in pro skateboard "decks" with graphics and branding 
that cost between $40 and $70 even without the "trucks" (wheels and axles). But—to the 
chagrin of the skateboard industry—as they get more serious about boarding, many think 
it's just fine to buy blank decks, the plain wood boards that cost only $15 to $30.48

The contribution of possessions to self-identity is perhaps most apparent when we 
lose these treasured objects. One of the first acts of institutions that want to repress in
dividuality and encourage group identity, such as prisons or the military, is to confiscate 
personal possessions.49 Victims of burglaries and natural disasters commonly report feel
ings of alienation, depression, or of being "violated." One consumer's comment after she 
was robbed is typical: "It's the next worse thing to being bereaved; it's like being raped."50 
Burglary victims exhibit a diminished sense of community, lowered feelings of privacy, 
and less pride in their houses' appearance than do their neighbors.51

A study of postdisaster conditions, where consumers may have lost literally every
thing 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 50s 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."52

http://www.pearsonglobaleditions.com/
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Self/Product Congruence
Because many consumption activities relate to self-definition, it is not surprising to learn 
that consumers demonstrate consistency between their values (see Chapter 4) and the 
things they buy.54 Self-image congruence models suggest that we choose products when 
their attributes match some aspect of the self.55 These models assume a process of cogni
tive matchingbetween  product attributes and the consumer's self-image.56 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?").57 Researchers even 
report that after a "breakup" with a brand, people tend to develop strong negative feelings 
and will go to great lengths to discredit it, including bad-mouthing and even vandalism. 
As the saying (sort of) goes, "Hell hath no fury like a (wo)man scorned."58

An exploration of the conflicts that Muslim women who choose to wear headscarves 
experience illustrates how even a simple piece of cloth reflects a person's aesthetic, politi
cal, and moral dimensions.59 The Turkish women in the study expressed the tension they 
felt in their ongoing struggle to reconcile ambiguous religious principles that call simulta
neously for modesty and beauty. Society sends Muslim women contradictory messages in 
modern-day Turkey. Although the Koran denounces waste, many of the companies that 
produce religious headscarves introduce new designs each season and, as styles and tastes 
change, women are encouraged to purchase more scarves than necessary. Moreover, the 
authors point out that a wearer communicates her fashion sense by the fabrics she selects 
and by the way she drapes and ties her scarf. In addition, veiling sends contradictory im
ages about the proper sex roles of men and women. On the one hand, women who cover 
their heads by choice feel a sense of empowerment. On the other, the notion that Islamic 
law exhorts women to cover themselves lest they threaten men's self-restraint and honor 
is a persistent sign that men exert control over women's bodies and restrict their freedom. 
As a compromise solution, Nike designed a uniform for observant women in Somalia who 
want to play sports without abandoning the traditional hijab (a robe that wraps around the 
head and loosely drapes over the entire body). The company streamlined the garment so 
that volleyball players could move but still keep their bodies covered.60

Although research results are somewhat mixed, the ideal self appears to be more 
relevant than the actual self as a comparison standard for highly expressive social prod
ucts such as perfume. In contrast, the actual self is more relevant for everyday, func
tional products. These standards are also likely to vary by usage situation.61 For example, 
a consumer might want a functional, reliable car for commuting to work every day and a 
flashier model for going out on a date in the evening.

Research tends to support 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.62 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 percent of the time.63 Researchers also report congruity between con
sumers 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 favorite 
stores.64 Some specific attributes useful to describe matches between consumers and prod
ucts include rugged/delicate, excitable/calm, rational/emotional, and formal/informal.65

Although these findings make some intuitive sense, we cannot blithely 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 very complex or humanlike images. It is one thing to consider a brand per
sonality 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 per
son's self-image and the images of products he purchases does tend to increase over the 
time he owns the product, so we can't rule out this explanation.

Marketing Pitfall

The automaker Renault 
avoided a big problem 
when a French judge 
ruled that the company 

can go forward with its plan to release a new 
electric car named Zoe in 2012-even though 
the two plaintiffs in the case already have the 
name Zoe Renault. The lawyer who brought 
the unsuccessful suit argued that the girls 
would endure a lifetime of grief, as would the 
other 35,000 people in France who are also 
named Zoe. He claimed, “Can you imagine 
what little Zoes would have to endure on the 
playground, and even worse, when they get 
a little bit older and someone comes up to 
them in a bar and says, ‘Can I see your air 
bags?’ or ‘Can I shine your bumper?”’53
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Adzookie, a mobile ad network, has received 
numerous responses to its offer to pay the 
mortgage for homeowners who let it brand 
the exterior of their homes.
Source: Courtesy of Adzookie.com.

The Extended Self
As we noted earlier, 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. In some cultures, people literally incorporate objects into 
the self: they lick new possessions, take the names of conquered enemies (or in some 
cases eat them), or bury the dead with their possessions.66

We don't usually go that far, but some people do cherish possessions as if they were a 
part of them. In fact, some of us willingly (and perhaps eagerly) label ourselves as fanatics 
about a cherished product.67 Consider shoes, for example: You don't have to be Carrie 
of Sex and the City fame to acknowledge that many people feel a strong bond to their 
footwear. 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 con
sumers, the researcher concluded that (like their sister Carrie) 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 ofO z  (1939), Karen's magical red shoes in 
Hans Christian Anderson's The Red Shoes (1845), and Cinderella's glass slippers.68

In addition to shoes, of course, many material objects—ranging from personal pos
sessions and pets to national monuments or landmarks—help to form a consumer's iden
tity. 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 cata
log the items he displays in his bedroom or office. A recent study illustrates that the prod
uct/self doesn't even have to be that strong to influence a consumer's self-concept. In
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one experiment, researchers approached women in a shopping mall 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 glamor
ous. In another experiment, M.B.A. students were asked to take notes for six weeks using 
a pen embossed with the MIT logo; they reported feeling smarter at the end of the term.69

We describe four levels of the extended self, ranging from very personal objects to 
places and things that allow people to feel as though they are rooted in their larger social 
environments:'1

1 Individual level—Consumers include many of their personal possessions in self
definition. These products can include jewelry, cars, clothing, and so on. The say
ing "You are what you wear" reflects the belief that one's things are a part of one's 
identity.

The Tangled Web

Cell phones have 
spawned a new way for 
teens to share their “ex
tended selves" online. 

The phenomenon of se xting, where kids 
post nude or seminude photos of themselves 
online, is growing: A CosmoGirl.com sur
vey reported that 20 percent of teenagers 
and 33 percent of young adults ages 20 to 
26 admitted to this practice. A high school 
cheerleader in Pennsylvania learned that she 
might face criminal charges after she posted 
a photo of herself, taken at a slumber party 
two years earlier, from the waist up wearing 
only a bra.70

This Italian ad demonstrates that our favorite 
products are part of the extended self.
Source: Used with permission of Francesco Biasia 
and D ’Adda, Lorenzini, Vigorelli BBDO.

F R A N C E S C O B I A S I A
H A N D B A G S
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2 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 often is a central aspect of who we are.

3 Community level—It is common for consumers to describe themselves in terms of 
the neighborhood or town from which they come. For farm families or other residents 
with close ties to a community, this sense of belonging is particularly important.

4 Group level—We regard our attachments to certain social groups as a part of the self; 
we'll 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.

o b je c tiv e  3 Sex Roles
S o c ie ty ’s  e xp e c ta tio n s

o f m a s c u lin ity  an d  ¡ncjjan government banned a TV spot for Axe men's deodor-
fe m in in ity  help  to  a n t ;  S p Q t  a  man w^0 turns into a walking chocolate
d e te rm in e  th e  p ro d u c ts  figurine after he sprays himself with the brand's Dark Temp- 
w e  b u y to  m e e t th e s e  tation deodorant. As he walks through the city, women throw 
e xp e cta tio n s . themselves at him as they lick him and bite off various parts of

his body. Although the same ad played in Argentina and Europe 
without any problem, traditional Indian culture doesn't approve of such blatant imag
ery. The government yanked another ad for Amul Macho underwear, in which a young 
woman comes to a river to do her husband's laundry, pulls out a pair of boxer shorts and 
begins to wash them by hand as she gives sultry looks to the camera and throws her head 
back in a suggestive manner, as a voiceover says, "Amul Macho. Crafted for fantasies." 
Members of a Hindu organization called The Army of Ram (a Hindu god) attacked a 
group of female college students in a bar because they were drinking and dancing with 
men.72 Clearly, sex roles are not set in stone around the world.

Sexual identity is a very important component of a consumer's self-concept. 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. Of course, these guide
lines change over time, and they differ radically across societies. In India and elsewhere, 
a society communicates its assumptions about the proper roles of men and women as it 
defines ideal behaviors for each gender.

It's not clear to what extent gender differences are innate rather than culturally 
shaped, but they're certainly evident in many consumption situations. Consider the 
gender differences market researchers observe when they compare the food prefer
ences of men to 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."73 The 
sexes also differ sharply in the quantities of food they eat: When researchers at Hershey 
discovered that women eat smaller amounts of candy, 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."74

Gender Differences in Socialization
Can the smell of burning rubber and gasoline light the fires of love? Harlequin, a major 
publisher of romance novels with a predominantly female readership, partnered with 
male-dominated NASCAR to turn out racing-themed stories. In one, the heroine is an 
ex-kindergarten teacher who falls in love with a real NASCAR driver named Lance Cooper 
after he hits her with his car (subtle, right?); she winds up driving his racing team's motor 
coach from race to race. In a typical passage, the novel describes a kiss: "It wasn't gentle, 
it wasn't passive, it was a kiss that instantly proved the two of them were like high-octane
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fuel, their flesh sparking off each other__ "75 Yet another case of boy meets girl, boy runs
over girl.

Many commercial sources, in addition to parents and friends, provide lessons in 
gender socialization for both girls and boys:

This Israeli poster that appeared in men’s 
restrooms illustrates cultural assumptions 
about sex role differences.
Source: Courtesy of Goldstar.

Mattel partnered with Bonne Bell to market a line of cosmetics to young girls aged
6 to 9. The popular Bratz doll line already licenses its name to a cosmetics line that 
also targets this age group. ESPN Zone in Chicago is a male preserve that lets boys 
be boys and men be . . .  boys. Customers perceive the venue as a safe haven where 
buddies can watch men's sports and establish camaraderie with other men.76 Sony 
created a TV ad for its Bravia line of liquid-crystal-display (LCD) televisions that of
fers different endings to each gender. The spot shows a man and a woman gazing 
through a storefront window at a Bravia LCD. Unaware of each other, the two simul
taneously whisper: "Nice picture." Suddenly, two buttons appear on the screen that 
read: "Ending for Men" and "Ending for Women." The male ending is either a funny 
clip from a sports show or a cartoon spoof of a martial-arts movie. Women see either 
a 1950s-era musical centered on shoes or a tear-jerker about a female doctor who 
saves the life of an orphan.77

As these examples illustrate, manufacturers and retailers tend to reinforce a society's 
expectations regarding the "correct" way for boys and girls, men and women, to look 
and act. Even countries that are physically close to each other may send very different
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messages. In comparing Malaysian and Singaporean commercials, for example, research
ers found that Malaysian males tend to dominate ads for technical products, whereas 
females dominate the Singaporean ones, which suggests that in Singapore people accept 
women's assumption of professional roles to a greater degree. To support this argument, 
they also found that ads in Malaysia portray men more often in high-level business or 
professional roles, whereas those in Singapore portray both genders equally.78

Many societies expect males to pursue agentic goals, which stress self-assertion and 
mastery. However, they teach females to value communal goals, such as affiliation and 
the fostering of harmonious relations.79 One study even found that people perceived a 
male voice emanating from a computer to be more accurate and authoritative than a 
female voice reading the very same words. Participants also valued computer-generated 
words of praise to a greater extent when the voice was male!80 Similarly, an analysis of TV 
commercials aimed at children in the United States and Australia found that they depict 
boys as more knowledgeable, active, aggressive, and instrumental.81

These differences in orientation show up early in our development. When Mattel 
decided to develop Elio, a building toy for girls, its designers carefully observed the play 
patterns of 5- to 10-year-olds. The toy features interconnecting plastic squares, balls, tri
angles, squiggles, flowers, and sticks, in pastel colors and with rounded corners, that let 
users snap pieces together to create houses, people, jewelry, and picture frames. As one 
of the developers observed, "Boys enjoy stacking blocks and working towards a goal, such 
as finishing a building. Their play is more physically active, and they like to create conflict 
between characters. Girls don't like repetitive stacking. They prefer to create relationships 
between characters, building communities and decorative spaces."82

Not surprisingly, we observe the same gender difference in social media: Women 
are just more enthusiastic about connecting with others. Although there are more men 
online on the global Internet, women spend about 8 percent more time online, averag
ing 25 hours per month on the Web. Women the world over spend 20 percent more time 
on retail sites overall than men. In a typical month, about 76 percent of all women glob
ally interact with a social networking site, as compared to only 70 percent of men. Also, 
women spend significantly more time on social networking sites than men, with women 
averaging 5.5 hours per month compared to 4 hours for men.83

New research indicates that our brains are "wired" to react differently to males and 
females—and it may help to explain why men tend to objectify women. A study that 
used brain-scanning technology showed photos of women wearing bikinis to a group 
of heterosexual male college students and tracked which areas of their brains lit up. The 
activated areas were the same as those that get aroused when males handle tools. In 
a follow-up study, men tended to associate bikini-clad women with first-person action 
verbs such as I "push," "handle" and "grab” instead of the third-person forms such as 
she "pushes," "handles" and "grabs." In contrast, when they saw photos of fully clothed 
women, they reverted to the third-person forms, which implied that they perceived these 
women as being in control of their own actions. Female subjects who responded to both 
sets of pictures did not display this difference.84

Gender versus Sexual Identity
Gender-role identity is a state of mind as well as body. A person's biological gender 
(i.e., male or female) does not totally determine whether he or she will exhibit sex-typed 
traits, characteristics we stereotypically associate with one gender or the other. A con
sumer's subjective feelings about his or her sexuality are crucial as well.85

Unlike maleness and femaleness, masculinity and femininity are not biological char
acteristics. A behavior that one culture considers to be masculine might get a different 
response in another. For example, the norm in the United States 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 American teen
agers of both sexes adopt the new fad of hugging as a standard form of greeting (some
times accompanied by the high-five or the fist-bump) and male friends (encouraged by
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the MTV show of the same name) feel free to talk about having a bromance (affection 
between straight male friends).86

Sex-Typed Products
A popular book once proclaimed, Real Men Don’t Eat Quiche. Many products (in addi
tion to quiche) also are sex-typed. They take on masculine or feminine attributes, and 
consumers associate them with one gender or another.87 Marketers often encourage 
the sex typing of products such as Princess telephones, boys' and girls’ bicycles, or Luvs 
color-coded diapers. A vodka brand called Thor's Hammer illustrates this stereotyping. 
The booze comes in a short, squat bottle, and the company's vice president of marketing 
describes it as "bold and broad and solid. This is a man's kind of vodka . . .  it's not your 
frosted.. .  girly-man vodka." Thor was the Norse god of thunder, and the company claims 
the name has no connection to the slang phrase "getting hammered," which can happen 
if you drink too much of the stuff.88 In contrast, Dell recently launched Della, a female- 
targeted microsite to attract women who want to buy netbooks. The home page featured 
three women whose clothes matched their laptops, along with "Tech Tips" that included 
advice on howto count calories and share recipes online. Many people didn't appreciate 
this treatment: A Twitter comment sums up the reaction: "Della, new website 4 women 
who r 2 stupid 2 go 2 dell.com."89

Female Sex Roles
In the 1949 movie Adam's Rib, Katherine Hepburn played a stylish and competent lawyer. 
This film was one of the first to show that a woman can have a successful career and still be 
happily married. Today, the evolution of a new managerial class of women has forced market
ers to change their traditional assumptions about women as they target this growing market. 
For example, Suzuki appeals to the growing number of women in India who achieve financial 
independence and buy their own cars. Its Zen Estilo (estilo means "style" in Spanish) model 
comes in eight colors, including "purple fusion," "virgin blue," and "sparkling olive."102

Still, it's premature to proclaim the death of traditional sex-role stereotypes. This is cer
tainly true in traditional Islamic countries that require women to be completely covered 
in public and that prohibit them from working as salespeople in stores open to the public 
(even if the store sells female intimate apparel).103 In Iraq, a mosque offers free scarves to 
women who agree to "keep their promise to God" and not wear clothes that will inflame 
men's imaginations. It promotes the belief that, due to the influx of satellite TV and DVD 
images from the non-Muslim world, men will turn into lustful beasts if they look at women 
who wear revealing Western dress, and the women who wear these items will bum in hell for 
eternity. As one local man acknowledged, "Yes, I do look at women when I see them dressed 
up with tight jeans. That is one of the problems. It means the devil is doing a good job."104

To further complicate matters, sex roles constantly evolve. In a complex society like 
ours, we often encounter contradictory messages about "appropriate" behavior, and we may 
find ourselves putting on a very different face as we jump from situation to situation. A recent 
exploration of what the authors labeled contemporary young mainstream female achiev
ers (CYMFA) identified different roles these women play in different contexts. For example, 
as a mother or partner they enact a highly feminine role; as a tough, pitiless businessperson, 
they play a masculine role; and with a friend they might evoke both roles at once.105

As anyone who understands the logic of market segmentation understands (see 
Chapter 1), it's often not realistic to paint a huge group of consumers with the same brush; 
we often need to subdivide them into segments that share important characteristics. This 
logic certainly applies to women, and smart marketers know they can't assume that all 
female consumers have been socialized the same way. For example, a research company 
called Cohorts identifies nine segments of single women alone. Cohorts describes the 
three most promising segments:107

1 Megan—A stylish, tech-sawy student with a median income of $16,000. She reads Self,
Rolling Stone, InStyle, and Us Weekly. She is likely to channel-surf when ads come on
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Women consume many products intended 
to alter their appearance to be in line 
with cultural expectations.
Source: Agency: Downtown Partners Chicago. 
Writer: Sean Austin. Art Directors: Joe Stuart 
and Tom  Kim.
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TV, and she wouldn't watch TV at all without cable. Her favorite channels are Oxygen, 
Nick at Nite, Disney Channel, MTV, VH1, E!, and TBS. She's turned on by what's cool 
or the latest thing, she's liberal, seizes opportunities, and she spends on a whim.

2 Allison—An educated working woman with a median income of $52,000. She reads 
Elle, Shape, Cosmopolitan, and Entertainment Weekly. Her favorite channels are Life
time, Bravo, Cartoon Network, E!, FX, TBS, and TLC. She's into travel and her career, 
and she prides herself on her sophisticated tastes.

3 Elizabeth—An affluent career woman with a median income of $174,000. She reads 
Vogue, Harper's Bazaar, People, and Martha Stewart Living. When she takes time 
to watch TV, she tunes in to networks such as Lifetime, WE, Comedy Central, MTV, 
CNBC, E!, HBO, A&E, Bravo, and AMC. She values foreign travel, fitness, and her 
career, and she's savvy and spontaneous.

Male Sex Roles
A European ad for designer Dolce & Gabbana depicts a group of sweaty men in tight jeans 
who surround a woman wearing spike heels who is pinned to the ground. Other ads for 
long-time household products spokescharacter Mr. Clean claim that only a strong man is 
powerful enough to tackle dirt.108 To promote the new Dr Pepper Ten drink, the company 
is sending a mobile "Man Cave" to U.S. cities. The trailer will parkin "testosterone zones" 
such as ball fields or car shows and give men a place to watch TV and play video games. 
The accompanying advertising campaign features a muscled commando type who totes 
a space-age weapon. "Hey ladies, enjoying the film?" he asks. "'Course not. Because this 
is our movie, and Dr Pepper Ten is our soda."109

Our culture's stereotype of the ideal male is a tough, aggressive, muscular man who 
enjoys "manly" sports (and MavTV—"TV created by men for men").110 When global
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entrepreneur and CEO of Virgin Airlines Richard Branson lost a racing bet to the owner 
of AirAsia, his “sentence" was to dress as a female flight attendant for the winner's airline. 
The winner gloated, “I'm looking forward to him sucking up to me as a stewardess!"111

Just as for women, however, the true story is more complicated than being “a man’s 
man." Indeed, scholars of masculinism study the male image and the complex cultural 
meanings of masculinity.112 Like women, men receive mixed messages about how they 
are supposed to behave and feel. In a new Procter & Gamble campaign, the maker of 
products like Pampers and Ivory soap created a Web site for family men, ManoftheHouse 
.com, that offers husbands and fathers advice about outdoor grilling, cleaning toilets, and 
"conquering sex problems.” As it promotes Gillette razors, Head & Shoulders shampoo, 
and other products, the site promises, "We'll make men out of you yet."113 Chevrolet's 
"Guy's Night Out" commercial depicts a new dad's night out with friends where they wind 
up watching his toddler's sing-a-long CD. Sprint aired a commercial about a boy who is 
dumped by his girlfriend via text message.114

One study examined how American men pursue masculine identities through their 
everyday consumption. The researchers suggest that men are trying to make sense out of 
three different models of masculinity that they call breadwinner, rebel, and man-of-action 
hero, as they figure out just who they are supposed to be. On the one hand, the breadwin
ner model draws from the American myth of success and celebrates respectability, civic

The Axe line of male personal care products 
puts a twist on an old stereotype by 
depicting men as sex objects.
Source: Courtesy of Bartle Bogle Hegarty 
New York aka BBH.
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This Dutch beer ad communicates 
expectations about the male sex role.
Source: KesselsKramer, Amsterdam. 
KesselsKramer, Sabine Gilhuijs, Lauriergracht 39, 
1016 RG Amsterdam. The Netherlands.

virtues, pursuit of material success, and organized achievement. The rebel model, on the 
other hand, emphasizes rebellion, independence, adventure, and potency. The man-of- 
action hero is a synthesis that draws from the best of the other two models.115

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 glob
ally each year. A wave of male cleansers, moisturizers, sunscreens, depilatories, and body 
sprays washes up on U.S. shores, largely from European marketers. L'Oreal Paris reports 
that men's skincare products are now its fastest-growing sector. In Europe, 24 percent of 
men younger than age 30 use skincare products—and 80 percent of young Korean men 
do. In the United States, Norelco reported a 24 percent rise in sale of facial hair grooming 
products in 2008. Mintel reports big growth, especially in products with antiaging and 
exfoliating ingredients. Even some cosmetics products, like foundation and eyeliner, are 
catching on in some segments, though men aren't comfortable owning up to using them. 
In fact, a British makeup product looks like a ballpoint pen so men can apply it secretly 
at the office.116

Androgyny
Androgyny refers to the possession of both masculine and feminine traits.90 Research
ers make a distinction between sex-typed people, who are stereotypically masculine or 
feminine, and androgynous people, whose orientation isn't as clearly defined. People who 
don't neatly fit into one gender category or another may create uncertainty among oth
ers who aren't sure how to relate to them. A study demonstrated that sex-role assump
tions travel into cyberspace as well. The researchers asked each volunteer to interact with 
another respondent via a chat room. They showed subjects an avatar to represent the 
other person, with images ranging from "an obviously female" blonde to one with no



CHAPTER 5 The Self 209

wom en should b e  
quiet,

com posed,
c tce tan f.

grcrcfui.
modest,

respectiut.
submissive.

a nd
vwy.
very

sertc-s

m oniY /car
Jevvsrfry
p a rfu m e

w om en should b e
bright,
wild,
flirty,
tun.
eccentric.
tough,
bold,
ond
very.
very
bljon .

m en sw o ar 
Jewelry 

perfume V

clear gender to a strong-jawed male. The subjects rated their partners as less "credible" 
when they saw an androgynous avatar than when they saw one with sex-typed facial 
characteristics.91

Of course, the "normality" of sex-typed behaviors varies across cultures. For exam
ple, although acceptance of homosexuality varies in Asian cultures, it doesn't occur to 
most Asians to assume that a man with some feminine qualities is gay. A recent sur
vey of Korean consumers found that more than 66 percent of men and 57 percent of 
women younger than age 40 were living self-described "androgynous" lifestyles—with 
men having more traditionally female traits and women having more traditionally male 
ones than they might have years ago. But the respondents didn't link that with sexual 
orientation. Although Koreans nickname males with feminine interests "flower men," 
they don't consider this to be a derogatory term.92 In Japan, men that people call gyaru-o 
("male gals") are common on city streets. Tanned and meticulously dressed (and usually 
heterosexual), these fops cruise Tokyo's stylish boutiques.93

Differences in sex-role orientation can influence how we respond to marketing 
stimuli, at least under some circumstances.94 For example, females are more likely to 
undergo more elaborate processing of message content, so they tend to be more sen
sitive to specific pieces of information when they form a judgment, whereas males are 
more influenced by overall themes.95 In addition, women with relatively strong masculine 
components in their sex-role identity prefer ad portrayals that include nontraditional 
women.96 Some research indicates that sex-typed people are more sensitive to the sex- 
role depictions of characters in advertising, although women appear to be more sensitive 
generally to gender-role relationships than are men.

In one study, subjects read two versions of a beer advertisement couched in ei
ther masculine or feminine terms. The masculine version contained phrases such as

This ad for Bijan illustrates how sex role 
identities are culturally bound by contrasting 
the expectations of how women should 
appear in two different countries.
Source: Courtesy of Bijan Fragrances 
c/o Fashion World.
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MANBAGS? 
NOT ON MY WATCH.

Call them uhat you will, 
a handbag Is a handbag 
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This is  hard country 
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th at way. Nothing so ft 

gets in . No manbags, 

no tofu, no h a ir  gels 

or male fragrances, 

no designer sunglasses, 

no small yappy dogs and 

definitely no so ft vehicles. 

City people don’t  know 

uhat they’re  facing out 

here. Us’re only protecting 

them from themselves.

You rea lly  need a tough 
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ue re ly  on -  KDSS* 

suspension contro l keeps 

th e  c a r  steady  on the  

s h a k ie s t  of s u rfa c e s, 

CRflUL* system  m ain tain s 

an even speed fo r 

s ta b le  off-roed driving, 

constant 4LID? im pressive 

to rq u e  and pouer, double 

uishbone fro n t suspension, 

Anti-skid Braking System* 

(ABS), Dual SRS a irb a g s  

and im pressive to u in g  

pouer fo r p u llin g  s o f t  

v e h ic le s  ou t of d itc h e s . 

Ue’re  th e  fro n t l in e  

betueen th e  country 
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•Features listed are not available cn all Toyota AUD racdels.
See a Toyota dealer or toyota.com.au for details of model applicability.

Toyota in Australia makes a strong 
statement about the masculinity 
of 4WD vehicles.
Source: Courtesy of Toyota Motor Corporation " X  beer has the strong aggressive flavor that really asserts itself with good food and good
Australia. 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 them
selves as highly masculine or highly feminine preferred the version that was described in 
(respectively) very masculine or very feminine terms.97 Sex-typed people in general are 
more concerned with ensuring that their behavior is consistent with their culture's defini
tion of gender appropriateness.

Researchers developed a scale to identify "nontraditional males" (NTMs) who 
exhibit stereotypically female tendencies. The scale included statements such as these:

•  I enjoy looking through fashion magazines.
#  In our family, I take care of the checkbook and pay the bills.
#  I am concerned about getting enough calcium in my diet. I am good at fixing me

chanical things.
•  I would do better than average in a fistfight.

Not too surprisingly, strong differences emerged between men who rated the state
ments along traditional sex-role lines and those who had nontraditional orientations.
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When asked how they would like others to see them, NTMs were more likely than 
traditional males (TMs) to say that they would like to be considered stylish, sophisticated, 
up to date, and trendsetting. They were also more likely to say that they would like to be 
seen as sensitive, spiritual, affectionate, organized, and thrifty, but less likely to say they 
would like to be seen as "outdoorsy."98

The Goth subculture, inspired by vampire myths and gothic traditions, illustrates 
an androgynous approach to gender identityẽ Participants express different forms of 
sexuality regardless of their biological membership; they use costume to express hyper
masculinity, hyperfemininity, or androgyny (such as skeletons). The vampire narrative 
also is androgynous, as both males and females can dominate or search for beauty.99

Gender-Bending Products
Smart marketers try to think about new markets for their products. Some companies that 
sell exclusively to one gender therefore may decide to test the waters with the other sex 
when they promote gender-bending products—a traditionally sex-typed item adapted 
to the opposite genderẾ Here are some recent gender benders:100

•  Febreze is now the “Official Air Freshener of the N.FắL." A television commercial fea
tures a woman in a football jersey spraying her living room with Febrezeế "Earlier 
today your living room was game day central—a place for friends, family and your 
husband's trademark victory dance," says an announcer. "Now the crowd is gone and 
all that remains is the stink. But you're ready, because Febreze Air Effects cleans away 
tough game-day odors in the air—sweat socks, chicken wings, garlic dip—and leaves 
a light, fresh scent." It turns out that about one-third of N.F.L. viewers are female. More 
women watch the Super Bowl than the combined number of men and women who 
watch the Academy Awards.101

• Taking a page from a classic Seinfeld TV episode, Japanese lingerie retailer Wish Room dis
covered that some men secretly would like to wear a bra. It sold hundreds of"mansierresẻ" 
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 theứ specific grooming needs." The tools 
fit better in men's hands and are stronger, to address issues such as thicker toenails and 
hair that grows in different places. In addition to drug stores, men can buy the products 
at Home Depot. The company that designed the Une is now trying to launch a women's 
product it calls "Siren": a condom designed to fit in a lipstick-like tube.

•  Frito-Lay's salty snacks traditionally appeal to men, but the company is working hard 
to change that with baked versions of chips and 100-calorie packages of snacks. Af
ter conducting extensive research (including asking several hundred women to 
keep detailed journals of their daily activities), the company's marketers concluded 
that the typical woman looks for a reminder that she's eating something healthy. As 
one result of this work, die bag for Baked Lay's will change from shiny yellow to a matte 
beige that displays pictures of ingredients like spices or ranch dressing.

•  Harley-Davidson backed a Guinness World Record attempt for the number of women 
motorcycle riders trained in one weekend. Its dealerships host women-only Garage Parties.

•  In Aurora, Colorado, Best Buy opened an electronics store designed for women that 
displays flat-screen TVs and appliances in home-like settingsỂ The company enlisted 
local women to provide ideas; the design includes a private room for new moms com
plete with free diapers and a rocking chair.

•  As fewer men take up the sport of hunting, the industry is going after women—and 
former Alaska Governor Sarah Palin (who apparently knows how to shoot and field- 
dress a moose) probably helped to publicize the sport during the 2008 presidential 
election. As one female hunter observed, companies first tried simply to "pink it and 
shrink it," but now they're taking more sophisticated steps. They manufacture lighter 
crossbows and produce TV shows that star women shooters, such as American Hunt
ress and Family Traditions with Haley Heath. Apparel makers, including SHE Safari 
and Foxy Huntress, sell women's camouflage clothing.

Marketing Pitfall

Like other fashion phe
nomena that we’ll talk 
about in Chapter 14, a 
wave in one direction 

may set off a ripple in another. We can clearly 
see this in the messages girls have been get
ting from the media for the last several years: 
It’s cool to be slutty. Role models like Paris 
Hilton, Lindsay Lohan, Britney Spears, and 
even Bratz dolls convey standards about how 
far preteens and teens should go when they 
broadcast their sexuality. Now, as these mes
sages seem to go over the top (at least in the 
eyes of some concerned parents), we start to 
see early signs of a backlash, as some advo
cate a return to styles that leave almost every
thing to the imagination. At the PureFashion 
Web site, girls get style tips recommending 
skirts and dresses that fall no more than 
four fingers above the knee and no tank tops 
without a sweater or jacket over them; the 
ModestApparel site proclaims, “because a 
modest woman is a beautiful woman.”106 Is 
our culture moving from a celebration of “girls 
gone wild” to “girls gone mild?” Stay tuned.
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Marketing Opportunity

Since 2004, when Mas
sachusetts became the 
first state to allow it, 
there have been an es

timated 40,000 legal same-sex marriages 
in the United States, and approximately
84,000 couples live in civil unions or do
mestic partnerships. As the movement 
grows in other states to legalize same-sex 
marriage, businesses are searching for 
ways to meet the needs of this new, po
tentially very lucrative market. Already the 
online magazine EquallyWed offers tips on 
wedding planning and OutVite.com sells 
“custom printed gay and lesbian stationery.” 
Other targeted Web sites include Queerly- 
Wed, SoYou’reEGAYged, GayWeddings.com, 
and RainbowWeddingNetwork.com. After it 
received pressure from gay rights groups, 
the “Today” show on NBC invited same-sex 
couples to compete in its annual wedding 
contest. Brides magazine ran its first fea
ture about a wedding between one of the 
magazine’s photo editors and her longtime 
girlfriend. A year earlier, Martha Stewart 
Weddings published a pictorial of two gay 
grooms stomping on a glass and sharing a 
kiss.122

Gay, Lesbian, Bisexual, and Transgender (GLBT) 
Consumers
Kurt, the gay character on the hit show Glee (played by actor Chris Colfer) is but the latest 
celebrity to publicize the issues that GLBT consumers face. To promote better under
standing of these problems, Google Chrome created a supportive video for GLBT teens 
as part of the "It Gets Better" campaign that aired during a 2011 episode; actors included 
Adam Lambert, Lady Gaga, Kathy Griffin, and even Woody from Toy Story. Among other 
celebrities who are participating in this effort, President Obama uploaded a video on 
the campaign's YouTube channel to let GLBT teens know that "there are people out 
there who love you and care about you just the way you are."117 The gay market is going 
mainstream.

The proportion of the population that is gay or lesbian is difficult to determine, and 
efforts to measure this group have been controversial.118 Estimates among academics 
and marketing experts range widely from about 4 percent to 8 percent of the total U.S. 
population, or between 11 million and 23 million people. The 2000 Census reported 
1.2 million same-sex "unmarried" partners in the United States, and this number ex
cludes single gays and lesbians (the 2010 Census specifically counted same-sex married 
couples).119 The respected research company Yankelovich Partners Inc., which, as we 
saw in Chapter 4, has tracked consumer values and attitudes since 1971 in its annual 
Monitor™ survey, now includes a question about sexual identity in its instrument and 
reports that about 6 percent of respondents identify themselves as gay/homosexual/ 
lesbian. 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 publica
tions) whose responses may not be as representative of all consumers.

To put things in perspective, the GLBT market is at least as large, if not larger, than 
the Asian American population (currently at about 12 million people). These consumers 
spend in the range of $250 billion to $350 billion a year. A Simmons study of readers of 
gay publications found that these readers are almost 12 times more likely to hold profes
sional jobs, twice as likely to own a vacation home, and eight times more likely to own a 
notebook computer compared to heterosexuals.120

The Asterix Group conducted a large-scale segmentation study of the gay market. 
This survey reminds us of the perils of assuming that everyone in a large market is the 
same. It identified five distinct segments:

1 "Super Gays" (26 percent of respondents) are highly educated, earn high in
comes, and describe themselves as sophisticated, activist, complex, intellec
tual, mature, risk-taking, and extroverted. Nearly 90 percent report that they 
are "completely out," and about the same percentage report that they consider 
being gay to be a big part of who they are. About three-quarters of them live 
in big cities. They are the segment most likely to connect to a company that 
"actively speaks on behalf of LGBT causes."

2 "Habitaters" (25 percent) are older and most likely to be in a stable, living-together 
relationship. They describe themselves as serious, down-to-earth, emotional, sim
ple, traditional, responsible, and mature. They are the most likely to live in sub
urban areas, and watch the most TV of any segment. Habitaters are most likely to 
connect with a company that offers domestic partner benefits to employees.

3 "Gay Mainstream" (23 percent) tend to be conservative. Fewer than half are 
"completely out," but more than half are in stable relationships. They are most 
likely to say that they prefer to watch TV programs in which being gay is part of 
the story.

4 "Party People" (14 percent) are young and the least-educated; most live in big cit
ies. They describe themselves as youthful, down-to-earth, simple, cutting-edge, 
extroverted, rebellious, and risk-taking. They are far more likely than other seg
ments to agree that "being gay is a choice." Three-quarters say they visit GLBT 
bars/clubs frequently, and they spend more time and money in restaurants.
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CB AS I SEE IT
Professor Susan Dobscha, Bentley University

Im agine the excitement a young 
couple feels when they find out they 
are pregnant with their first child. They  
may learn this from a doctor’s visit or 
from a pregnancy test they purchased 
at the drugstore. Once the pregnancy 
is confirmed and friends and relatives 
receive the good news, the couple 
must now begin the extensive plan
ning process that gets them ready for 
the new addition to their family. Not 
surprisingly, a large portion of this 
process requires the planning and pur
chasing of goods and services. There  
are thousands of books on how to be 
a new parent, most of them geared 
toward the mother. Although there  
are several books that give advice on 
how to be a new father, the book mar
ket reflects the still widely accepted 
cultural norms that mothers are the 
primary caretakers of children, while 
fathers largely play a secondary role.
A recent study found that although 
both new mothers and new fathers 
believed that responsibilities of par
enting should be shared equally, the 
majority of those same mothers and

fathers did not feel that responsibility 
was equally shared in their household. 
Sex roles remain fairly stable over 
time, even if expectations about them  
change dramatically.

The VOICE Group, an international 
research team currently undertaking 
a global study of motherhood, asked 
new mothers about their husbands’ 
role in the planning process as a run 
up to the new baby arriving. Despite 
the fact that most of our participants 
claimed that their husbands were  
"excited” and “involved," the reality for 
most women was that their partner’s 
level of involvement was lower than 
their own. Our study focused on moth
e rs’ perceptions of fathers’ attitudes 
toward consumption decisions related 
to the introduction of the first child 
in the family. The data revealed that 
men, according to their w ives’ percep
tions, used consumption as a virtual 
umbilical cord, although levels of 
consumption involvement varied from  
co-involvement for most purchases, 
to limited involvement, and/or involve
ment for big-ticket items, particularly 
travel system s and technical products. 
This research also revealed that men 
partook in highly masculinized forms 
of “nesting,” and in general shunned 
pregnancy book reading, though some 
did engage in “research” activities 
such as searching the Internet for 
product safety information. We con
cluded from this study that the transi
tion into parenthood can be difficult

5 The "Closeted" segment (12 percent) is older, and just 4 percent are "completely 
out." They describe themselves as serious, sideliners, traditional, introverted, 
mature, and cautious. Nearly half live in rural areas, and they're the most likely 
to connect to a company that "reaches out to gays and lesbians in traditional 
media."121

American Express, Stolichnaya vodka, Atlantic Records, and Naya bottled water are 
among those corporations that run ads in lesbian publications (an ad for American Ex
press Travelers Cheques for Two shows two women's signatures on a check). Acting on 
research showing that lesbians are four times as likely as the average consumer to own 
one of their cars, Subaru of America decided to target this market in a big way. In one of

for men due to their lack of a physical 
connection to the pregnancy, a per
ception that the baby industry is not 
designed for them, the continuance 
of male stereotypes in the media, 
and also the time available to men 
to become involved in consumption 
activities immediately prior to a baby’s 
birth.

An interesting question for con
sumer researchers is: How do sex  
roles change over time, and to what 
extent does the marketplace reflect 
or in some cases hinder that change? 
In this study, we found that the books 
geared toward new dads typically dis
played a tongue-in-cheek tone; they 
implied that new dads are incapable 
of taking a serious look at their new 
role as caretaker of a young child. The  
baby stores are also somewhat intimi
dating to men (although the women 
felt just as intimidated by the large box 
baby stores) because of m en’s gen
eral lack of experience with caring for 
infants and lack of information on or 
awareness of what that infant’s needs 
would be once he or she arrived.

If men have an expectation about 
them selves that they will be co
parents, equally responsible in the 
caretaking of their child, does the 
lack of marketplace offerings directed 
at new dads hinder those dads from  
enacting those new roles? Are there 
opportunities here for enterprising  
marketers who can develop products 
to better meet these needs?
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the first mainstream pitches to directly address the controversy over gay marriage, Grand 
Marnier, a French cognac, launched print ads that read: "Your sister is finally getting 
remarried. Her fiancee's name is Jill."123

o b je c tiv e  4 Body Image
T h e  w a y  w e  th in k  a b o u t

o u r b o d ie s (a n d  th e  pQr m a n y  WOmen, trying on jeans is a painful exercise. Levi 
w a y  o u r cu ltu re  te lls  Strauss recently launched an online fitting service called the 
us w e  sh o u ld  th in k ) Curve I D  System to make the process a little more comfortable, 
is a key c o m p o n e n t digital offering is available in 20 languages and 50 countries; 
o f se lf-e s te e m . -t js 5asecj on 60,000 women's figures worldwide and its goal is 

to provide a more customized experience to ease the frustration 
many women feel as they search for the perfect pair of jeans.124 Now for some Spanx 
shapewear for some "tummy-taming," "butt boosting," or "thigh trimming" before you 
wear your new pants in public---- 125

A person's physical appearance is a large part of his self-concept. Body image refers 
to a consumer's subjective evaluation of his physical self. As with a person's overall self- 
concept, this image is not necessarily accurate. 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. Some marketers exploit consumers' tendencies to distort their body images 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 he thinks will narrow that gap.

Body cathexis refers to a person's feelings about his body. The word cathexis refers 
to the emotional significance of some object or idea; we know that some parts of the 
body are more central to self-concept than are others. One study of young adults' feel
ings about their bodies found that the respondents were the most satisfied with their 
hair and eyes and that they had the least positive feelings about their waists. These 
feelings also linked to grooming products the respondents said they used. Consumers 
who were more satisfied with their bodies were more frequent users of such "preening" 
products as hair conditioner, blow dryers, cologne, facial bronzer, tooth polish, and 
pumice soap.126

Ideals of Beauty
Our satisfaction with the physical image we present to others depends on how 
closely we think the image corresponds to the ideal our culture values. An ideal of 
beauty is a particular model, or exem plar, of appearance. Ideals of beauty for both 
men and women may include physical features (e.g., big breasts or small, bulging 
muscles or not) as well as clothing styles, cosmetics, hairstyles, skin tone (pale ver
sus 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. What's 
more, the pressure to exhibit these traits starts earlier and earlier: The retailer 
Abercrombie & Fitch first came under fire a few years ago for selling thongs to pre- 
teens. More recently, critics blasted the chain because it offers padded bikini tops 
to the same age group.127

Is Beauty Universal?
It's no secret that, despite the popular saying "You can't judge a book by its cover,” peo
ple can and do. Fairly or not, we assume that more attractive people are smarter, more 
interesting, and more competent. Researchers call this the "what is beautiful is g ood " 
stereotype.128 Indeed, recent research evidence indicates that there is some truth to this 
assumption: beautiful people are generally happier than average- or below-average- 
looking people, and economists calculate that about half of that boost stems from the 
fact that they make more money!129 By the way, this bias affects both men and women.
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Men with above-average looks earn about 5 percent more than those of average appear
ance, and those who are below average in appearance make an average of 9 percent less 
than the norm. Hitting close to home, in one study researchers collected teaching evalu
ations for 463 courses taught by 94 faculty members at the University of Texas at Austin, 
along with some characteristics of the instructors, such as sex and race and whether they 
were on tenure track. They asked a panel of undergrads to rate photos of the professors 
in terms of their physical attractiveness. Guess what? Good-looking professors got sig
nificantly higher scores—and this effect was even more pronounced for male professors 
than for females. Fortunately, your consumer behavior professor is no doubt near the 
top of the scale.130

Virtually every culture displays this beauty bias, even though the standards by which 
people judge what is hot and what is not may differ. Communist China once banned

This Japanese anti-smoking ad appeals 
to women’s concerns about appearance 
to drive home a message.
Source: Courtesy of McCann Worldgroup Holdings 
Japan.
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beauty contests as "spiritual pollution," but then again China recently hosted the "Miss 
World" pageant. The Chinese consider appearance so important that they view plastic 
surgery as a commercial investment, and it's common for people to take out loans to 
fund procedures.131

Research published in 2004 indicates that preferences for some physical features 
rather than others are "wired in" genetically, and that these preferences tend to be the 
same among peoples around the world. When researchers show babies as young as
5 hours old pictures of faces that adults rate as beautiful and not so beautiful, they re
port that the infants spend more time looking at the attractive faces. Specifically, people 
appear to favor features we associate with good health and youth, attributes we link to 
reproductive ability and strength. These characteristics include large eyes, high cheek
bones, and a narrow jaw. Another cue that people across ethnic and racial groups use 
to signal sexual desirability is whether the person's features are balanced. People with 
symmetrical features on average start having sex 3 to 4 years earlier than those with un
balanced features.132

Men also are more likely to use a woman's body shape as a sexual cue; an evolu
tionary explanation is that feminine curves provide evidence of reproductive potential. 
During puberty, a typical female gains almost 35 pounds of "reproductive fat" around 
the hips and thighs that supply the approximately 80,000 extra calories she will need to 
support a pregnancy. Most fertile women have waist-hip ratios of 0.6 to 0.8, an hourglass 
shape that also happens to be the one men rank highest. Even though preferences for 
overall weight change over time, waist-hip ratios tend to stay in this range. Even the 
superthin model Twiggy (who pioneered the "waif look" decades before Kate Moss) had 
a ratio of0.73.133

Women, however, favor men with heavy lower faces (an indication of a high 
concentration of androgens that impart strength), those who are slightly above 
average in height, and those with prominent brows. A recent study provided evi
dence that women judge potential mates by how masculine their features are. 
Respondents viewed a series of male headshots that had been digitally altered to 
exaggerate or minimize masculine traits. They saw men with square jaws and well- 
defined brow ridges as good short-term partners, whereas they preferred those 
with feminine traits, such as rounder faces and fuller lips, for long-term mates.

This German ad evokes a masculine ideal 
of beauty to highlight the strength of a glue 
product.
Source: Courtesy of DDB Tribal Hamburg.

P a t t e x
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Overwhelmingly, participants said those with more masculine features were likely 
to be risky and competitive and also more apt to fight, challenge bosses, cheat on 
spouses, and put less effort into parenting. They assume that men with more femi
nine faces would be good parents and husbands, hard workers, and emotionally 
supportive mates.134

There is increasingly tantalizing evidence that these preferences are triggered phys
iologically; women's behaviors and preferences in men link to hormonal changes. In 
one study, researchers tested female university students who came to their lab when 
they were ovulating and when they were not. They photographed each woman twice— 
once in her fertile phase and once in her least-fertile phase. Then the researchers asked 
a separate panel of men and women to look at these pairs of photos (with the faces 
blacked out) and choose the one in which the person tries to look more attractive. These 
judges were more likely to select the photo of each woman when she was ovulating, and 
in these pictures the women tended to wear flashier clothing and jewelry; the research
ers compared this behavior to animals that commonly signal when they are fertile via 
scents or changes in skin color. In another study, researchers showed women in Japan 
and Scotland a series of computer-generated photos of male faces that were system
atically altered in terms of such dimensions as the size of the jaw and the prominence 
of the eyebrow ridge.135 Women in the study preferred the heavier masculine features 
when they were ovulating, but these choices shifted during other parts of their monthly 
cycles. Most recently, researchers reported that women who are at peak fertility choose 
sexy rather than conservative clothing, apparently as a way to lure males away from 
other women.136

Jaw size aside, 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. Consum
ers compare themselves to some standard (often one 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 negative feelings aroused by a highly 
attractive model.137

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, Gwyneth Paltrow, or the late Princess 
Diana.138 Similar descriptions for men include "jock," “pretty boy," and “bookworm," or 
a “Brad Pitt type," a "Wesley Snipes type," and so on.

The Western Ideal of Beauty
Beauty is about more than aesthetics. We use cues such as skin color and eye shape to 
make inferences about a person's status, sophistication, and social desirability. People 
in less powerful cultures tend to adopt the standards of beauty prevalent in dominant 
cultures. For example, an ad on Malaysian television showed an attractive college 
student who can't get a second glance from a boy at the next desk. "She's pretty," he 
says to himself, "but. . . . "  Then she applies Pond's Skin Lightening Moisturizer by 
Unilever PLC, and she reappears looking several shades paler. Now the boy wonders, 
“Why didn't I notice her before?" In many Asian cultures, people historically equate 
light skin with wealth and status, and they associate dark skin with the laboring class 
that toils in the fields. This stereotype persists today: In a survey, 74 percent of men 
in Malaysia, 68 percent in Hong Kong, and 55 percent in Taiwan said they are more 
attracted to women with fair complexions. About a third of the female respondents in 
each country said they use skin-whitening products. Olay has a product it calls White 
Radiance, and L’Oreal sells a White Perfect line.139

As media images of glamorous American (Caucasian) celebrities proliferate around 
the globe, women who buy into the Western ideal of beauty—big round eyes, tiny waists,
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large breasts, blond hair, and blue eyes—literally go under the knife to achieve these 
attributes:

•  A model, who was the local spokeswoman for Lux soap and Omega watches, became 
the first blue-eyed Miss Thailand. She's one of a generation of racially mixed Thais 
who now dominate the local fashion and entertainment industries as the public aban
dons the round face, arched eyebrows, and small mouth of the classical Thai look in 
favor of a Western ideal. Many buy blue contact lenses to enhance their looks. In a poll 
to name the sexiest men and the sexiest women in Thailand, seven out of the nine top 
scorers were of mixed blood.140 The Thai language reflects the stigma of darker skin. 
One common insult is tua dam, or "black body," and another is dam  tap pet, or "black 
like a duck's liver."141

•  Year after year, winners of the Most Beautiful Girl in Nigeria performed very poorly 
in the Miss World competition. Local organizers had about given up on the idea that 
an African woman could win a contest that Western beauties dominated. Then a 
Nigerian woman went on to win the Miss World title. She was the first African winner 
in the contest's 51-year history. However, pride mixed with puzzlement: The new 
Miss World didn't possess the voluptuous figure African culture prized. In West and 
Central Africa, people revere big women; many beauty contestants weigh more than 
200 pounds. In Niger, women even eat livestock feed or special vitamins to bulk up. 
The Calabari in southeastern Nigeria send prospective brides to fattening farms, 
where they are fed huge amounts of food and massaged into rounder shapes. After 
weeks of this regimen, the bigger brides proudly parade in the village square.142 As 
one African explained, "Plumpness means prosperity. Thin represents everything you 
don't want: poverty, AIDS, and other diseases, misery and hunger." In contrast, the 
contest winner is 6 feet tall and skinny. Older Nigerians did not find the winner espe
cially attractive at all, and some bitingly described her as a white girl in black skin. But 
younger people feel different. For them, thin is in. In Lagos, fashionable thin girls are 
called lepa and there is even a popular song with this title. A movie called Lepa Shandi 
celebrates the more svelte look—the title means a girl as slim as a 20-naira bill.143

•  Japanese retailers are scrambling to stock larger dress sizes to keep up with a new 
look the fashion industry calls bonkyu-bon. This means "big-small-big" and it stands 
for a change in that culture's body ideal: Japanese women are getting curvier. Today, 
the average Japanese woman's hips, at 35 inches, are about an inch wider than those 
of women a generation older. Women in their 20s wear bras at least two sizes larger 
than those of their mothers, whereas waist sizes have gotten smaller. The govern
ment reports that the average 20-year-old is also nearly 3 inches taller than she was 
in 1950. These changes are the result of a diet that is becoming more Westernized; the 
traditional meal of fish, vegetables, and tofu is now more likely to have been replaced 
by a meal of red meat, dairy, and decadent desserts such as Krispy Kreme doughnuts 
and Cold Stone Creamery ice cream. Juicy Couture, known for its figure-hugging ter- 
rycloth tracksuits, opened one of its biggest stores in Tokyo, and other department 
stores feature larger sizes from other American designers. Wacoal Corp., Japan's 
largest lingerie company, was once known for its super-padded brassieres. Now the 
company has a new bestseller: the "Love Bra," a cleavage-boosting creation with less 
padding, aimed at curvier women in their 20s.144

Ideals of Beauty over Time
Although beauty may be only skin deep, throughout history women have worked very hard 
to attain it. They have starved themselves; painfully bound their feet; inserted plates into 
their lips; spent countless hours under hair dryers, in front of mirrors, and beneath tanning 
lights; and opted for breast reduction or enlargement operations to alter their appearance 
and meet their society's expectations of what a beautiful woman should look like.

We often characterize periods of history by a specific "look,” or ideal of beauty. Of
ten these relate to broader cultural happenings, such as today's emphasis on fitness and 
toned bodies. A look at U.S. history reveals a succession of dominant ideals. For example,
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in sharp contrast to today's emphasis on health and vigor, in the early 1800s it was fash
ionable to appear delicate to the point of looking ill. The poet John Keats described the 
ideal woman of that time as "a milk white lamb that bleats for man's protection.'' 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.145

In much of the 19th century, the desirable waistiine for U.S. women was 18 inches, a 
circumference that required the use of corsets pulled so tight that they routinely caused 
headaches, fainting spells, and possibly even the uterine and spinal disorders common 
among women of the time. Although modern women are not quite as "straight-laced," 
many still endure such indignities as high heels, body waxing, eyelifts, and liposuction. In 
addition to the millions women spend on cosmetics, clothing, health clubs, and fashion 
magazines, these practices remind us that—rightly or wrongly—the desire to conform to 
current standards of beauty is alive and well.

Our culture communicates these standards—subtly and not so subtly—virtually 
everywhere we turn: on magazine covers, in department store windows, on TV shows.

College student Galia Slayen created 
a “life-size” Barbie (39" bust, 18" waist 
and 33" hips) for an eating disorders 
awareness event at her college. When she 
was interviewed on NBC’s Today Show 
about the impact the doll had on her as 
she was growing up, she commented,
“I’m not blaming Barbie [for her own eating
disorder]___“I'm blond and blue-eyed
and I figured that was what I was supposed 
to look like. She was my idol. It impacted 
the way I looked at myself.”
Source: Courtesy of Galia Slayen.
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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.146 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 
dumpy.147 The company now sells an even more realistic Barbie featuring wider hips and 
a smaller bust (and for the first time Barbie has a belly button).148

As we've seen, the ideal body type of Western women changes over time—check out 
portraits of models from several hundred years ago by Botticelli and others to appreci
ate by just how much. These changes periodically cause us to redefine sexual dimorphic 
markers—those aspects of the body that distinguish between the sexes. The first part of 
the 1990s saw the emergence of the controversial "waif" look in which successful models 
(most notably Kate Moss) were likely to have bodies that resembled those of young boys. 
Using heights and weights from winners of the Miss America pageant, nutrition experts 
concluded that many beauty queens were in the undernourished range. In the 1920s, 
contestants had a body mass index in the range now considered normal (20 to 25). Since 
then, an increasing number of winners have had indexes under 18.5, which is the World 
Health Organization's standard for undernutrition.149

Similarly, a study of almost 50 years of Playboy centerfolds shows that the women 
have become less shapely and more androgynous since Marilyn Monroe graced the first 
edition with a voluptuous hourglass figure of 37-23-36. However, a magazine spokes
man comments, "As time has gone on and women have become more athletic, more in 
the business world and more inclined to put themselves through fitness regimes, their 
bodies have changed, and we reflect that as well. But I would think that no one with eyes 
to see would consider playmates to be androgynous."150 Fair enough. Indeed, a recent 
reexamination of centerfold data for the years 1979 to 1999 shows that the trend toward 
increasing thinness seems to have stabilized and may actually have begun to reverse. Still, 
although the women shown in the magazine became somewhat heavier over the 21-year 
period the researchers reviewed, the Playmates remain markedly below weights medical 
experts consider normal for their age group.151

Is the Ideal Getting Real?
Fed up because you don't get mistaken for a svelte supermodel on the street? Dove's 
well-known Campaign for Real Beauty that features women with imperfect bodies in their 
underwear may help. One ad reads, "Let's face it, firming the thighs of a size 8 supermodel 
wouldn't have been much of a challenge." Unilever initiated the campaign after its re
search showed that many women didn't believe its products worked because the women 
shown using them were so unrealistic.152 When the company asked 3,200 women around 
the world to describe their looks, most summed themselves up as "average" or "natural." 
Only 2 percent called themselves "beautiful."

Marketers of its Dove brand sensed an opportunity, and they set out to reassure women 
about their insecurities by showing them as they are—wrinkles, freckles, pregnant bellies, 
and all. Taglines ask "Oversized or Outstanding?" or "Wrinkled or Wonderful?" The brand 
also sponsored a survey of 1,800 American women to assess how they felt about their looks. 
Overall, they found that women were satisfied with who they are, and these positive feelings 
were even stronger in subgroups such as African American and Hispanic women, younger 
women, and wealthier women. Fifty-two percent of women between the ages of 18 and 39 
said that "looking beautiful" describes them very well, whereas 37 percent of women aged 
40 and older felt the same. Furthermore, 75 percent of the women agreed that beauty does 
not come from a woman's looks but from her spirit and love of life. Only 26 percent felt that 
our society uses reasonable standards to evaluate women's beauty.153

However, Unilever's experience with Chinese women reminds us again that appear
ance norms are strongly rooted in culture. Dove's Campaign for Real Beauty flopped in 
China; after the fact Unilever's research showed that many Chinese women do believe they 
can attain the kind of airbrushed beauty they see in advertising. As a result the company 
scrapped the campaign there and instead launched a Chinese version of Ugly Betty—a.
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There are 3 
who don ’t look lik

mn women 
ipermodels

THE BODY SHOP
KNOW YOUR MIND LOVE YOUR BODY

The Body Shop taps Into the growing 
sentiment against unrealistic ideals 
of beauty.
Source: Reproduced with the kind permission 
of The Body Shop International, pic.

successful American sitcom, which was in turn adapted from a Colombian telenovela. 
The show, Ugly Wudi, focuses on fictional ad agency employee Lin Wudi, who strives to 
unveil her own beauty, aided by the numerous Dove products that appear in the show. As 
you might expect, it helps that the actress who played Wudi has perfect skin and actually 
is quite attractive once you strip away the oversized glasses and the fake braces.154

Male Ideals of Beauty
We also distinguish among ideals of beauty for men in terms of facial features, mus
culature, and facial hair—who could confuse Justin Bieber with Johnny Depp? In fact, 
one national survey that asked both men and women to comment on male aspects of
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Advertising often reflects a dominant 
standard of beauty for men.
Source: Courtesy of Simplot Australia. appearance found that the dominant standard of beauty for men is a strongly mascu

line, muscled body—though women tend to prefer men with less muscle mass than men 
themselves strive to attain.155 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.156

Working on the Body
The Japanese company Wacoal recently launched a men's girdle 
to flatten big stomachs. Levi Strauss introduced Levi's Ultimate 
Lift 544, a new figure-enhancing jean for women. The new style 
creates a cup shape in each seat panel to mold the wearer's der- 
riere.157 No doubt, there's a lot of shaping going on out there.

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 prod
ucts 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 
appearances) to many marketing activities.

Fattism
As the expression "You can never be too thin or too rich" reminds us, it’s no secret that 
our society has an obsession with weight. The media continually bombard us with images 
of thin, happy people. In one survey, more than twice as many female respondents said 
they were concerned about their weight than about cancer, heart disease, or diabetes. 
Only 40 percent said they were satisfied with their physical appearance.158

Fattism is deeply ingrained in our culture: As early as nursery school age, children 
prefer drawings of peers in wheelchairs, on crutches, or with facial disfigurements to 
those of fat children. One survey of girls aged 12 to 19 reported that 55 percent said they 
see ads "all the time" that make them want to go on a diet.159 One advertising controversy 
from 2011 testifies to our thinness mania: It was bad enough when Pepsi unveiled its new 
"skinny" diet soda can. When the company paired the launch with Fashion Week—the 
huge promotion for an industry that celebrates skinny models (some of whom have died 
from anorexia)—the National Eating Disorders Association protested and Pepsi had to

OBJECTIVE 5
O u r d e s ire  to  live  up 

to  cu ltura l e xp e c ta tio n s  

o f a p p e a ra n c e  ca n be 

ha rm fu l.
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apologize. The organization also persuaded Apple to shut down its first iPod ad campaign 
because it was built around the message, "You can never be too thin or too powerful."160

Although Americans’ obsession with weight is legendary worldwide, a cultural prior
ity on thinness is spreading—even as obesity rates around the globe skyrocket:

•  In traditional Fijian culture the body ideal for females is, to put it delicately, robust. 
When a woman started to lose weight in Fiji, this was cause for concern and a sign of 
probable illness. Then, a few years ago the island finally got satellite TV feeds that ex
posed Fijians for the first time to American TV shows, such as Melrose Place and Beverly 
Hills 90210, that feature casts of skinny stars. Now the tables have turned, as teenage girls 
in Fiji exhibit eating disorders. A study found that teens who watched TV three or more 
nights per week were 50 percent more likely to feel too fat than were other girls. Partici
pants cited actresses such as Heather Locklear as inspiration to change their bodies.161 
As in Fiji, Egyptians traditionally preferred somewhat plumper women—and the belly 
dancing tradition encouraged this. Now, though, weight-loss diets are fashionable.

•  The head of Egyptian television announced that overweight female newscasters had
3 months to shed those extra pounds (10 to 20 pounds in most cases) or he would fire 
them. A popular television exercise show encourages weight loss—but in deference to 
Islamic sensibilities, the female exercisers wear only loose-fitting clothes even though 
they do aerobic exercises, and the women aren't allowed to breathe too heavily.162

•  Japan now requires companies and local governments to measure the waistlines of 
citizens between the ages of 40 and 74 as part of their annual checkups. Persons who 
exceed government limits—33.5 inches for men and 35.4 inches for women—are pro
vided with medical education. Eventually the government plans to impose financial 
penalties on organizations that fail to meet weight targets.163

•  Jump over to Europe, where the diet brand Slim-Fast tackled a common stereotype: 
British women are the plump ones on the beaches of Europe. The United Kingdom 
has the highest obesity rate in Europe; nearly one in five of all 15-year-olds are over
weight. The company ran ads that rally British women to lose weight or lose face to 
their sexier Continental counterparts in France, Spain, and Sweden. In one Slim-Fast 
ad, a French model says, "I love British women. They make me look great." In another 
spot, a shapely Spanish woman scolds, "Face it, British women, it's not last year's 
bikini getting smaller."164

Cosmetic Surgery
Consumers increasingly choose to have cosmetic surgery to change a poor body image 
or simply to enhance appearance.167 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.168 As the middle class booms in China, cosmetic surgery is now the 
fourth most popular way to spend discretionary income—only houses, cars, and travel 
rank higher. The most popular surgeries make eyes appear larger by adding a crease in 
the eyelid to form what doctors call a double eyelid. The second most popular operation 
raises the bridge of the nose to make it more prominent (the opposite of the typical nose 
job in the West). Young people often request these procedures as a high school gradua
tion present to enhance their prospects in the competitive job market.169

According to the American Academy of Cosmetic Surgery, doctors in the U.S.A. per
form nearly 860,000 cosmetic-surgery procedures each year—and men make up more 
than 150,000 of the patients. As cosmetic surgery becomes increasingly acceptable (even 
expected in some circles), consumers and the medical profession expand the scope of 
body parts they want to alter. Perhaps spurred by fashions such as low-rise jeans and 
spandex workout gear that call attention to the derrière, for example, buttock augmen
tation surgery is gaining in popularity. The operation typically costs about $20,000, so 
clearly it's not intended for the bottom of the market.170

The craze for "modifications" even extends to younger consumers who (one would 
think) don't need it—at least not yet. The American Society of Plastic Surgeons reports 
that about 12,000 Botox injections are given to U.S. teens aged 13 to 19 annually. Although
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Marketing Opportunity

The size and shape of the 
“average” U.S. consumer 
today is dramatically dif
ferent from what it was 

60 years ago. The U.S. government estimates 
that two-thirds of American adults are over
weight or obese. Nevertheless, apparel com
panies 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.

Those standards are finally starting to 
change, because the typical woman’s body 
is no longer as “petite” as it used to be. The 
most commonly purchased dress today is a 
size 14; it was a size 8 in 1985! Slowly but 
surely, standards change as many women 
reject the unrealistic body ideal of the waif 
and subscribe to the battle cry: “Big is beau
tiful!” The popularity of “full-figured” women, 
such as Oprah, Queen Latifah, and Rosie 
O’Donnell, and plus-size spokesmodels, such 
as Emme, also has helped to improve the self
esteem of larger women. In reality, plus-size 
clothes have been available for more than 
90 years, 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 stout 
women in the 1920s. Today, mass-market 
stores like Forever 21 and Target and expen
sive designers like Elie Tahari have turned 
their attention to the larger woman, and with 
good reason: In a recent 12-month period, 
the plus-size market increased 1.4 percent 
while the market for overall women’s apparel 
declined 0.8 percent.

In addition, standards based on this out
dated snapshot of U.S. women need to recog
nize the diversity of today’s ethnic population: 
According to current criteria, 78 percent of 
African American women and 72 percent of His
panic women are overweight, compared with 
58 percent of white women. Non-Caucasian 
body shapes differ as well: for example, His
panic Americans and Asian Americans tend to 
be shorter than their Caucasian counterparts.

The clothing industry can’t take the 
market potential of this segment lightly. 
Women spend about $47 billion on plus- 
size garments each year, which accounts 
for 20 percent of the total apparel market. 
Now, the apparel industry sponsors Size USA, 
an ambitious project to revamp the way we 
think about body size and shape. This sur
vey uses sophisticated 3-D body scanners to

there are some sound medical reasons for this, such as abnormal twitching of the eye
lid or involuntary contractions of neck muscles, apparently most young patients elect 
the treatment to address perceived imperfections such as a too-gummy smile and a too- 
square jaw. Some teenagers mistakenly think that Botox can prevent wrinkles.171

Virtually any body part is fair game for surgical alteration. Bellybutton reconstruction 
is a popular form of cosmetic surgery in Japan. The navel is an important part of Japanese 
culture, and mothers often save a baby's umbilical cord in a wooden box. In Japanese, 
a "bent navel" is a grouch, and a phrase meaning "give me a break" translates as "yeah, 
and I brew tea in my bellybutton." A popular insult among children is "Your mother has 
an outie."172 Interest in the United States tends to center elsewhere. Popular operations 
for men include the implantation of silicon pectoral muscles (for the chest) and even calf 
implants to fill out "chicken legs."173

Traveling upward, our culture tends to equate breast size with sex appeal. Consumer 
research that an underwear company performed demonstrates the impact of breast size 
on self-concept. While she conducted focus groups on bras, an analyst noted that small
chested women typically reacted with hostility when they discussed the subject. The 
participants would unconsciously cover their chests with their arms as they spoke and 
complained that the fashion industry ignored them. To meet this overlooked need, the 
company introduced a line of A-cup bras it called "A-OK"—and gave birth to a new mar
ket segment.

Some women elect to have breast augmentation procedures because they feel that 
larger breasts will increase their allure.174 Although some of these procedures have gener
ated controversy as a result of negative side effects, it is unclear whether potential medical 
problems will deter large numbers of women from choosing surgical options to enhance 
their (perceived) femininity. And, as Lisa discovered, many companies promote nonsur- 
gical alterations by pushing push-up bras that merely create the illusion of larger cleav
age. These products offer "cleavage enhancement" that uses a combination of wires and 
internal pads (the industry calls them "cookies") to create the desired effect.

OBJECTIVE 6 Body Decoration and Mutilation
Every culture dictates People in every culture adorn or alter their bodies in some way. 
certain types of body Decorating the self serves a number of purposes:175
decoration or mutilation.
__________________  •  To separate group members from nonmembers—The

Chinook, Native Americans of North America, 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 individual in the social organization—Many cultures engage in puberty 
rites during which a boy symbolically becomes a man. Some young men in part of 
Ghana paint their bodies with white stripes to resemble skeletons to symbolize the 
death of their child status. In Western cultures, this rite may involve some form of 
mild self-mutilation or engaging in dangerous activities.

•  To place the person in a gender category—The Tchikrin, Native Americans of South 
America, insert a string of beads in a boy's lip to enlarge it. Western women wear 
lipstick to enhance femininity. At the turn of the 20th century, small lips were fashion
able because they represented women's submissive role at that time.176 Today, big, 
red lips are provocative and indicate an aggressive sexuality. Some women, including 
a number of famous actresses and models, receive collagen injections or lip inserts to 
create large, pouting lips (insiders in the modeling industry call them "liver lips").17'

•  To enhance sex-role identification—We can compare the modern use of high heels, 
which podiatrists agree are a prime cause of knee and hip problems, backaches, and 
fatigue, with the traditional Asian practice of foot binding to enhance femininity. As 
one doctor observed, "When [women] get home, they can't get their high-heeled 
shoes off fast enough. But every doctor in the world could yell from now until Dooms
day, and women would still wear them."178
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#  To indicate desired social conduct—The Suya of South America wear ear ornaments 
to emphasize the importance placed on listening and obedience in their culture. In 
Western society, some gay men may wear an earring in the left or right ear to signal 
what role (submissive or dominant) they prefer in a relationship.

#  To indicate high status or rank—The Hidates, Native Americans of North America, 
wear feather ornaments that indicate how many people they have killed. In our so
ciety, some people wear glasses with clear lenses, even though they do not have eye 
problems, to enhance their perceived status.

#  To provide a sense of security—Consumers often wear lucky charms, amulets, and 
rabbits' feet to protect them from the "evil eye." Some modern women wear a "mug
ger whistle" around their necks for a similar reason.

Tattoos
Mattel Inc. recently released Totally Stylin' Tattoos Barbie, which comes with tiny tattoos 
her young owners can put on her body. The doll also comes with wash-off tats kids can 
use to ink themselves.179 The singer Beyonce also introduced a line of temporary tattoos 
at Sephora that include a photo of her in a blond updo draped over a motorcycle.180

Tattoos—both temporary and permanent—today are a popular form of body adorn
ment.181 Although consumers young and old (okay, 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 do in primitive cultures. Tattoos (from the Tahitian 
ta-tu) have deep roots in folk art. Until recently, the images were crude and were primar
ily death symbols (e.g., a skull), animals (especially panthers, eagles, and snakes), pinup 
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 sixth-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 con
centration camps. Marginal groups, such as bikers or Japanese yakuze (gang members), 
often use these emblems to express group identity and solidarity.

Today, a tattoo is a fairly risk-free way to express an adventurous side of the self. A 
Harris Poll reported that one-third of Americans aged 25 to 29 and one-fourth of those 
between 30 and 39 have tattoos. Consistent with our previous discussion, when we com
pare respondents who sport a tattoo to those who don't, the latter are more likely to think 
that people who have one are deviant and rebellious. In contrast, one-third of those who 
do have a tattoo say it makes them feel sexier.182

As more people jump on the tattoo bandwagon (the FDA estimates that 17 million 
Americans have gotten inked), it's inevitable that some of them will regret this decision 
later (perhaps when they wake up in the morning?). Tattoo removal centers with names 
such as Dr. Tattoff, Tat2BeGone, and Tattoo MD meet the need to deal with so-called "tat
too regret." One industry member estimates that as many as 100,000 Americans undergo 
tattoo removal each year. Unfortunately—at least for now—it's a lot more complicated 
to remove a tattoo than to put one on you. A design that cost several hundred dollars 
could require several thousand dollars and many laser sessions to remove. A special laser 
device shatters tattoo pigment into particles that the body's lymphatic system clears. Full 
removal takes an average of eight treatments, spaced at least a month apart, using dif
ferent lasers for different colored inks.183 The moral: Before you get a significant other's 
name etched onto your body, be pretty sure you plan to stay together.

Body Piercing
Decorating the body with various kinds of metallic inserts also has evolved from a prac
tice 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 "Cryin'," in which Alicia Silverstone gets both a navel ring and 
a tattoo.184 Piercings can range from a hoop protruding from a navel to scalp implants;

measure the complete physical dimensions of
10,000 people who represent the entire U.S. 
population. If and when these new standards 
make their way into designers’ lines, today’s 
size 14 might become tomorrow’s size 8.

Furthermore, while many companies such 
as NutriSystem, Jenny Craig, and Weight 
Watchers address the need to lose weight, 
other companies see a chance to earn their 
weight in gold. One of these is the Casual 
Male Retail Group, which owns Casual Male 
XL, the nation’s largest chain of men’s plus- 
size clothing and apparel stores. The com
pany targets the largely untapped market for 
specialty products that make life easier for 
the growing population of obese men and 
women. In its LivingXL catalog, you can buy a 
lawn chairthat supports up to 800 pounds, or 
a “Big John” toilet seat with a 1,200-pound 
capacity.165

Still, the plus-size market can be a tough 
sell. As the woman who founded “Full-Figured 
Fashion Week” observed, "I’ve been told sev
eral times that no one fantasizes about be
ing a plus-size woman, and that’s probably 
true, but the fact remains that you have to 
work with what you have.” Larger women have 
some shopping issues their smaller counter
parts don’t worry about. Some don’t like to 
try on clothes in the same fitting rooms as 
smaller women. Plus-size stocks take up 
valuable storage space, and not everyone is 
big in the same way, meaning stores cannot 
count on, say, a size 16 dress fitting most 
180-pound women-one might have a larger 
torso, another bigger thighs and another 
wider hips. Big opportunities wait for compa
nies to address the needs of larger women: 
women’s plus-size clothing still makes up 
only 17 percent of the women’s apparel mar
ket today, even though many of us get bigger 
each year.166
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Body piercing has become a form of 
expression for young people the world over.
Source: Used with permission of Tattoo Arts 
Magazine and Art and Ink Enterprise.

where metal posts are inserted in the skull (do not try this at home!). Publications such 
as Piercing Fans International Quarterly see their circulations soar, and Web sites attract 
numerous followers.

Body Image Distortions
In less than two months, four young Brazilian women died in widely publicized cases of 
anorexia, which sparked an international debate about body image and eating disorders. 
The first to die was a 21-year-old model who stood 5 feet, 8 inches tall but weighed slightly 
more than 80 pounds when she collapsed at a fashion shoot in Japan. In Spain, the gov
ernment imposed a controversial ban on extremely thin models as measured by their 
body mass index, or BMI (a formula that takes into account both height and weight). It 
requires a BMI greater than 17.4 for female models younger than 18 years old, or 18.5 for 
models older than 18 years old. For a 5-foot, 9-inch model older than 18, that translates to
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a weight requirement of 126 pounds. Unilever, in turn, banned the use of so-called "size 
0" models in its ads for products ranging from Lux shower gel and Sunsilk shampoo to 
Slim-Fast diet drinks.185

Some people exaggerate the connection between self-esteem and appearance to 
such an extent that they sacrifice their health to attain what they consider to be a desir
able body image. Women in particular tend to pick up messages from the media that the 
quality of their bodies reflects their self-worth, so it is not surprising that most (though 
certainly not all) major distortions of body image occur among females.

Men do not tend to differ in ratings of their current figure, their ideal figure, and the 
figure they think is most attractive to women. In contrast, women rate both the figure they 
think is most attractive to men and their ideal figure as much thinner than their actual fig
ure.186 In one survey, two-thirds of college women admitted that they resort to unhealthy 
behavior to control weight. Advertising messages that convey an image of slimness help 
to reinforce these activities when they arouse insecurities about weight.187

Researchers link a distorted body image to eating disorders, which are particularly 
prevalent among young women. People with anorexia perceive themselves as too fat, 
and they virtually starve themselves in the quest for thinness. This condition often results 
in bulimia, which involves two stages. First, binge eating occurs (usually in private), in 
which a person may consume more than 5,000 calories at one time. The binge is followed 
by induced vomiting, abuse of laxatives, fasting, or overly strenuous exercise—a "purg
ing" process that reasserts the woman's sense of control.

Most eating disorders occur among white, upper-middle-class teens and college-age 
women. Victims often have brothers or fathers who are hypercritical of their weight, and 
these disorders are also associated with a history of sexual abuse.188 In addition, one's 
peers can encourage binge eating; groups such as athletic teams, cheerleading squads, 
and sororities may reinforce this practice. In one study of a college sorority, members' 
popularity within the group increased the more they binged.189

Although about 90 percent of the teens whom doctors treat for eating disorders are 
female, body image disturbances in men may be more widespread than most of us be
lieve. Psychiatrists report increasing cases of body dysmorphic disorder (an obsession 
with perceived flaws in appearance) among young males (the average age of onset is 15). 
Symptoms of this disorder include excessive checking of mirrors and attempts to cam
ouflage imagined deformities. Eating disorders in males are especially common among 
jockeys, boxers, and other athletes who must conform to weight requirements.191

As with women, media images and products encourage men to attain an unrealistic 
physique; as we've seen recently in the steroid scandals plaguing major league sports, 
professional athletes certainly are not immune to this pressure. Consider, for example, 
that if the dimensions of the original GI Joe action figure were projected onto a real 5-foot 
10-inch man, he would have a 32-inch waist, a 44-inch chest, and 12-inch biceps. Or how 
about the same exercise for the Batman action figure: If this superhero came to life, he 
would boast a 30-inch waist, 57-inch chest, and 27-inch biceps.192 Holy steroids, Robin!

The Tangled Web
v sm m iL At least 400 Web sites 

attract young people with 
“ana” and “mia,” nick
names for anorexia and 

bulimia. These “communities” offer tips on 
crash dieting, bingeing, vomiting, and hiding 
weight loss from concerned parents. Group 
dieting is a growing problem as consumers 
patronize blog rings devoted to excessive 
weight loss-especially when they challenge 
female college students to lose as much 
weight as possible before events such as 
spring break. In one typical post, a woman 
confessed to eating “one cracker, one straw
berry and a little bit of soup” in a 24-hour 
period, whereas another recounted a lunch of 
a slice of mango and a stick of gum. These 
sites, often adorned with photos of ultrathin 
celebrities and slogans such as “Diet Coke Is 
Life” appeal to followers of an underground 
movement called pro-ana (pro-anorexia) 
who sometimes identify themselves in public 
when they wear red bracelets. As one blog 
proclaims, “Welcome to the Pro-Ana Webring! 
Our Mission: To assist all who walk Ana’s 
Path in connecting with like-minded individu
als who also Live with AN, EDNOS-restrictive 
subtype, and/or are practitioners of Volitional 
Anorexia.”190

CHAPTER SUMMARY

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

1. The self-concept strongly influences consumer behavior.

Consumers' self-concepts are reflections of their attitudes 
toward themselves. Whether these attitudes are positive 
or negative, they will help to guide many purchase deci
sions; we can use products to bolster self-esteem or to 
"reward" the self.

2. Products often play a pivotal role in defining the self- 
concept.

We choose many products because we think that 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
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national monuments to define the self, when they incor
porate these into the extended self.

3. Society’s expectations of masculinity and femininity 
help to determine the products we buy to be consistent 
with these expectations.

A person's sex-role identity is a major component of self
definition. Conceptions about masculinity and femininity, 
largely shaped by society, guide the acquisition of "sex- 
typed" products and services.

The media play a key role in teaching us how to be
have as "proper" males and females. Advertising and 
other media play an important role because they socialize 
consumers to be male and female. Although traditional 
women's roles have often been perpetuated in advertis
ing depictions, this situation is changing somewhat. The 
media do not always portray men accurately either.

4. The way we think about our bodies (and the way our 
culture tells us we should think) is a key component of 
self-esteem.

A person's conception of his or her body also provides 
feedback to self-image. A culture communicates specific

ideals of beauty, and consumers go to great lengths to at
tain these. Many consumer activities involve manipulat
ing the body, whether through dieting, cosmetic surgery, 
piercing, or tattooing.

5. Our desire to live up to cultural expectations of appear
ance can be harmful.

Sometimes these activities are carried to an extreme, as 
people try too hard to live up to cultural ideals. One com
mon manifestation is eating disorders, diseases in which 
women in particular become obsessed with thinness.

6. Every culture dictates certain types of body decoration 
or mutilation.

Body decoration or mutilation may serve such functions 
as separating group members from nonmembers, mark
ing the individual's status or rank within a social organi
zation or within a gender category (e.g., homosexual), or 
even providing a sense of security or good luck.
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REVIEW

1 How do Eastern and Western cultures differ in terms of 
how people think about the self?

2 List three dimensions that describe the self-concept.
3 Compare and contrast the real versus the ideal self. List 

three products for which a person is likely to use each 
type of self as a reference point when he or she considers a 
purchase.

4 What does "the looking-glass self" mean?
5 How do feelings about the self influence the specific brands 

people buy?

6 Define the extended self and provide three examples.
7 What is the difference between agentic and communal goals?
8 Is masculinity/femininity a biological distinction? Why or 

why not?
9 Give two examples of sex-typed products.

10 What is body cathexis?
11 Have ideals of beauty in the United States changed during 

the past 50 years? If so, how?
12 What is fattism?
13 How did tattoos originate?
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CONSUMER BEHAVIOR CHALLENGE

■ DISCUSS
1 Shopping for back-to-school “basics" used to mean 

T-shirts, jeans, socks, and some notebooks. Now, many 
parents have a new item to add to the list: tattoos. About 
45 percent of parents polled say that hair highlights, teeth 
whitening, even tattoos are among the items they will buy 
their kids to go back to school.193 What (if any) age is ap
propriate for kids to get these grownup additions?

2 Should potential employers have the right to look at your 
personal Facebook page before they extend a job offer?

3 No doubt one of the biggest marketing buzzwords over the 
past decade is metrosexual: a straight, urban male who is 
keenly interested in fashion, home design, gourmet cook
ing, and personal care. A gay writer named Mark Simpson 
actually coined the term way back in a 1994 article when 
he "outed" British (and now American) soccer star and pop 
icon David Beckham as a metrosexual. Simpson noted that 
Beckham is "almost as famous for wearing sarongs and 
pink nail polish and panties belonging to his wife, Victoria 
(aka Posh from the Spice Girls), as he is for his impressive 
ball skills."194 Hype aside, how widespread is the metro
sexual phenomenon? Do you see men in your age group 
changing their ideas about acceptable interests for males 
(e.g., home design, cooking, etc.)?

4 How prevalent is the Western ideal of beauty among your 
peers? How do you see this ideal evolving now (if at all)?

5 Some historians and social critics say our obsession with 
thinness is based less on science than on morality. They 
equate our society's stigmatizing of obese people (treating 
them as "sick," disabled, or weak) with the Salem witch tri
als or McCarthyism (the paranoid anticommunism move
ment of the 1950s). These critics argue that the definition 
of obesity has often arbitrarily shifted throughout history. 
Indeed, being slightly overweight was once associated with 
good health (as we've seen, in some parts of the world, it 
still is) in a time when many of the most troubling illnesses 
were wasting diseases such as tuberculosis. Plumpness 
used to be associated with affluence and the aristocracy 
(King Louis XIV of France padded his body to look more 
imposing), whereas today it is associated with the poor and 
their supposedly bad eating habits.195

6 Some authorities are so concerned about the practice of 
sexting that they are trying to prosecute young people who 
do this for distributing child pornography. How does sex
ting reflect on a consumer's self-concept? Should it be a 
matter for concern?

7 Should fast-food restaurants be liable if customers sue 
them for contributing to the customers' obesity?

8 How might the creation of a self-conscious state be re
lated to consumers who are trying on clothing in dress
ing rooms? Does the act of preening in front of a mirror 
change the dynamics by which people evaluate their prod
uct choices? Why?

9 Is it ethical for marketers to encourage infatuation with the 
self?

10 To date, the bulk of advertising targeted to gay consumers 
has been placed in exclusively gay media. If it were your 
decision to make, would you consider using mainstream 
media as well to reach gays, who constitute a significant 
proportion of the general population? Or, remembering 
that members of some targeted segments have serious 
objections to this practice, especially when the product 
(e.g., liquor, cigarettes) may be viewed as harmful in some 
way, should marketers single out gays at all?

11 Some consumer advocates have protested the use of 
super-thin models in advertising, claiming that these 
women encourage others to starve themselves to attain the 
"waif” look. Other critics respond that the media's power 
to shape behavior has been overestimated, and that it is in
sulting to people to assume that they are unable to separate 
fantasy from reality. What do you think?

12 Does sex sell? There's certainly enough of it around, 
whether in print ads, television commercials, or on Web 
sites. When Victoria’s Secret broadcast a provocative fash
ion show of skimpy lingerie live on the Web (after adver
tising the show on the Super Bowl), 1.5 million visitors 
checked out the site before it crashed as a result of an ex
cessive number of hits. Of course, the retailer was taking a 
risk because, by its own estimate, 90 percent of its sales are 
to women. Some of them did not like this display of skin. 
One customer said she did not feel comfortable watching 
the Super Bowl ad with her boyfriend: "It's not that I'm of
fended by it; it just makes me feel inferior." Perhaps the ap
propriate question is not does sex sell, but should sex sell? 
What are your feelings about the blatant use of sex to sell 
products? Do you think this tactic works better when sell
ing to men than to women? Does exposure to unbelievably 
attractive men and women models only make the rest of us 
"normal" folks unhappy and insecure? Under what condi
tions (if any) should sex be used as a marketing strategy?

13 Some activists object to Axe's male-focused marketing; they 
claim that its commercials demean women. In contrast, 
Dove's campaign has been applauded because it promotes 
a healthy body image for girls. Guess what? Both Axe and 
Dove are owned by Unilever. Is it hypocritical for a big com
pany to sponsor positive messages about women in one of 
its divisions while it sends a different message in another?196

14 Millions of people have posted photos at Hot or Not, a pop
ular Web site two engineers founded where visitors rate 
each picture on a scale from 1 to 10. One of the site's cre
ators remembers, "Basically, we were sitting around drink
ing beers in the middle of the afternoon when a comment 
Jim made about a woman he had seen at a party made us 
think, wouldn't it be cool if there was a Web site where 
you could tell if a girl was a perfect 10?" The phenomenal
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success of the site spawned hundreds of copycats, many 
of them not exactly the PG-rated environment this site of
fers. Some of the photos people send in aren't what you 
would call flattering (especially the ones submitted as jokes 
on unsuspecting friends); one possible explanation is the 
psychological concept of self-handicapping, where we set

ourselves up for failure so that in case ratings are low we 
can blame the picture rather than ourselves. Another is 
that the world is crowded with people so hungry for atten
tion that they will submit to any number of indignities to 
have others look at them. What do you think—is this prac
tice hot or not?197

■ APPLY
1 Watch a set of ads on TV that feature men and women. Try 

to imagine the characters with reversed roles (i.e., the 
male parts played by women and vice versa). Can you 
see any differences in assumptions about sex-typed 
behavior?

2 Construct a "consumption biography" of a friend or fam
ily member. Make a list of or photograph his or her favor
ite possessions, and see if you or others can describe this 
person's personality just from the information provided by 
this catalog.

3 Interview victims of burglaries, or people who have lost 
personal property in floods, hurricanes, or other natural di
sasters. How did they go about reconstructing their posses
sions, and what effect did the loss appear to have on them? 
Similarly, poll your class: If their house or apartment was 
on fire and they could only take one possession with them 
as they evacuate, what would it be?

4 Locate additional examples of self-esteem advertising. 
Evaluate the probable effectiveness of these appeals. Is it 
true that "Flattery gets you everywhere?"

M yM arketingLab N o w  th a t you h a ve  c o m p le te d  th is  ch ap ter, retu rn  to www 
.pearsonglobaleditions.com/mymarketinglab to a p p ly co n cep ts  and explore th e additional stu dy m aterials.

Case Study
RIDING THE PLUS-SIZE WAVE
For years, Hollywood and the advertising media perpetuated 
a stereotypical image of womenẵ As a result, many consumers 
have the unrealistic expectation that many women are (or should 
be) poreless, hipless, silken-haired, high-cheekboned, size 0, 
20-year-old goddesses. But is this beauty myth finally changing? 
Companies like Charming Shoppes, Inc., parent to plus-size re
tailer Lane Bryant, are doing their darnedest to see that it doesắ

Lane Bryant was founded in 1900 in New York as the first 
women's apparel retailer devoted exclusively to plus sizes. 
Acquired by Charming Shoppes, Inc., in 2001 from Limited 
Brands Inc., Lane Bryant is part of the retail holding company's 
strategic plan to pull itself back from the brink of bankruptcy. 
Now, 74 percent of Charming Shoppes' revenue comes from 
sales of plus-size apparel.

The future looks even brighter. The apparel industry de
fines plus-size as 14 and up—today that includes 62 percent of 
American women. According to Mintel, the plus-size-clothing 
sector rang up $34 billion in sales in 2008. Although this shift in 
demographics bodes well for Lane Bryant, the increase in the 
plus-size market does not directly translate into heftier sales. 
Plus-size customers tend to spend less as a percentage of their 
disposable income on apparel compared with women who 
are junior and misses sizesỄ Most analysts attribute this gap 
to the fact that retailers have not done a good job of making

fashionable clothing available to larger women. According to 
one executive, "People are more accepting of their bodies to
day, and I think there has been a positive influence with role 
models. Years ago, manufacturers were only interested in mak
ing low-end plus-size merchandise because they thought cus
tomers were always in transition. Now no longer."

Lane Bryant is fighting this tide. With new product lines 
and promotional campaigns, the company sends the message 
that it's not only OK to be a plus-size, but that women in this 
category can be as stylish as anyone. Lane Bryant focuses on en 
vogue styles previously available only to more modestly sized 
shoppers. Its strategy includes offering larger sizes in the up
scale Seven Jean Collection. It also includes an expansion into 
the lingerie category with its new Cacique brand. In addition 
to selling lingerie in Lane Bryant stores, Charming Shoppes is 
positioning itself as a Victoria's Secret competitor by opening 
dozens of stand-alone Cacique stores.

Other retailers are noticing this market and beginning to 
make a move. Will Lane Bryant's efforts change how society 
perceives the "typical" woman? Charming Shoppes' recent 
financial performance seems to indicate that this may be the 
case. Revenue for 2008 was at just over $3 billion. In addition, 
the company claims to rank number two in women's plus-size 
sales overall behind Walmart.

Other retailers are also getting in the game. Hot Topic, Gap/ 
Old Navy, Target, Lands' End, Saks Fifth Avenue, and Macy's
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are among national retailers offering or expanding their assort
ments of plus apparel sizes and increasing promotional efforts 
for this category. With these industry changes, who knows what 
images of women the media of the future will celebrate?

DISCUSSION QUESTIONS

1 Explain the success that Lane Bryant is currently experi
encing in relation to self-concept, self-esteem, and self- 
consciousness. How can the plus-size industry leverage 
what we know about consumer behavior to address self
esteem issues?

2 Discuss the real-world changes that appear to be occur
ring with respect to media images of women. What are the 
reasons for this?

3 How do you reconcile the greater degree of acceptance 
of plus-size women with the parallel emphasis our soci
ety continues to place on thinness (as evidenced by the 
billions we spend on diet products, exercise, and so on)? 
Given the health problems associated with obesity (heart 
disease, diabetes, etc.) should the industry continue to en
courage this acceptance?

Sources: http://cacique.lanebryant.com , accessed June 13, 2011; www 
.spoke.com, accessed May 23, 2009; "Plus Size Teens and Women—US— 
November 2008," Mintel Oxygen, accessed May 23, 2009; Leigh Gragan, 
"Looking Good: Plus-Size Styles Are All about the Fashion," McClatchy 
Tribune Business News (M arch 26, 2008); Keiko Morris, "Finding Both 
Fashion and Fit: Plus-Size Retailing Is Becoming Hot as Demand Grows for 
Trendy Clothing in Size 14 and Up," Knight Ridder Tribune Business News 
(May 28, 2007): 1.
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Chapter 6 Personality 
and Psychographics

Chapter
Objectives

When you finish reading this chapter you will understand why:

1. A consumer’s personality influences the way he responds to marketing stimuli, but efforts 
to use this information in marketing contexts meet with mixed results.

2. Psychographics go beyond simple demographics to help marketers understand and reach 
different consumer segments.

3. Consumer activities can be harmful to individuals and to society.

M y M arketi ngLab
Vis itwww.pearsonglobaleditions.com/ 
mymarketinglab to  find  a c tiv itie s  th a t 
he lp  you lea rn  a n d  re vie w  in o rd e r to  
s u c c e e d  in th is  ch ap ter.
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Jackie and Hank, executives in a high-powered 

Los Angeles advertising agency, are exchang

ing ideas about how they are going to spend 

the big bonus everyone in the firm is getting for landing a new account-quite a feat when most agen

cies are laying off people instead of adding new business! They can’t help but snicker at their friend 

Rose in accounting, who avidly surfs the Internet for information about a state-of-the-art home theater 

system she plans to install in her condo. What a couch potato! Hank, who fancies himself a bit of a 

daredevil, plans to blow his bonus on a thrill-seeking trip to Colorado, where a week of outrageous 

bungee jum ping awaits him (assum ing he lives to tell about it, but that uncertainty is half the fun). 

Jackie replies, “Been there, done t h a t . . .  Believe it or not, I’m staying put right here-heading over to 

Santa Monica to catch some waves.” Seems that the surfing bug has bitten her since she stumbled 

onto Jetty Girl, an online resource for women who surf.1

Jackie and Hank marvel at how different they are from Rose, who’s content to spend her down

time watching sappy old movies or actually reading books. All three make about the same salary, and 

Jackie and Rose were sorority sisters at USC. How can their tastes be so different? Oh well, they figure, 

that’s why they make chocolate and vanilla.

Source: Mana Photo/Shutterstock.

o b je c tiv e  i  Personality
A  c o n s u m e r’s p e rs o n a lity

in flu e n c e s  th e  w a y  he 

re s p o n d s  to  m a rk e tin g  

stim u li, b u t e ffo rts  to 

u se  th is  in fo rm a tio n  in 

m a rk e tin g  c o n te xts  m e e t

Jackie and Hank are typical of many people who search for new 
(and even risky) ways to spend their leisure time. This desire 
translates into big business for the "adventure travel" industry, 
which provides white-knuckle experiences.2 In the old days, the 
California beach culture relegated women to the status of land- 

with mixed results. locked "Gidgets" who sat on shore while their boyfriends rode
the surf. Now (spurred by the female surfers in the movie Blue 

Crush), women fuel the sport's resurgence in popularity. Roxy rides the wave with its col
lections of women's surf apparel; it even includes a feature on its Web site that lets users 
design their own bikinis.3

Just what does make Jackie and Hank so different from their more sedate friend Rose? 
One answer may lie in the concept of personality, which refers to a person's unique psy
chological makeup and how it consistently influences the way a person responds to her 
environment. Do all people have personalities? Certainly we can wonder about some we 
meet! Actually, even though the answer seems like a no-brainer, some psychologists ar
gue that the concept of personality may not be valid. Many studies find that people do not 
seem to exhibit stable personalities. Because people don't necessarily behave the same 
way in all situations, they argue that this is merely a convenient way to categorize people.

Intuitively, this argument is a bit hard to accept, because we tend to see others in a 
limited range of situations, and so they do  appear to act consistently. However, we each
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CB AS I SEE IT
Professor Donna L. Hoffman, University of California, Riverside

H low and why do consum ers use 
social media? As social media applica
tions continue to proliferate and the 
dynamics of online social interaction 
continue to evolve, consum er behavior 
researchers are calling for a deeper 
understanding of consum ers’ use 
of social media so that theoretically 
consistent models linking consum er 
motivations, social media goals, and 
perceptions of well-being can be con
structed. The need for such models 
is increasingly acute as consumer 
participation in new forms of social 
media increases and marketers seek  
to incorporate into their content ap
plications those social components 
that best satisfy consum ers’ basic 
needs and lead to the most positive 
outcomes.

My colleague Professor Tom Novak 
and I have proposed that the funda
mental interactivity of social media 
allows for four higher-order goals: con
nect, create, consum e, and control. 
These “4 C s” capabilities of social 
media undoubtedly explain in part why 
so many people spend so much of 
their time using social media and why 
social media are so popular. Although 
there has been a surge of research 
lately examining social media usage, 
few studies are based or focused on

a conceptual framework that can help 
explain what drives use and how us
age goals relate subjective well-being.

To address this gap, we designed 
two large-scale studies to evaluate 
how consumer motivations may differ
entially drive social media goal pursuit 
and investigate how those goals and 
subjective well-being are associated. 
Individuals for whom social media satis
fies needs should experience a positive 
impact on well-being. This line of rea
soning is closely related to the idea of 
optimal online experience we pursued in 
our previous research, where we found 
that individuals who experience flow 
during their online navigational experi
ences are more likely to achieve posi
tive outcomes compared to individuals 
who cannot attain these compelling on
line experiences. For both studies, we 
used our 4Cs of connecting, creating, 
consuming, and controlling social media 
experiences to organize consumers’ 
social media goals.

In the first study, we examined so
cial media goal pursuit in the context 
of the core social motive of the need 
to relate, the additional fundamental 
needs for autonomy and competence, 
individuals’ orientation toward intrin
sic and external locus of causality, 
and two aspects of self-esteem in the 
context of social identity. Results sug
gested that connect goals (“social” 
goals) are associated with relatedness 
needs, an external locus of control, 
intrinsic motivation to connect with 
others, and positive evaluations of 
the social media groups to which 
consum ers belong (private collective 
self-esteem). Consum ers’ pursuit to 
create goals is associated with au
tonomy, competence, and relatedness

needs; an external locus of control; 
higher social media involvement; and 
contribution to sense of self (identity 
self-esteem). Consume goals (“non- 
social" goals) appear to be intrinsically 
motivated and negatively associated 
with autonomy and competence. 
Control goals satisfy autonomy and 
competence needs, and are associ
ated with an external locus of causality 
and social media knowledge.

In the second study, we evaluated 
whether individuals with different pri
mary 4Cs social media goals differed 
in terms of their perceptions of well
being. We found a clear link between 
differential social media goal pursuit 
and subjective well-being (connectors 
and creators are happiest), with clear 
differences in term s of the higher-order 
focus of the online interaction (con
nectors are happiest pursuing person- 
interaction while creators are happiest 
pursuing content-interaction).

Our findings that different social 
media goals are supported by differ
ent needs and motivations and do 
not relate equally to perceptions of 
well-being have important implications 
for research and marketing practice. 
The results may help researchers un
derstand whether and how increased 
participation in social media will en
hance well-being. Marketing managers 
believe that social media offer the 
potential for the “killer app,” and one 
recurring question is how marketers 
can develop applications that are more 
“social.” Marketers can use the re
sults to help focus strategic efforts as 
they examine the relationship between 
social media goals and consum er re
sponse to marketing efforts in interac
tive media environments.

know that we ourselves are not all that consistent; we may be wild and crazy at times and 
serious and responsible at others. Although certainly not all psychologists have aban
doned the idea of personality, many now recognize that a person's underlying char
acteristics are but one part of the puzzle, and situational factors often play a very large 
role in determining behavior.4 Still, marketing strategies often include some aspects of 
personality.
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Consumer Behavior on the Couch: Freudian Theory
Sigmund Freud proposed the idea that much of one's adult personality stems from a 
fundamental conflict between a person's desire to gratify her physical needs and the ne
cessity to function as a responsible member of society. This struggle is carried out in the 
mind among three systems. (Note: These systems do not refer to physical parts of the 
brain.) Let's quickly review each.

Freudian Systems
The id is about immediate gratification—it is the "party animal" of the mind. It operates 
according to the pleasure principle; that is, our basic desire to maximize pleasure and 
avoid pain guides our behavior. The id is selfish and illogical. It directs a person's psychic 
energy toward pleasurable acts without any regard for consequences.

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

This ad focuses on the conflict between the 
desire for hedonic gratification (represented 
by the id) versus the need to engage in 
rational, task-oriented activities (represented 
by the superego).
Source: Used with permission of United Airlines.
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mediates between the id and the superego. It's 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 con
flicts occur on an unconscious level, so the person is not necessarily aware of the underly
ing reasons for his or her behavior.

Consumer researchers have adapted some of Freud's ideas. In particular, his work 
highlights the potential importance of unconscious motives that guide our purchases. 
The implication is that consumers cannot necessarily tell us their true motivation when 
they choose products, even if we can devise a sensitive way to ask them directly. The 
Freudian perspective also raises the possibility that the ego relies on the symbolism in 
products to compromise between the demands of the id and the prohibitions of the su
perego. The person channels her unacceptable desire into acceptable outlets when she 
uses products that signify these underlying desires. This is the connection between prod
uct 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 
vicariously experiences the forbidden fruit.

Sometimes a Cigar Is Just a Cigar
Most Freudian applications in marketing relate to a product's supposed sexual symbolism. 
For example, some analysts speculate that owning a sports car is a substitute for sexual 
gratification (especially for men going through a "midlife crisis"). Indeed, some people 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 when it describes one model as "what hap
pens when you cross sheet metal and desire." Other approaches focus on male-oriented 
symbolism—so-called phallic symbols—that appeals to women. Although Freud 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 believed communicate repressed desires in the form of symbolically rich stories.

Motivational Research
In the 1950s, motivational research borrowed Freudian ideas to understand the deeper 
meanings of products and advertisements. This approach adapted psychoanalytical 
(Freudian) interpretations with a heavy emphasis on unconscious motives. It basically 
assumed that we channel socially unacceptable needs into acceptable outlets—including 
product substitutes.

This perspective 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 sam
ple, a motivational researcher talks to only a few people, but probes deeply into each 
respondent's purchase motivations. A depth interview might take several hours, and it's 
based on the assumption that the respondent cannot immediately articulate his latent or 
underlying motives. A carefully trained interviewer can derive these only after extensive 
questioning and interpretation.

Ernest Dichter, a psychoanalyst who trained with Freud's disciples in Vienna in the 
early part of the 20th century, pioneered this work. Dichter conducted in-depth inter
view studies on more than 230 different products, and actual marketing campaigns in
corporated many of his findings.5 For example, Esso (now Exxon in the United States) 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 un
dertones. Table 6.1 provides a summary of major consumption motivations he identified.

Some critics reacted to the motivational studies that ad agencies conducted in much 
the same way they did to subliminal perception studies (see Chapter 2). They charged 
that this approach gave advertisers the power to manipulate consumers.6 However,
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TABLE 6.1 A Motivational Researcher Identifies Consumption Motives

Motive Associated Products

Power-masculinity-virility

Security

Eroticism

Moral purity-cleanliness

Social acceptance

Individuality

Status

Femininity

Reward

Mastery over environment

Disalienation (a desire to 
feel connectedness to things)

Magic-mystery

Power: Sugary products and large breakfasts (to charge oneself up), bowling, electric trains, hot rods, power tools 
MascuIinity-viriIity: Coffee, red meat, heavy shoes, toy guns, buying fur coats for women, shaving with a razor

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

Sweets (to lick), gloves (to be removed by woman as a form of undressing), a man lighting a woman’s cigarette 
(to create a tension-filled moment culminating in pressure, then relaxation)

White bread, cotton fabrics (to connote chastity), harsh household cleaning chemicals (to make housewives feel moral 
after using), bathing (to be equated with Pontius Pilate, who washed blood from his hands), oatmeal (sacrifice, virtue)

Companionship: Ice cream (to share fun), coffee, Love and affection: Toys (to express love for children), sugar and 
honey (to express terms of affection) Acceptance: Soap, beauty products

Gourmet foods, foreign cars, cigarette holders, vodka, perfume, fountain pens

Scotch: ulcers, heart attacks, indigestion (to show one has a high-stress, important job!), carpets (to show one does 
not live on bare earth like peasants)

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

Cigarettes, candy, alcohol, ice cream, cookies

Kitchen appliances, boats, sporting goods, cigarette lighters

Home decorating, skiing, morning radio broadcasts (to feel “in touch” with the world)

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

Source: Adapted from Jeffrey F. Durgee, “Interpreting Dichter’s Interpretations: An Analysis of Consumption Sym bolism ,” in The Handbook of Consumer Motivation, Marketing 
and Semiotics: Selected Papers from the Copenhagen Symposium, eds. Hanne Hartvig-Larsen, David Glen Mick, and Christian Alstead (Copenhagen, 1991).

many consumer researchers felt the research lacked sufficient rigor and validity because 
the interpretations are so subjective.7 Because the analyst bases his conclusions on his 
own judgment after he interviews a small number of people, critics were dubious about 
whether the findings would generalize to a larger market. In addition, because the origi
nal motivational researchers were heavily influenced by orthodox Freudian theory, their 
interpretations usually involved sexual themes. This emphasis tends to overlook other 
plausible causes for behavior. Still, motivational research had great appeal to at least 
some marketers for several reasons, including these:

•  Motivational research is less expensive to conduct than large-scale, quantitative 
survey data collection because interviewing and data-processing costs are relatively 
minimal.

•  The knowledge a company derives from motivational research may help it develop 
marketing communications that appeal to deep-seated needs and thus provide a 
more powerful hook to reel in consumers. Even if they are not necessarily valid for all 
consumers in a target market, these insights can still be valuable to an advertiser who 
wants to create copy that will resonate with customers.

•  Some of the findings seem intuitively plausible after the fact. For example, motiva
tional studies concluded that we associate coffee with companionship, that we avoid 
prunes because they remind us 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 obser
vation that women equate the act of baking a cake with birth, or that men are reluctant to
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give blood because they feel it drains their vital fluids. However, we do sometimes say a 
pregnant woman has "a bun in the oven," and Pillsbury claims that "nothing says lovin' 
like something from the oven." When the Red Cross hired motivational researcher Dich- 
ter to boost blood donation rates, he did report that men (but not women) tend to drasti
cally overestimate the amount of blood they give. As a result, the Red Cross counteracted 
men's fear of losing their virility when the organization symbolically equated the act of 
giving blood with fertilizing a female egg: "Give the gift of life." Despite its drawbacks, 
some ad agencies today still use some forms of motivational research. The approach is 
most useful, however, when we use it as an exploratory technique to provide insights that 
inform more rigorous research approaches.

Neo-Freudian Theories
Freud's work had a huge influence on subsequent theories of personality. Although he 
opened the door to the realization that explanations for behavior may lurk beneath the 
surface, many of his colleagues and students felt that an individual's personality is more 
influenced by how he handles relationships with others than by how he resolves sexual 
conflicts. We call these theorists neo-Freudian (meaning following from or being influ
enced by Freud).

Karen Horney
One of the most prominent neo-Freudians was Karen Horney. This pioneering psy
chotherapist described people as moving toward others (compliant), away from others 
(idetached), or against others (aggressive).8 Indeed, one early study found that compli
ant people are more likely to gravitate toward name-brand products, detached types are 
more likely to be tea drinkers, and males the researchers classified as aggressive pre
ferred brands with a strong masculine orientation (e.g., Old Spice deodorant).9 Other 
well-known neo-Freudians include Alfred Adler, who proposed that a prime motivation 
is to overcome feelings of inferiority relative to others; and Harry Stack Sullivan, who 
focused on how personality evolves to reduce anxiety in social relationships.10

Carl Jung
Carl Jung was also a disciple of Freud (who was being groomed as Freud's successor). How
ever, Jung was unable to accept Freud's emphasis on 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 he called analytical psychology.

Jung believed that the cumulative experiences of past generations shape who we are 
today. He proposed that we each share a collective unconscious, a storehouse of memo
ries we inherit from our ancestors. For example, Jung would argue that many people 
are afraid of the dark because their distant ancestors had good reason to fear it. These 
shared memories create archetypes, or universally recognized ideas and behavior pat
terns. Archetypes involve themes, such as birth, death, or the devil, that appear frequently 
in myths, stories, and dreams.

Jung's ideas may seem a bit far-fetched, but advertising messages in fact do often 
include archetypes. For example, some of the archetypes Jung and his followers identified 
include the "old wise man" and the "earth mother."11 These images appear frequently 
in marketing messages that use characters such as wizards, revered teachers, or even 
Mother Nature. Our culture's current infatuation with stories such as Harry Potter and 
The Lord o f  the Rings speaks to the power of these images—to say nothing of the “wizard" 
who helps you repair your laptop.

Young & Rubicam (Y&R), a major advertising agency, uses the archetype approach 
in its BrandAsset8 Archetypes model depicted in Figure 6.1. 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 as one would try
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F ig u re  6 .1  BRAN DASSET VALUATO R ® ARCHETYPES

Characteristics

Sage - peace
wise, visionary, mentoring

Magician - thought
logical, analytical, insightful

Patriarch - belief
d ign ified , authoritative, insp irational

Matriarch - order
organized, systematic,

Angel - dreams
optimistic, innocent, pure

Mother Earth - body
stable, genuine, nurturing

Enchantress - soul
mysterious, sensual, tempting

Queen - being 
relaxed, comforting, sociable

Actress - feelings
glamorous, dramatic, involved

Hag
stingy, messy, crotchety

Orphan
abandoned, vulnerable, 
frightened

Shadow
bloated, immobile,

Shadow Witch
cold, vain, selfish

Slave
oppressed, tormented, despondent

Addict
wounded, jealous, tragic

Destroyer
angry, aggressive, destructive

Source: BrandAsset® Consulting: A Young & Rubicán Brands Company.

Warrior - ego
confident, powerful, heroic

Jester - spirit
witty, resilient, daring

Troubadour - ¡oy
joyous, free-spirited, agile

Shadow Characteristics Sorcerer
hollow, dark, cowardly

Hermit
isolated, lonely, irrelevant

Dictator
repressive, close-minded, unforgiving

Trickster
tricky, phony, scheming

Idiot
silly, dimwitted, goofy
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to counsel a psychologically ill person. The agency feels that this approach has numerous 
advantages:

•  Because 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; in
deed, the best of this group already incorporate these notions into how they think of 
the brand. The model helps the rest of them "catch up."

•  Linking measures of BrandAsset® 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.12

Trait Theory
Popular online matchmaking services such as match.com and eharmony.com offer to 
create your "personality profile" and then hook you up with other members whose pro
files are similar. This approach to personality focuses on the quantitative measurement 
of personality traits, defined as the identifiable characteristics that define a person.

The technique that eLoyalty uses exemplifies the application of trait theory to mar
keting. This company, which builds tools and services for call centers, compiles per
sonality profiles of each individual caller and matches them with a customer service 
representative who works best with that personality type. The system is based on a 
methodology called the Process Communication Model, which NASA used to weed out 
astronaut candidates and Bill Clinton used to tailor his speeches. The system's creator 
divided people into six main personality types, each of which has a different communi
cation style and each of which has different stress triggers. It's based on the idea that if 
you know the personality type of the person you're speaking with, you can modify your 
own communication style to work more effectively with that person. One such type is 
the "Workaholic," a personality type who is very task-oriented. If a customer service rep 
starts chit-chatting to establish rapport with a Workaholic, this approach will backfire. 
In contrast, a type called the “Reactor" is relationship-oriented, so a rep who does not 
acknowledge the caller's feelings before getting down to business is doomed to failure. 
The automated system analyzes callers' language patterns to identify their personality 
type so that each time the customer calls back, he or she is directed to a rep who is a good 
match for that caller's type.13

What are some crucial personality traits? One is that we tend to describe people in 
terms of whether they are socially outgoing (the trait of extroversion)', in our opening story 
Rose is an introvert (quiet and reserved), whereas her coworker Jackie is an extrovert.14 
Some research evidence suggests that ad messages that match how a person thinks about 
himself are more persuasive.15

According to research firm Mindset Media, personality traits are better predictors of 
the type of media consumers choose than are demographic variables such as age, gen
der, and income. The company also claims that the TV shows you watch offer marketers 
insights into your personality and the types of brands you're likely to prefer, based upon 
your dominant personality traits and the (perceived) matchup with a brand's image. To 
find out which personalities are attracted to which TV shows, it recently analyzed self- 
reported data from about 25,000 TV viewers across more than 70 TV shows. These are 
some of the media/trait/brand linkages the company generated in its analysis:16

•  Viewers of Mad Men are emotionally sensitive and intellectually curious types who 
often tend to be dreamers rather than realists. Good brand matches are Apple and the 
Audi A6.
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•  Viewers of Family Guy are rebels who don't like authority, rules, or structure they 
deem unfair, and usually won't hesitate to make their feelings known with anger or 
sarcasm. Good brand matches are DiGiorno and the Ford F150.

•  Viewers of Glee are open people who believe that imagination and intellectual pur
suits contribute to a good life, and go out in search of unique and varied experiences. 
They are in touch with their own feelings and may even feel happiness or sadness 
more intensely than others. Good brand matches are Evian and the Volkswagen Jetta.

•  Viewers of Dancing with the Stars are traditionalists: who prefer stability and the tried- 
and-true. They respect authority and generally have their feet firmly grounded. Good 
brand matches are Kraft and the Chrysler Town and Country.

•  Viewers of The Office consider themselves superior to others and like to brag about 
their accomplishments. They also like to be in charge. Good brand matches are Star
bucks and the BMW Series 3.

Some specific traits relevant to consumer behavior include innovativeness (the 
degree to which a person likes to try new things), materialism  (the amount of empha
sis a person places on acquiring and owning products, as discussed in Chapter 4), self- 
consciousness (the degree to which a person deliberately monitors and controls the 
image of the self that he or she projects to others, as discussed in Chapter 5), and need

The Container Store
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fo r  cognition (the degree to which a person likes to think about things and, by extension, 
expends the necessary effort to process brand information).17

Frugality
Another trait relevant to consumer behavior 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 favor cost-saving measures such as timing show
ers and bringing leftovers from home to have for lunch at work.18 Obviously, during tough 
economic times many people reveal their "inner frugalista" as they search for ways to save 
money. Indeed, in 2008, as the Great Recession invaded, Google searches for the term 
frugality increased by roughly 2,500 percent. As of April 2009, the savings rate—or per
centage of income consumers sock away rather than spend—climbed to almost 6 percent, 
which is a 14-year high. Whereas many of us splurged on expensive cars or Jimmy Choo 
shoes (or both) in the past, 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.

Problems with Trait Theory in Consumer Research
Because consumer researchers categorize large numbers of consumers according to 
whether they exhibit various traits, we can apply this approach to segment markets. If a 
car manufacturer, for example, determines that drivers who fit a given trait profile prefer 
a car with certain features, it can use this information to great advantage. The notion that 
consumers buy products that are extensions of their personalities makes intuitive sense. 
As we'll see shortly, many marketing managers endorse this idea as they try to create 
brand personalities to 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' behaviors on the basis of measured personal
ity traits. The following are some logical explanations for these less-than-stellar results:19

•  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.

•  Psychologists typically develop personality tests for specific populations (e.g., people 
who are mentally ill); marketers then "borrow" them to apply to a more general popu
lation where they have questionable relevance.

•  Often marketers don't administer the tests 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 and needs; in the process they may add or delete items and rename vari
ables. These ad  hoc changes dilute the validity of the measures and also reduce re
searchers' ability to compare results across consumer samples.

•  Many trait scales measure gross, overall tendencies (e.g., emotional stability or in
troversion); marketers then use these results to make predictions about purchases of 
specific brands.

•  In many cases, marketers ask consumers to respond to a large number of scales with 
no advance thought about how they will relate these measures to consumer behavior. 
The researchers then use a "shotgun approach," as they follow up on anything that 
happens to look interesting. As any statistician will tell you, this approach capitalizes 
on chance and can produce distorted results that may not be reproducible (or surface 
at all) in other studies.

Although marketing researchers largely abandoned the use of personality measures 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) try to learn from 
past mistakes. Researchers use more specific measures of personality traits that they have



CHAPTER 6 Personality and Psychographics 247

reason to believe are relevant to economic behavior. They try to increase the validity of these 
measures, primarily by including multiple measures of behavior rather than just a single per
sonality scale. In addition, these researchers tone down their expectations of what personality 
traits can tell them about consumers. They now recognize that traits are only part of the solu
tion; they have to incorporate personality data with information about people's social and 
economic conditions for it to be useful.20 As a result, some more recent research has had bet
ter success at relating personality traits to such consumer behaviors as alcohol consumption 
among young men or shoppers' willingness to try new, healthier food products.21

Brand Personality
Are Apple users better than the rest of us? Many of us know an "Apple-holic" who likes to 
turn up his or her nose at the uneducated masses that have to get by with their primitive 
PCs or Android phones. In fact, a survey of 20,000 people claims that iPad users are un
kind and have little empathy; it labels them a "selfish elite." It also described them as "six 
times more likely to be wealthy, well-educated, power-hungry, over-achieving, sophisti
cated, unkind and non-altruistic 30- to 50-year-olds. They are self-centered workaholics 
with an overwhelming interest in business and finance who cherish 'power and achieve
ment' and will not cross the street to help others."22 Ouch! That's a pretty harsh way to 
describe people who happen to gravitate toward a successful brand. Do products have 
personalities, or influence their owners' traits? Let's step back to explore this intriguing 
question.

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 to cash in on their credibility. When the cereal company decided to "borrow" this 
imagery for its packaging, it hoped that its customers might make the same association.23

Today thousands of brands also borrow personality traits of individuals or groups 
to convey an image they want customers to form of them. A brand personality is the set 
of traits people attribute to a product as if it were a person. An advertising agency wrote 
the following memo to help it figure out how to portray one of its clients. Based on this 
description of the "client," can you guess who he is? "He is creative . . .  unpredictable . . .
an imp---- He not only walks and talks, but has the ability to sing, blush, wink, and work
with little devices like pointers.. . .  He can also play musical instruments.. . .  His walk
ing motion is characterized as a 'swagger.'. . .  He is made of dough and has mass."24 Of 
course, we all know today that packaging and other physical cues create a "personality" 
for a product (in this case, the Pillsbury Doughboy).

Many of the most recognizable figures in popular culture are spokescharacters for 
long-standing brands, such as the Jolly Green Giant, the Keebler Elves, Mr. Peanut, or 
Charlie the Tuna.25 These personalities periodically get a makeover to keep their mean
ings current. For example, Bayer recently recast Speedy Alka-Seltzer: In the 1950s and 
later, he was an all-around good guy who was ready to help with any sort of indigestion. 
Today he appears as a "wing man" for men in their 20s and 30s who tend to "overindulge" 
on food and drink. (Do you know anyone who fits this description?) The creative direc
tor on the campaign explained that the goal is to introduce Speedy as "the good-times 
enabler who shows up whenever guys are being guys."26

Like people, brand personalities do change over time—whether marketers like Alka- 
Seltzer want them to or not. To give you an idea of how much things change, Americans 
ranked these brands as the most stylish in 1993:

1 Levi's
2 Nike
3 Bugle Boy
4 Guess
5 L.A. Gear
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A recent study found that consumers Infer 
strong 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 & Keven Malkewitz,
May 2008, Vol. 72, p. 73.

Personality Traits Low High

Sincerity

Excitement

Competence

Sophistication

Down-to-earth
Honest
Wholesome
Cheerful

Daring
Spirited
Imaginative
Up-to-date

Reliable
Intelligent
Successful

Upper class 
Charming

mm * ¡111!
- JH |

«0TKER f
!@#% * 
METU.0T

:

t

4 *

v,-i :j
i

£ t r ï f  i p

Ruggedness Outdoorsy
Tough



CHAPTER 6 Personality and Psychographics 249

1 Victoria’s Secret
2 Ralph Lauren
3 Nine West
4 Calvin Klein
5 Coach27

Forging a successful brand personality often is key to building brand loyalty, but 
it's not as easy to accomplish as it might appear. 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 Web sites to 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 shock jock renamed it "Crapple" on 
his radio show.28

Our feelings about a brand's personality are part of brand equity, which refers to the 
extent to which a consumer holds strong, favorable, and unique associations with a brand 
in memory—and the extent to which she or he is willing to pay more for the branded 
version of a product than for a nonbranded (generic) version.29 Building strong brands is 
good business. If you don't believe it, consider that, in a study of 760 Fortune 1,000 com
panies after the stock market took a nosedive in October 1997, the 20 strongest corporate 
brands (e.g., Microsoft, GE) actually gained in market value, whereas the 20 weakest lost 
an average of $1 billion each.30

So, how do people think about brands? Advertisers are keenly interested in this 
question, and ad agencies often conduct extensive consumer research to help them 
understand how consumers will relate to a brand before they roll out campaigns. 
DDB Worldwide does a global study called "Brand Capital" of 14,000 consumers; Leo 
Burnett's "Brand Stock" project involves 28,000 interviews. WPP Group has "BrandZ" 
and Young & Rubicam uses its BrandAsset Valuator®. DDB's worldwide 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.”31 Some researchers argue that, just as they use the two basic dimen
sions of warmth and competence to judge people, consumers employ the same labels 
when they form perceptions of firms; one study found that people perceive nonprofits 
as being warmer than for-profits but also as being less competent.32 Table 6.2 shows 
some of the things a marketer can do to influence consumers' perceptions of a brand's 
personality.

We use some personality dimensions to compare and contrast the perceived charac
teristics of brands in various product categories, including these:33

•  Old-fashioned, wholesome, traditional
•  Surprising, lively, "with it"
•  Serious, intelligent, efficient
•  Glamorous, romantic, sexy
•  Rugged, outdoorsy, tough, athletic

Indeed, consumers appear to have little trouble assigning personality qualities to all 
sorts of inanimate products, from personal care products to more mundane, functional 
ones—even kitchen appliances. Whirlpool's research showed that people saw its prod
ucts as more feminine than they saw competing brands. When respondents were asked 
to imagine the appliance as a person, many of them pictured a modern, family-oriented 
woman living in the suburbs—attractive but not flashy. In contrast, they envisioned the

By 2008, these were the top five:
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Brand Behaviors and Possible Personality Trait Inferences

Brand Action Trait Inference

Brand is repositioned several times or changes its slogan repeatedly Flighty, schizophrenic

Brand uses continuing character in its advertising Familiar, comfortable

Brand charges a high price and uses exclusive distribution Snobbish, sophisticated

Brand frequently available on deal Cheap, uncultured

Brand offers many line extensions Versatile, adaptable

Brand sponsors show on PBS or uses recycled materials Helpful, supportive

Brand features easy-to-use packaging or speaks at consumer’s level in advertising Warm, approachable

Brand offers seasonal clearance sale Planful, practical

Brand offers five-year warranty or free customer hotline Reliable, dependable

Source: Based on Susan Fournier, “A Consumer-Brand Relationship Framework for Strategic Brand Management," unpublished doctoral dissertation, University of Florida, 1994, 
Table 2.2, p. 24.

company's Kitchen Aid brand as a modern professional woman who was glamorous, 
wealthy, and enjoyed classical music and the theater.34

A product that creates and communicates a distinctive brand personality stands out 
from its competition and inspires years of loyalty. However, personality analysis helps 
marketers identify a brand's weaknesses that have little to do with its functional quali
ties: Adidas asked kids in focus groups to imagine that the brand came to life and was at a 
party, and to tell what they would expect the brand to be doing there. The kids responded 
that Adidas would be hanging around the keg with its pals, talking about girls. Unfortu
nately, they also said Nike would be with the girls!35 The results reminded Adidas' brand 
managers that they had some work to do. We compare this process to animism, the com
mon cultural practice whereby people attribute to inanimate objects qualities that make 
them somehow alive.36

We tend to anthropomorphize objects, which happens when we attribute human 
characteristics to them. We may think about a cartoon character or mythical creation as

Advertisers often rely on vivid images to 
communicate part of a brand’s personality.
Source: Courtesy of Mattel.
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if it were a person and even assume that it has human feelings. Again, think about familiar 
spokescharacters such as Charlie the Tuna, the Keebler Elves, or the Michelin Man—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 
long-distance 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.38

In a sense, a brand personality is a statement about the brand's market position. 
Understanding this is crucial to marketing strategy, especially if consumers don't see 
the brand the way its makers intend them to and they must attempt to reposition the 
product (i.e., give it a personality makeover). That's the problem Volvo now faces: Its 
cars are renowned for safety, but drivers don't exactly see them as exciting or sexy. A 
safe and solid brand personality makes it hard to sell a racy convertible like the C70 
model, so a British ad tried to change that perception with the tagline, "Lust, envy, 
jealousy. The dangers of a Volvo." lust as with people, however, you can only go so far 
to convince 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 United Kingdom, the company paired action images like a Volvo pull
ing 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 get 
the sort of feeling you get when you see your grandparents trying to dance the latest 
dance. Slightly amused and embarrassed."39 Still, Volvo keeps trying to morph into a 
sexy brand. It calls its new S60 model the Naughty S60, and to launch to the car in 
Europe the company hosted underground parties in London, Paris, Milan, Berlin, and 
Madrid. What the partygoers didn't know was that at each event Volvo created—and 
filmed—a series of experiments, "carefully designed to measure guests' naughtiness, 
conformity, daring, confidence, curiosity and desire." More than 3,000 partygoers were 
secretly filmed (check out the videos on Volvo's Subject360 YouTube channel) to see 
which city's residents were most likely to break the rules. Spoiler alert: Paris is officially 
the "Naughty Capital of Europe."40

o b je c tiv e  2 Psychographics
Psychographics

go beyond simple When Cadillac introduced its Escalade sport utility vehicle, crit-
demographics to help ics scoffed at the bizarre pairing of this old-line luxury brand 
marketers understand wiih a truck. However, consumers quickly associated the ve- 
and reach different hide with the hip-hop lifestyle. Artists such as Jennifer Lopez,
consumer segments. Outkast, and Jay-Z referred to it in songs, and Jermaine Dupri

proclaimed, "Gotta have me an Escalade." Three years later, 
Cadillac went even further when it rolled out its 18-foot Escalade EXT pickup with a 
sticker price of $50,000.

The Escalade brand manager describes the target customer for luxury pickups as 
a slightly earthier version of the SUV buyer. She says that although the two drivers may 
own $2 million homes next door to each other, the typical luxury SUV driver is about 
50, has an MBA from Harvard, belongs to a golf club, maintains connections with his 
college friends, and works hard at keeping up with the Joneses. In contrast, the luxury 
pickup driver is roughly 5 years younger. He might have inherited his father's construc
tion business, and he's been working since he was 18 years old. He may or may not have 
attended college, and unlike the SUV driver, he is absolutely still connected to his high 
school friends.41

As this example shows, marketers often find it useful to develop products that appeal 
to different lifestyle groups; simply knowing a person's income doesn't predict whether 
he or she will drive a Cadillac Escalade SUV, pickup, or a Cadillac El Dorado sedan. As

Marketing Pitfall

Yes, colleges have brand 
p e rs o n a lit ie s  t o o -  
though, as with other 
products, these images 

aren’t always an accurate (or desirable) re
flection of the place. ESPN had to pull the 
plug on an advertising campaign for its col
legiate basketball coverage after managers 
learned that Anomaly, the advertising agency 
ESPN had retained for the campaign, in
tended to recruit actors who would play the 
stereotypical students at numerous schools. 
The idea was to have the students stationed 
at a call center; they would phone consumers 
to convince them to watch their school play 
on TV. Here are just a few of the “brand per
sonalities” a leaked memo described:

• U. Tennessee: “a slutty girl who would 
hang out at the cowgirl hall of fame.”

• Duke: “a smart, with it, young white male. 
He’s handsome. He’s from money. He is, in 
short, the kind of guy everyone can’t stand. 
He is the kind of guy everyone wants to be.”

® Oklahoma: “is awesome and he thinks 
everything is awesome. He’s very enthu
siastic about all things call center and 
all things life and he wants to share this 
contagious enthusiasm with everyone he 
meets. Wide-eyed, as naive as they come.”

• Purdue: “child prodigy. 14-year-old. Or 
open to an 18-year-old who looks 14. 
Aeronautical engineering. Wiz kid. Think 
McLovin from Superbad'.’

© Kansas: “straight off the farm. However, 
he takes great pains to point out that 
Kansas is very cosmopolitan, as wit
nessed by their record, their burgeoning 
tech industry, and their hybrid corns (bo
nus: modified by fish genes!).”

• Villanova: “the poor man’s D uke-he’s 
not quite as handsome, he’s not quite 
as rich, he’s not quite as dapper. After 2 
or 3 beers though, who cares? . . . he’s 
friendly enough.”

• Pittsburgh: “a tomboy. She obviously 
grew up in the neighborhood and isn’t 
going to take any guff from anyone and 
she’ll wallop you in the eye with a crow
bar if you suggest different. So don’t. 
Think Tina Fey type.”

® Georgetown: “a 4.36 GPA who’s lived in 9 
world-class cities, but all the time in her 
sister’s shadow (her GPA is 4.37). She’s 
sort of the female Duke, except most peo
ple like her. Think Reese Witherspoon.”37
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As this Spanish ad implies, psychographic 
analyses allow marketers to match up 
consumers with products and styles that 
reflect their identities.
Source: Ad Agency: SCPF, Photographer:
Biel Capllonch, Model: Mamen Bayer.

Jackie's, Hank's, and Rose's choices demonstrated, consumers can share the same demo
graphic 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.

Earlier in this chapter we discussed some of the differences in consumers' personali
ties that may influence their product choices. When marketers combine personality vari
ables with knowledge of lifestyle preferences, they have a powerful lens they can focus on 
consumer segments. Adidas, for example, describes different types of shoe buyers in terms 
of lifestyles so that it can address the needs of segments such as Gearheads (hard-core, 
older runners who want high-performance shoes), Popgirls (teeny-boppers who hang out 
at the mall and wear Skechers), and Fastidious Eclectus (bohemian, cutting-edge types 
who want hip, distinctive products).42 It's fairly common for companies to divide up their

DORMITORIOS 
COMO TÚ.
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customers along lifestyle dimensions and label them to quickly communicate to their 
creative and strategy people just how to talk to different groups. The makers of the popu
lar Sigg water bottle, which is available in many different designs, actually choose from 
about 3,000 different concepts each year with specific customers in mind. These include 
the Whole Foods Woman, who lives in a city, practices yoga, and buys organic produce; 
and the Geek Chic Guy, who listens to Radiohead and wears vintage Converse sneakers.43

We call this approach psychographics, which 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 particu
lar decision about a product, person, ideology, or otherwise hold an attitude or use a 
medium.”44

The Roots of Psychographics
Marketers first developed psychographic research methodologies in the 1960s and 1970s 
to address the shortcomings of two other types of consumer research: motivational re
search and quantitative survey research. Recall that motivational research, which in
volves intensive, one-to-one interviews and projective tests, yields a lot of information 
about a few people. As we've seen, though, this information is often idiosyncratic and 
therefore it 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 observed, "The marketing manager who wanted to know why people 
ate the competitor's cornflakes was told '32 percent of the respondents said taste, 21 per
cent said flavor, 15 percent said texture, 10 percent said price, and 22 percent said don't 
know or no answer.'"45

Sigg water bottles are designed with specific 
types of users in mind.
Source: Bill Hogan/Chicago Tribune/Newscom.
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Marketers use many psychographic variables to segment consumers, but all of these 
dimensions go beyond surface characteristics to investigate consumers' motivations for 
purchasing and using products. Demographics allows us to describe who buys, but psy
chographics tells us why they do. A classic example involves a very popular Canadian 
advertising campaign for Molson Export beer that included insights from psychographic 
findings. The company's research showed that Molson's target customers tend to be like 
boys who never grew up, who were uncertain about the future, and who were intimidated 
by women’s newfound freedoms. Accordingly, the ads featured a group of men, "Fred 
and the boys,” whose get-togethers emphasized male companionship, protection against 
change, and the reassuring message that the beer "keeps on tasting great."46

How Do We Perform a Psychographic Analysis?
Some early attempts at lifestyle segmentation "borrowed" standard psychological scales 
(that psychologists use to measure pathology or personality disturbances) and related 
test scores to product usage. As we saw earlier in the chapter, 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 marketers include variables that are more closely related to actual con
sumer behaviors. If you want to understand purchases of household cleaning products, 
you are better off asking people about their attitudes toward household cleanliness than 
testing for personality disorders!

Psychographic studies take several different forms:

In this British ad, Honda targets 
eco-conscious consumers.
Source: Courtesy of Honda/Wieden & Kennedy, 
London.

A lifestyle profile looks for items that differentiate between users and nonusers 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 homog
enous groups based on similarities of their overall preferences.
A product-specific segmentation study tailors questions to a product category. For ex
ample, if a researcher wants to conduct research for a stomach medicine, she might re
phrase the item, "I worry too much" as, "I get stomach problems if I worry too much." 
This allows her to more finely discriminate among users of competing brands.47

The lights. The Hondo in the second picture is recapturing energy from broking. 
Which then gets used to help power the engine, www.problemployground.com Th e  Power of Dreams

Model shown is Hondo Civic Hybrid 1.4 IMA in mpg (l/IOOkm): Urban 54.3 (5.2), Extra Urban 65.7 (4.3). Combined 61.4 (4.6), C02 Emissions IOT gfkm.

http://www.problemployground.com
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Lifestyle Dimensions

Activities Interests Opinions Demographics

Work Family Themselves Age

H o b b ie s Home Social issues Education

Social events Job Politics Income

Vacation Community Business Occupation

Entertainment Recreation Economics Family size

Club membership Fashion Education Dwelling

Community Food Products Geography

Shopping Media Future City size

Sports Achievements Culture Stage in life cycle

Source: William D. Wells and Douglas J. Tigert, “Activities, Interests, and Opinions,” Journal of Advertising Research 
11 (August 1971): 27-35. © 1971 by The Advertising Research Foundation. Used with permission.

AlOs
Most contemporary psychographic research attempts to group consumers according 
to some combination of three categories of variables: activities, interests, and opinions, 
which we call AIOs. Using data from large samples, marketers create profiles of custom
ers who resemble each other in terms of their activities and patterns of product usage.48 
Table 6.3 lists commonly used AIO dimensions.

To group consumers into AIO categories, researchers give respondents a long list of 
statements and ask them to indicate how much they agree with each one. Thus, we can 
“boil down" a person's lifestyle by discovering how he spends his time, what he finds 
interesting and important, and how he views himself and the world around him.

Typically, the first step in conducting a psychographic analysis is to determine which 
lifestyle segments yield the bulk of customers for a particular product. According to a very 
general rule of thumb that marketers call the 80/20 rule—only 20 percent of a product's 
users account for 80 percent of the volume of product a company sells—researchers at
tempt to determine who uses the brand and try to isolate heavy, moderate, and light 
users. They also look for patterns of usage and attitudes toward the product. In many 
cases, only a few lifestyle segments account for the majority of brand users.49 Marketers 
primarily target these heavy users, even though they may constitute a relatively small 
number of total users.

After marketers identify and understand their heavy users, they consider more spe
cifically how these customers relate to the brand. Heavy users may have quite different 
reasons for using the product; often we can further subdivide them in terms of the benefits 
they derive from using the product or service. For instance, marketers at the beginning of 
the walking-shoe craze assumed that all 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 realization resulted in shoes that manufacturers aimed at different segments, 
from Footjoy Joy-Walkers to Nike Healthwalkers.

How Do We Use Psychographic Data?
Marketers use the results of these studies in several ways:

#  To define the target market—This information allows the marketer to go beyond 
simple demographic or product usage descriptions (e.g., middle-aged men or fre
quent users).
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•  To create a new view of the market—Sometimes marketers create their strategies with 
a "typical" customer in mind. This stereotype may not be correct, because the actual 
customer may not match these assumptions. For example, marketers of a face cream 
for women were surprised to find that older, widowed women were their heavy users 
rather than the younger, sociable women to whom they were pitching their appeals.

•  To position the product—Psychographic information can allow the marketer to em
phasize features of the product that fit in with a person's lifestyle. A company that 
wants to target people whose lifestyle profiles show a high need to be around other 
people might focus on its product's ability to help meet this social need.

•  To better communicate product attributes—Psychographic information can offer 
very useful input to advertising creatives who must communicate something about 
the product. The artist or copywriter obtains a much richer mental image of the target 
consumer than she can simply by looking at dry statistics. For example, research that 
the Schlitz beer company conducted found that heavy beer drinkers tended to feel that 
life's pleasures were few and far between. In response, the brewer developed commer
cials with the tagline, "You only go around once, so reach for all the gusto you can."50

•  To develop product strategy—Understanding how a product fits, or does not fit, into 
consumers' lifestyles allows the marketer to identify new product opportunities, chart 
media strategies, and create environments most consistent and harmonious with 
these consumption patterns.

•  To market social and political issues—Psychographic segmentation can be an im
portant tool in political campaigns, and policymakers can also employ the technique 
to find commonalities among consumers who engage in destructive behaviors, such 
as drug use or excessive gambling. A psychographic study of men aged 18 to 24 who 
drink and drive highlights the potential for this perspective to help in the eradica
tion of harmful behaviors. Researchers divided this segment into four groups: "good 
timers," "well adjusted," "nerds," and "problem kids." They found that one group in 
particular—"good timers"—was more likely to believe that it is fun to be drunk, that 
the chances of having an accident while driving drunk are low, and that drinking in
creases one's appeal to the opposite sex. Because the study showed that this group is 
also the most likely to drink at rock concerts and parties, is most likely to watch MTV, 
and tends to listen to album-oriented rock radio stations, reaching "good timers" with 
a prevention campaign became easier.51

Psychographic Segmentation Typologies
Marketers constantly search for new insights so they can identify and reach groups of 
consumers united by common lifestyles. To meet this need, many research companies 
and advertising agencies develop their own segmentation typologies. Respondents answer 
a battery of questions that allow the researchers to cluster them into a set of distinct life
style groups. The questions usually include a mixture of AIOs plus other items relating to 
feelings about specific brands, favorite celebrities, and media preferences. Companies 
that want to learn more about their customers and potential customers then buy one or 
more of these systems for their own use.

At least at a superficial level, many of these typologies are fairly similar to one an
other; they usually divide the population into roughly five to eight segments. Researchers 
give each cluster a descriptive name, and clients receive a profile of "typical" members. 
Unfortunately, it is often difficult to compare or evaluate different typologies because the 
methods and data that analysts use to devise these systems frequently are proprietary; 
that is, the company owns the information and does not share its findings with outsid
ers. Let's review a few typical approaches to classifying consumers in terms of lifestyles.

Perhaps the best-known segmentation system is The Values and Lifestyles System 
(VALS2™) that SBI International developed. SBI built the original VALS™ system on con
sumers' extent of agreement with various social issues such as abortion rights. After about
10 years, SBI discovered that the social issues it used to categorize consumers were not as 
predictive of consumer behavior as they once had been. SBI searched for a more powerful
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way to segment consumers, and the company discovered that certain lifestyle indicators 
such as "I like a lot of excitement in my life" were better predictors of purchase behavior 
than the degree to which a person agreed or disagreed with a social value.

The current VALS2™ system uses a battery of 39 items (35 psychological and 4 de
mographic) to divide U.S. adults into groups, each with distinctive characteristics. As 
Figure 6.2 shows, the typology arranges groups vertically by their resources (including 
such factors as income, education, energy levels, and eagerness to buy) and horizontally 
by self-orientation.

Three self-orientations constitute the horizontal dimension. Consumers with an 
Ideals orientation rely on a belief system to make purchase decisions, and they are not 
concerned with the views of others. People with an Achievement orientation are more 
competitive; they take into account what their peers will think about their decisions and 
how these choices will reflect on them. Finally, those with a Self-Expression orientation 
are more concerned with the emotional aspects of purchases and the satisfaction they 
will personally receive from products and services.

•  Innovators—the top VALS2™ group, are successful consumers with many resources. 
This group is concerned with social issues and is open to change.

The next three groups also have sufficient resources, but differ in their outlooks on life:52

•  Thinkers—are satisfied, reflective, and comfortable.
•  Achievers—are career oriented and prefer predictability to risk or self-discovery.
•  Experiencers—are impulsive, young, and enjoy offbeat or risky experiences.

INNOVATORS
High Resources 
High Innovation

Primary Motivation 

Ideals Achievement Self-Expression

THINKERS ACHIEVERS EXPERIENCERS

BELIEVERS MAKERS

Low Resources 
Low Innovation

STRUGGLERS

M W

Figure 6.2 VALS2™
Source: SRI International, Menlo Park, CA.
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The next four groups have fewer resources:

•  Believers—have strong principles and favor proven brands.
•  Strivers—are similar to Achievers but have fewer resources. They are very concerned 

about the approval of others.
•  Makers—are action oriented and tend to focus their energies on self-sufficiency. They 

will often be found working on their cars, canning their own vegetables, or building 
their own houses.

•  Strugglers—are at the bottom of the economic ladder. They are most concerned with 
meeting the needs of the moment and have limited ability to acquire anything beyond 
the basic goods needed for survival.

The VALS2™ system is a useful way to understand people like Jackie and Hank. SBI 
estimates that 12 percent of American adults are thrill seekers, who tend to fall into the 
system's Experiencer category and are likely to agree with statements such as, “I like a lot 
of excitement in my life" and "I like to try new things." Experiencers like to break the rules, 
and extreme sports such as sky surfing or bungee-jumping attract them. Not too surpris
ingly, one-third of consumers aged 18 to 34 belong in this category, so it has attracted 
the interest of many marketers who are trying to appeal to younger people. For example, 
VALS2™ helped Isuzu market its Rodeo sport utility vehicle by focusing on Experiencers, 
many of whom believe it is fun to break rules in ways that do not endanger others. Isuzu 
positioned the Rodeo as a vehicle that lets a driver do just that. It created advertising to 
support this idea by showing kids jumping in mud puddles, running with scissors, and 
coloring outside the lines.53 Isuzu sales increased significandy after this campaign. If you 
want to see what VALS2™ type you are, go to www.strategicbusinessinsights.com/vals/ 
presurvey.shtml.

Geodemography
Geodemography refers to analytical techniques that combine data on consumer expen
ditures and other socioeconomic factors with geographic information about the areas in 
which people live, in order to identify consumers who share common consumption pat
terns. Researchers base this approach on the common assumption that "birds of a feather 
flock together"—people who have similar needs and tastes also tend to live near one an
other, so it should be possible to locate "pockets" of like-minded people whom marketers 
can reach more economically by direct mail and other methods. For example, a marketer 
who wants to reach white, single consumers who are college educated and tend to be 
fiscally conservative may find that it is more efficient to mail catalogs to zip codes 20770 
(Greenbelt, MD) and 90277 (Redondo Beach, CA) than to adjoining areas in either Mary
land or California, where there are fewer consumers who exhibit these characteristics.

One popular clustering technique is the PRIZM NE (PRIZM stands for Potential Rat
ing Index by Zip Market) system by Claritas, Inc. This system classifies every U.S. Zip 
Code into 1 of 66 categories, ranging from the most affluent "Blue-Blood Estates" to the 
least well-off "Public Assistance."54 It terms a resident of Southern California "Money & 
Brains" if she lives in Encino (Zip Code 91316), whereas someone living in Sherman Oaks 
(Zip Code 91423) is a "Young Influential."55 Claritas updated the system from its origi
nal set of 40 clusters to reflect the growing ethnic and economic diversity of the United 
States; some new clusters include "American Dreams," "Kids & Cul-de-Sacs," and "Young 
Literati."56

Residents of different clusters display marked differences in their consumption 
of products, from annuities to Ziploc bags. The system also ranks these groupings by 
income, home value, and occupation (i.e., a rough index of social class) on a ZQ (Zip 
Quality) scale. Table 6.4 provides an idea of how dramatically different the consumption 
patterns of two clusters can be. This table compares consumption data for "Furs & Station 
Wagons," the third-highest-ranking cluster, with "Tobacco Roads,” the third-lowest. You 
can check out your own Zip Code at MyBestSegments.com.57

http://www.strategicbusinessinsights.com/vals/
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A Comparison of Two PRIZM Clusters

Furs & Station Wagons (ZQ3) Tobacco Roads (ZQ38)

New money, parents in 40s and 50s Racially mixed farm towns in the South

Newly built subdivisions with tennis courts, 
swimming pools, gardens

Small downtowns with thrift shops, diners, 
and laundromats; shanty-type homes without 
indoor plumbing

Sample neighborhoods: Sample neighborhoods:

Plano, TX (75075) Belzoni, Ml (39038)

Dunwoody, GA (30338) Warrenton, NC (27589)

Needham, MA (02192) Gates, VA (27937)

High Usage Low Usage High Usage Low Usage

Country clubs Motorcycles Travel by bus Knitting

Wine by the case Laxatives Asthma relief remedies Live theater

Lawn furniture Nonfilter cigarettes Malt liquors Smoke detectors

Gourmet magazine Chewing tobacco Grit magazine Ms. magazine

BMW 5 Series Hunting magazine Pregnancy tests Ferraris

Rye bread Chevrolet Chevettes Pontiac Bonnevilles Whole-wheat bread

Natural cold cereal Canned stews Shortening Mexican foods

Note: Usage rates as indexed to average consumption across all 40 clusters.
Source: “A Comparison of Two Prizm Clusters” from The Clustering of America by Michael J. Weiss. Copyright © 1988 
by Michael J. Weiss. Reprinted by permission of the Sagalyn Literacy Agency.

Although consumers in two very different clusters may purchase a product at an 
equivalent rate, these similarities end when we take their other purchases into account. 
These differences highlight the importance of going beyond simple product-category 
purchase data and demographics to really understand a market (remember the earlier 
discussion of product complementarity). For example, people in "Urban Gold Coast," 
"Money & Brains," and "Blue-Blood Estates" communities buy a lot of high-quality bin
oculars, but so do those in the "Grain Belt," "New Homesteaders," and "Agri-Business" 
clusters. The difference is that the former groups use the binoculars to watch birds and 
other wildlife, whereas the latter use them to help line up the animals in their gun sights. 
Furthermore, whereas the bird watchers do a lot of foreign travel, listen to classical music, 
and host cocktail parties, the bird hunters travel by bus, like country music, and belong 
to veterans' clubs.

Behavioral Targeting
The latest and hottest extension of lifestyle marketing is behavioral targeting, where 
e-commerce marketers serve up customized ads on Web sites or cable TV stations based 
on a customer's prior activity.58 A long-term study conducted by Comcast reported that 
people who lived in households that received targeted ads were about one-third less 
likely to change the channel than those who were shown traditional ads.59 Customized 
messaging continues to entice advertisers; CBS Mobile recently announced a partner
ship with the social networking service Loopt to track participating families on their cell 
phones. The idea is to tailor promotions to consumers so specifically that they can receive 
special offers as they walk by specific stores and restaurants.60
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My Marketi ngLab
Visit www.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

The Tangled Web

As online tracking meth
ods proliferate, your 
surfing choices become 
part of a broad network 

of data that specialized companies buy and 
sell. These operations embed a code called 
a beacon in people’s hard drives that cap
tures what they type on Web sites, such as 
their comments on music, clothes, or even 
their interest in getting pregnant or buying a 
treatment for erectile dysfunction. They pack
age that data into anonymous profiles, then 
sell these profiles to companies that want to 
reach just those kinds of people. For example, 
a typical deal for a buyer that wants to locate 
movie lovers is about $1.00 per thousand 
names.

How widespread is this practice? A Wall 
Street Journal study found that the nation’s 
50 top Web sites, on average, installed
64 pieces of tracking technology onto the 
computers of visitors, usually with no warning. 
Profiles are bought and sold on stock-market
like exchanges. For example, a company 
called BlueKai sells 50 million pieces of 
information like this about specific individu
als’ browsing habits, for as little as a tenth 
of a cent apiece. The auctions can happen 
instantly, as a Web site is visited.

When the researchers at the newspaper 
used their company computer as a guinea 
pig, they found that major Web sites such 
as MSN.com and Yahoo’s ad network placed 
numerous tracking files filled with data that 
enabled the programmers to predict a user’s 
age, Zip Code, gender, income, marital sta
tus, presence of children, and home owner
ship, as well as lifestyle interests such as 
concerns about weight loss.62

As the technology to track where we go online continues to improve, so too does 
marketers' ability to send very specific messages to us based upon the other places we've 
surfed. Increasingly we will see ads for categories of products we have shown interest in 
before, whether these are tennis rackets or bank loans. The advertising industry refers to 
this technique as personalized retargeting. This is a form of behavioral targeting, but 
unlike other techniques that just serve up messages based on general interests (e.g., if 
you visit an NFL team's site you might get an ad for Under Armour workout clothing), 
retargeting provides messages that refer to the exact product you checked out. It's almost 
starting to feel as if companies are sitting right behind us as we move from Web site to 
Web site. What's really happening is that when you visit an e-commerce site like Zappos 
and check out a pair of Steve Madden shoes, a cookie gets inserted in your browser that 
links to that item. When you use your computer again, the advertising system creates an 
ad for that same item. Google introduced this technique in 2009, and now the company 
makes it available to all advertisers who use its AdWords network.61

o b je c tiv e  3 The Dark Side of Consumer Behavior
Consumer activities can

be harmful to individuals In late 2008, a crowd assembled for a big holiday sale at a Wal-Mart 
and to society. store j,n -̂ ew York. When the doors opened, the crowd trampled

a temporary worker to death as people rushed to grab discounted 
merchandise off the store shelves. A lawsuit filed on behalf of the man's survivors claimed 
that in addition to providing inadequate security, the retailer "engaged in specific market
ing and advertising techniques to specifically attract a large crowd and create an environ
ment of frenzy and mayhem."63 Just how far will people go to secure a bargain?

Despite the best efforts of researchers, government regulators, and concerned indus
try people, sometimes consumers' worst enemies are themselves. We think of individuals 
as rational decision makers, calmly doing their best to obtain products and services that 
will maximize the health and well-being of themselves, their families, and their society. 
In reality, however, consumers' desires, choices, and actions often result in negative con
sequences to individuals and the society in which they live.

Some of these actions are relatively harmless, but others have more onerous con
sequences. Some harmful consumer behaviors, such as excessive drinking or cigarette 
smoking, stem from social pressures, and 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 can create dissatisfaction with ourselves. We will touch on 
many of these issues later in this book, but for now let's review some dimensions of the 
"dark side" of consumer behavior.

Consumer Terrorism
The terrorist attacks of 2001 were a wake-up call to the free-enterprise system. They 
revealed the vulnerability of nonmilitary targets and reminded us that disruptions of our 
financial, electronic, and supply networks can potentially be more damaging to our way 
of life than the fallout from a conventional battlefield. These incursions may be deliberate 
or not—economic shockwaves from “mad cow" disease in Europe are still reverberating 
in the beef industry.64 Assessments by the Rand Corporation and other analysts point to 
the susceptibility of the nation's food supply as a potential target of bioterrorism.63

Even before the anthrax scares of 2001, toxic substances placed in products threat
ened to hold the marketplace hostage. This tactic first drew public attention in the United 
States 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 states. In that case, Pepsi pulled off a PR 
coup de grace 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

http://www.pearsonglobaleditions.com/
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head was turned.66 Pepsi's aggressive actions underscore the importance of responding 
to such a crisis head-on and quickly.

More recently, a publicity campaign for a late-night cartoon show backfired when 
it aroused fears of a terrorist attack and temporarily shut down the city of Boston. The 
“guerrilla marketing" effort consisted of 1-foot-tall blinking electronic signs with hang
ing wires and batteries that marketers used to promote the Cartoon Network TV show 
Aqua Teen Hunger Force (a surreal series about a talking milkshake, a box of fries, and 
a meatball). The signs were placed on bridges and in other high-profile spots in several 
U.S. cities. Most depicted a boxy, cartoon character giving passersby the finger. The bomb 
squads and other police personnel required to investigate the mysterious boxes cost the 
city of Boston more than $500,000—and a lot of frayed nerves.67

Addictive Consumption
Although most people equate addiction with drugs, consumers can use virtually any 
product or service to relieve (at least temporarily) some problem or satisfy some need 
to the point that reliance on it becomes extreme. Though addictions of course include 
alcoholism, drug addiction, and nicotine addiction, it seems we can become dependent 
on almost anything—there is even a Chapstick Addicts support group with 250 active 
members!68 Consumer addiction is a physiological or psychological dependency on 
products or services. Many companies profit from selling addictive products or from sell
ing solutions for kicking a bad habit.

This ad from Singapore discourages young 
people from using ketamine, an animal 
tranquilizer.
Source: Used with permission of Saatchi & Saatchi 
of Singapore.
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Addiction to Technology
Even technology can be addicting, as anyone with a BlackBerry can attest: Some people call 
this little device by the nickname of "CrackBerry" because it's so hard to stop checking it 
constantly. Some 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."69 The country with the largest 
number of social media addicts today? According to a Nielsen survey, it's Italy, which has 
the highest per capita use of Facebook of any nation. Psychologists there report that addicts 
are ignoring the real world as they choose to stay connected to their virtual worlds day and 
night. The country's 16 million Facebook users spend an average of 6 hours and 27 minutes 
on the site per month.70 The problem continues to grow as more of us "drink the Kool-Aid"; 
you may have spent that much time on your Facebook page before you came to class today!

Internet addiction has been a big headache for several years already in South Korea, 
where 90 percent of homes connect to cheap, high-speed broadband. Many young 
Koreans' social lives revolve around the "PC bang," dim Internet parlors that sit on prac
tically every street corner. A government study estimates that up to 30 percent of South 
Koreans under 18 are at risk of Internet addiction. Many already exhibit signs of actual 
addiction, including an inability to stop themselves from using computers, rising levels of 
tolerance that drive them to seek ever-longer sessions online, and withdrawal symptoms 
such as anger and craving when they can't log on. Some users have literally dropped dead 
from exhaustion after playing online games for days on end.71

Other problems arise when people become overly involved in playing online games. 
Consider these two tragic cases:

•  In the UK, a 33-year-old widowed mother let her two dogs starve to death and ne
glected her three kids after becoming hooked on the online game Small World. A 
judge banned her from going on the Internet. The woman slept only two hours a night 
as she played the virtual reality game (in which dwarves and giants battle to conquer 
the world) almost nonstop for six months. Her children—aged 9, 10, and 13—had 
no hot food and "drank" cold baked beans from tins because there were no spoons. 
When the family's two dogs died from neglect, she left their bodies rotting in the din
ing room for two months.72

•  An American woman pled guilty to a charge of second-degree murder in the death 
of her three-month-old son. The 22-year-old mother lost her temper when her child 
began crying while she was playing FarmVille on Facebook; she shook the baby until 
it died.

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 per
formed as an antidote to tension, anxiety, depression, or boredom.73 "Shopaholics" turn 
to shopping much the way addicted people turn to drugs or alcohol/4 One man diag
nosed 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 out of twenty U.S. adults is unable to control the buying of goods that he or she 
does not really want or need. Some researchers say compulsive shopping may be related 
to low self-esteem. It affects an estimated 2 to 16 percent of the adult U.S. population.75 
In some cases, like a drug addict the consumer has little or no control over his or her con
sumption. Whether it is alcohol, cigarettes, chocolate, diet colas, or even Chapstick, the 
products control the consumer. Even the act of shopping itself is an addicting experience
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for some people. Three common elements characterize many negative or destructive 
consumer behaviors:76

1 The behavior is not done by choice.
2 The gratification derived from the behavior is short-lived.
3 The person experiences strong feelings of regret or guilt afterward.

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 "slots," 
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 psycholo
gist, 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, however, money is the substance that hard-core gamblers abuse.

Marketing Pitfall

As the song says, “one 
is the loneliest num
ber.” A German print ad 
campaign for one-calorie 

PepsiMax depicts a lonely calorie trying to 
kill himself in a variety of grisly ways, such 
as slitting his blue wrist with a razor blade. 
Suicide prevention groups reacted angrily. In 
the United States, General Motors encoun
tered similar protests when it aired a Super 
Bowl commercial that showed a lonely robot 
considering suicide.77

Consumed Consumers
Consumed consumers are people who are used or exploited, willingly or not, for com
mercial gain in the marketplace. The situations in which consumers become commodi
ties can range from traveling road shows that feature dwarfs and midgets to the selling of 
body parts and babies. Check out these consumed consumers:

•  Prostitutes—Expenditures on prostitution in the United States alone are estimated 
at $20 billion annually. These revenues are equivalent to those in the domestic shoe 
industry.78

•  Organ, blood, and hair donors—By one estimate, you could make about $46 million if 
you donated every reusable part of your body (do not try this at home).79 In the United 
States, 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."80

This Brazilian ad is part of a campaign to 
combat cigarette addiction. It looks like 
we’re actually ahead of schedule!
Source: Courtesy of ADESF Association for Smoker 
Awareness; Neoqama/BBH.
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•  Babies for sale—Several thousand surrogate mothers have been paid to be medically 
impregnated and carry babies to term for infertile couples. A fertile woman between 
the ages of 18 and 25 can "donate" one egg every 3 months and rake in $7,000 each 
time. Over 8 years, that's 32 eggs for a total of $224,000.81 In one case in Germany, po
lice arrested a couple when they tried to auction their 8-month-old son on eBay. The 
parents claimed that the offer, which read "Baby—collection only. Offer my nearly 
new baby for sale because it cries too much. Male, 70 cm long" was just a joke.82

Illegal Activities
In addition to being self-destructive or socially damaging, many consumer behaviors are 
illegal as well. Analysts estimate the cost of crimes that consumers commit against busi
ness at more than $40 billion per year. A survey the McCann-Erickson advertising agency 
conducted revealed the following tidbits:83

•  Ninety-one percent of people say they lie regularly. One in three fibs about his or her 
weight, one in four about income, and 21 percent lie about their age. Nine percent 
even lie about their natural hair color.

•  Four out of ten Americans have tried to pad an insurance bill to cover the deductible.
•  Nineteen percent say they've snuck into a theater to avoid paying admission.
•  More than three out of five people say they've taken credit for making something 

from scratch when they have done no such thing. According to Pillsbury's CEO, this 
"behavior is so prevalent that we've named a category after it—speed scratch."

Consumer Theft and Fraud
Who among us has never received an email offering us fabulous riches if we help to re
cover 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 
con men have successfully scammed many victims out of hundreds of millions of dol
lars. However, a small but intrepid group of "counterscammers" sometimes give these 
crooks a taste of their own medicine by pretending to fall for a scam and humiliating the 
perpetrator. One common strategy is to trick the con artist into posing for pictures hold
ing a self-mocking sign and then posting these photos on Internet sites. Both online and 
off-line, fraud is rampant.

Stealing from stores is the most common. Someone commits a retail theft every
5 seconds. Shrinkage is the industry term for inventory and cash losses from shoplifting 
and employee theft (it does not refer to the condition George experienced in a famous 
episode of Seinfeld). This is a massive problem for businesses that gets passed on to 
consumers in the form of higher prices (about 40 percent of the losses can be attributed 
to employees rather than shoppers). Shopping malls spend $6 million annually on secu
rity, and a family of four spends about $300 extra per year because of markups to cover 
shrinkage.84

Indeed, shoplifting is America's fastest-growing crime. A comprehensive retail study 
found that shoplifting is a year-round problem that costs U.S. retailers $9 billion annu
ally. The most frequently stolen products are tobacco products, athletic shoes, logo and 
brand-name apparel, designer jeans, and undergarments. The average theft amount per 
incident is $58.43, up from $20.36 in a 1995 survey.85 The problem is equally worrisome in 
Europe; retailers there catch well over 1 million shoplifters every year. The United King
dom has the highest rate of shrinkage (as a percent of annual sales), followed by Norway, 
Greece, and France. Switzerland and Austria have the lowest rates.86

The large majority of shoplifting is not done by professional thieves or by people who 
genuinely need the stolen items.87 About 2 million Americans are charged with shoplift
ing each year, but analysts estimate that for every arrest, 18 unreported incidents occur.88 
About three-quarters of those caught are middle- or high-income people who shoplift for 
the thrill of it or as a substitute for affection. Shoplifting is also common among adoles
cents. Research evidence indicates that teen shoplifting is influenced by factors such as
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having friends who also shoplift. It is also more likely to occur if the adolescent does not 
believe that this behavior is morally wrong.89

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 new software that lets them track 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. 
The retail industry loses approximately $16 billion a year to these and other forms of 
fraudulent behavior. Retail analysts estimate that about 9 percent of all returns are 
fraudulent.90

Anticonsumption
Some types of destructive consumer behavior are anticonsumption, events in which 
people deliberately deface or mutilate products and services. Some of these actions are 
relatively harmless, as when a person goes online at dogdoo.com to send a bag of dog 
manure to a lucky recipient. This site even lets customers calibrate the size of the "gift" 
by choosing among three "Poo Poo Packages": Econo-Poop (20-pound dog), Poo Poo 
Special (50-pound dog), and the ultimate in payback, the Poo Poo Grande (110-pound 
dog).91 The moral: Smell your packages before opening.

Anticonsumption ranges from relatively mild acts like 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 protest in which activists alter or destroy billboards and other advertise
ments 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 organized rallies 
to protest the proliferation of cigarette and alcohol advertising in their neighborhoods; 
these protests sometimes include the defacement of billboards promoting alcohol or 
cigarettes.

CHAPTER SUMMARY

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

1. A consumer’s personality influences the way he 
responds to marketing stimuli, but efforts to use this 
information in marketing contexts meet with mixed 
results.
The concept of personality refers to a person's unique 
psychological makeup and how it consistently influences 
the way that person responds to her environment. Market
ing strategies based on personality differences have met 
with mixed success, partly because of the way research
ers have measured and applied these differences in per
sonality traits to consumption contexts. Some analysts try 
to understand underlying differences in small samples of 
consumers by employing techniques based on Freudian 
psychology and variations of this perspective, whereas 
others have tried to assess these dimensions more objec
tively in large samples using sophisticated, quantitative 
techniques.

2. Psychographics go beyond «¡impie demographics to help 
marketers understand and reach different consumer 
segments.
Psychographic techniques classify consumers in terms 
of psychological, subjective variables in addition to ob
servable characteristics (demographics). Marketers have 
developed systems to identify consumer "types" and to 
differentiate them in terms of their brand or product pref
erences, media usage, leisure time activities, and attitudes 
toward broad issues such as politics and religion.

3. Consumer activities can be harmful to individuals and 
to society.
Although textbooks often paint a picture of the consumer 
as a rational, informed decision maker, in reality many 
consumer activities are harmful to individuals or to soci
ety. The "dark side" of consumer behavior includes terror
ism, addiction, the use of people as products (consumed 
consumers), and theft or vandalism (anticonsumption).
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KEY TERMS

80/20 rule, 255 
AIOs, 255 
animism, 250 
anticonsumption, 265 
archetypes, 242 
beacon,260
behavioral targeting, 259 
bioterrorism, 260 
brand personality, 247 
compulsive consumption, 262

consumed consumers, 263 
consumer addiction, 261 
Doppelgänger brand image, 249 
ego, 239
geodemography, 258 
id, 239
motivational research, 240 
personality, 237 
personality traits, 244 
personalized retargeting, 260

pleasure principle, 239 
PRIZM NE, 258 
psychographics, 253 
reality principle, 240 
serial wardrobers, 265 
shrinkage, 264 
superego, 239
The Values and Lifestyles System 

(VALS2™), 256

REVIEW

1 Describe the id, ego, and superego and tell how they work 
together according to Freudian theory.

2 What is motivational research? Give an example of 
a marketing study that used this approach.

3 Describe three personality traits relevant to marketers.
4 List three problems that arise when we apply trait theory 

to marketing contexts.
5 Define a brand personality and give two examples.
6 Define psychographics, and describe three ways marketers 

can use it.

7 What are three specific kinds of AIOs?
8 What is VALS2™, and how do marketers use it?
9 Alcohol drinkers vary sharply in terms of the number of 

drinks they may consume, from those who occasionally 
have one at a cocktail party to regular imbibers. Explain 
how the 80/20 rule applies to this product category.

10 Define consumer addiction and give two examples of it.
11 What is an example of a consumed consumer?
12 What is shrinkage, and why is it a problem?
13 Define anticonsumption, and provide two examples of it.

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS
1 The Chinese culture has a unique way of dealing with shop

lifters: When a merchant catches one, he demands a stiff fee 
as a penalty. Some storekeepers post a traditional slogan: 
"Steal one, fine 10." Some Chinese shopkeepers have ad
opted this practice, though it's not clear that this deterrent 
would be legal in the United States. For example, in a Chi
nese grocery store in New York City, suspected shoplifters 
caught by the store's security guards or staff members have 
their identification seized. Then, they are photographed 
holding up the items they are accused of trying to steal. 
Finally, workers at the store threaten to display the photo
graphs to embarrass them, and to call the police—unless 
the accused thieves hand over money. Some store owners 
share their photographs with other stores, or post them in 
other store branches they own.92 Is this an effective and 
ethical response, and is it likely to deter shoplifting?

2 Geodemographic techniques assume that people who live in 
the same neighborhood have other things in common as well. 
Why do they make this assumption, and how accurate is it?

3 Behavioral targeting techniques give marketers access to a 
wide range of information about a consumer when they tell

them what Web sites he visits. Do you believe this "knowl
edge power" presents any ethical problems with regard to 
consumers' privacy? Should the government regulate ac
cess to such information? Should consumers have the right 
to limit access to these data?

4 Should organizations or individuals be allowed to create 
Web sites that advocate potentially harmful practices? 
Should hate groups such as al-Qaeda be allowed to recruit 
members online? Why or why not?

5 An entrepreneur made international news when he set 
up a Web site to auction the egg cells of fashion models to 
the highest bidder (minimum bid: $15,000). The site was 
targeted to people who wanted to have very attractive ba
bies because they believed this would maximize their off
springs' chances of succeeding in our society. Is the buying 
and selling of humans just another example of consumer 
behavior at work? Do you agree that this service is simply 
a more efficient way to maximize the chance of having 
happy, successful children? Should this kind of marketing 
activity be allowed? Would you sell your eggs or sperm on 
a Web site?
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■  APPLY
1 Construct a brand personality inventory for three different 

brands within a product category. Ask a small number of 
consumers to rate each brand on about 10 different per
sonality dimensions. What differences can you identify? 
Do these "personalities" relate to the advertising and pack
aging strategies used to differentiate these products?

2 Compile a set of recent ads that attempt to link consump
tion of a product with a specific lifestyle. How does a mar
keter usually accomplish this goal?

3 Political campaigns may use psychographic analyses. Con
duct research on the marketing strategies a candidate used in 
a recent, major election. How cid the campaign segment vot
ers in terms of values? Can you find evidence that the cam
paign's communications strategies used this information?

4 Construct separate advertising executions for a cosmetics 
product that targets the Believer, Achiever, Experiencer, 
and Maker VALS2™ types. How would the basic appeal dif
fer for each group?

MyMarketingLab Now that you have completed this chapter, return to www
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
DAMAS “FARFASHA” . . .  LIVE TO THE FULLEST
In 1907, Damas international jewelry and watch retailer was 
founded in Dubai, United Arab Emirates (UAE). Today the com
pany has over 400 stores in more than 18 countries worldwide.

It is a top retailer in UAE and went on to become a global 
brand name with an extensive portfolio of its own jewelry lines 
and renowned global luxury brands. Damas sells its jewelry and 
watches via four main avenues, the exclusive stores that offer high- 
end luxury products; semi-exclusive stores which offer stylish 
and sophisticated products for the discerning consumer; and the 
Damas 22K and 18K stores which offer trendy, fashionable and 
stylish products and brands at competitive prices.

One of Damas' brands is "Farfasha” which is a slang Arabic 
word that means 'happiness' and 'excitement'. Farfasha was 
launched in 2006 to cater for the younger generation who be
lieve in style, fashion, elegance and fun. This extravagant jewelry 
brand aims to fulfil the high-end youth market who want to live 
their life to the full. The design of this gold jewelry brand is always 
more colorful and sometimes diamonds are added to make it 
more sophisticated. There are a variety of styles and shapes in 
their designs that are versatile and lightweight. Farfasha pieces 
always have a twist and are adaptable to suit the fast pace lifestyle 
of young people who want to change from formal to casual without 
sacrificing the sparkle and elegance. For example, a necklace can 
be worn long, short or even as a waistband, Farfasha wanted young, 
modem, feminine, beautiful and successful women to be the brand 
ambassadors and who better to represent a vibrant young life style 
than Nancy Ajram, a popular international Arab singer. Ajram is

NOTES

a multi-platinum Lebanese singer and goodwill ambassador for 
UNICEF, and has been described as one of the most influential 
celebrities in the Middle East. By adopting the brand the expecta
tion was she would energize and increase its appeal. The unique 
lifestyle and taste of the younger generation demands fashion
able and contemporary jewelry. Liveliness, femininity and style 
are core elements. Ajram appeared in a commercial that captures 
the essence of Farfasha. Farfasha promotes a friendliness with 
its openness of attitude, acceptance of different modes of think
ing and its universal tolerance seen as a vital aspect of the life of 
young women. The brand is trendy with a collection that enhances 
youthful appeal and positive attitude offering an exclusive selection 
of drop earrings, chains, pendants, bracelets and rings in 18k gold.

Farfasha is Damas' most popular brand and its popularity 
among the Arab youth surpassed the company's expectations. The 
collection has set record sales in the Arab region, proving that young 
people are searching for a strong brand that they can identify with. 
Catering for younger consumers, will assure the brand's continu
ation and that generations to come will appreciation gold jewelry.

DISCUSSION QUESTIONS
1 Compare the brand personality of Farfasha to Cartier or 

Tiffany & Co.
2 How would you describe the psychographic profile of a 

person who chooses to wear Farfasha?

Sources: http://w w w .bi-m e.com /m ain.php?c=3& cg=2& t=l& id=53581 
http://w w w .dam asjew el.com /index.aspx?m id=32 http://w w w .am einfo 
.com/123513.html.

1. www.jettygirl.com, accessed May 29,2011.
2. For an interesting ethnographic account of skydiving as a voluntary 

high-risk consumption activity, see Richard L. Celsi, Randall L. Rose, and 
Thomas W. Leigh, "An Exploration of High-Risk Leisure Consumption 
Through Skydiving," Journal o f Consumer Research 20 (June 1993): 1-23.

3. www.roxy.com/home/index.jsp, accessed May 29,2011.
4. See J. Aronoff and J. P. Wilson, Personality in the Social Process (Hillsdale, 

NJ: Erlbaum, 1985); Walter Mischel, Personality and Assessment (New 
York: Wiley, 1968).

http://www.bi-me.com/main.php?c=3&cg=2&t=l&id=53581
http://www.damasjewel.com/index.aspx?mid=32
http://www.ameinfo
http://www.jettygirl.com
http://www.roxy.com/home/index.jsp
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Section 3 • Consumers

This section explores how we make consumption decisions and discusses the many influ
ences others exert during this process. Chapter 7 discusses how marketers form and change 
our attitudes-our evaluations of all these products and messages-and how we as individual 
consumers engage in an ongoing dialogue with the marketplace. Chapter 8 focuses on the 

basic sequence of steps we undergo when we make decisions. Chapter 9 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 10 goes on to consider the many instances 
in which we make our purchase decisions in conjunction with others, especially coworkers 
or family members.

C H A P T E R S  A H E A
Chapter 7 Attitudes and Persuasion
Chapter 8 Decision Making
Chapter 9 Buying and Disposing
Chapter 10 Organizational and Houseliold 
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Chapter 7

Chapter
Objectives

MyMarketingLab
V isitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

Attitudes and Persuasion
When you finish reading this chapter you will understand why:

1. It is important for consumer researchers to understand the nature and power of attitudes.

2. Attitudes are more complex than they first appear.

3. We form attitudes in several ways.

4. A need to maintain consistency among all of our attitudinal components often motivates 
us to alter one or more of them.

5. We use attitude models to identify specific components and combine them to predict 
a consumer’s overall attitude toward a product or brand.

6. The communications model identifies several important components for marketers when 
they try to change consumers’ attitudes toward products and services.

7. The consumer who processes a message is not necessarily the passive receiver 
of information marketers once believed him or her to be.

8. Several factors influence the effectiveness of a message source.

9. The way a marketer structures his or her message determines how persuasive it will be.

10. Audience characteristics help to determine whether the nature of the source or the 
message itself will be relatively more effective.

http://www.pearsonglobaleditions.com/


N
atalie is sorting through today’s mail: bill, 

ad, bill, fund-raising letter from political 

candidate, offer for another credit card.

Aha! Here it is -th e  envelope she’s been waiting for: an invitation to a posh cocktail party at her 

friend Evelyn’s ad agency. This will be her chance to see and be seen, to mingle, network, and maybe 

even land a job offer. But, what to wear? Somehow her industrial grunge clothes don’t seem appro

priate for the new life she imagines as an account executive. Natalie needs help, so she does what 

comes naturally. First, she Tweets her friends to let them know about the event; then she fires up her 

computer to check out what the fashionistas who roam the blogosphere recommend this season. She 

browses Polyvore to see what looks celebrities are posting, and she’s immediately grabbed by a sheer 

royal-blue tunic that actress Blake Lively is w earing-though the set that features a Nanette Lepore 

jazz band dress isn’t bad either. But wait: She might make a real entrance if she turns up in the Rachel 

Pally Aphrodite Fame Dress that Kim Kardashian wears, an off-the-shoulder Grecian-inspired dress “for 

the modern goddess.” Hey, if it works for Kim, it works for her!1 Natalie quickly copies some snapshots 

from the site and posts them on her Facebook page to get their votes. It’s fun to get a reality check 

from her “peeps” in addition to fashion industry snobs.

Source: Lucky Business/Shutterstock.

o b je c tiv e  1 The Power of Attitudes
It is important for 
consumer researchers to People use the term attitude in many contexts. A friend might 
unoerstano tne nature askyou, “What is your attitude toward abortion?” A parent might 
and power of attitudes. scoldj «Young manj j don't Iike your attitude." Some bars even 

euphemistically refer to happy hour as "an attitude adjustment 
period." For our purposes, though, an attitude is a lasting, general evaluation of people 
(including oneself), objects, advertisements, or issues.2 We call anything toward which 
one has an attitude an attitude object (A0).

An attitude is lasting because it tends to endure over time. It is general because it ap
plies to more than a momentary event, such as hearing a loud noise, though you might, 
over time, develop a negative attitude toward all loud noises. Consumers have attitudes 
toward a wide range of attitude objects, from very product-specific behaviors (e.g., you 
use Crest toothpaste rather than Colgate) to more general, consumption-related behav
iors (e.g., how often you should brush your teeth). Attitudes help to determine whom 
you choose to date, what music you listen to, whether you will recycle aluminum cans, or 
whether you choose to become a consumer researcher for a living. In this chapter we'll 
consider the contents of an attitude, how we form attitudes, and how we measure them.
We will also review some of the surprisingly complex relationships between attitudes and 
behavior and then take a closer look at how marketers can change these attitudes.

Psychologist Daniel Katz developed the functional theory of attitudes to explain 
how attitudes facilitate social behavior.3 According to this pragmatic approach, attitudes
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My Marketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

exist because they serve some function for the person. Consumers who expect that they 
will need to deal with similar situations at a future time will be more likely to start to form 
an attitude in anticipation.4 Two people can each have an attitude toward some object 
for very different reasons. As a result, it's helpful for a marketer to know why an attitude 
is held before she tries to change it. These are different attitude functions:

•  Utilitarian function—The utilitarian function relates to the basic principles of re
ward and punishment we learned about in Chapter 3. We develop some attitudes 
toward products simply because they provide pleasure or pain. If a person likes the 
taste of a cheeseburger, that person will develop a positive attitude toward cheese
burgers. 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 re
late to the consumer's central values (Chapter 4) or self-concept (Chapter 5). A per
son forms a product attitude in this case because of what the product says about him 
as a person (e.g., "What sort of man reads Playboy?"). Value-expressive attitudes also 
are highly relevant to the psychographic analyses we discussed in Chapter 6, which 
consider how consumers cultivate a cluster of activities, interests, and opinions to 
express a particular social identity.

•  Ego-defensive function —Attitudes we form to protect ourselves either from external 
threats or internal feelings perform an ego-defensive function. An early marketing 
study showed that housewives in the 1950s resisted the use of instant coffee because 
it threatened their conception of themselves as capable homemakers (this doesn't 
seem to be a very big issue for most anymore!).5 Products that promise to help a man 
project a "macho" image (e.g., Marlboro cigarettes) appeal to his insecurities about 
his masculinity. Another example is deodorant campaigns that stress the dire, embar
rassing consequences when you're caught with underarm odor in public.

•  Knowledge function—We form some attitudes because we need order, structure, or 
meaning. A knowledge function applies when a person is in an ambiguous situation 
("it's OK to wear casual pants to work, but only on Friday") or she confronts a new 
product (e.g., "Bayer wants you to know about pain relievers").

OBJECTIVE 2 The ABC Model of Attitudes
Attitudes are more
complex than they first When Subaru of America began work on a new marketing strat- 
appear egy, the automaker discovered that even though most auto
_________________  buyers had heard of the brand, very few had strong emotional

connections to it. However, Subaru owners expressed strong 
passion and even love for the brand. To ramp up this emotional connection for nonown
ers, the new campaign targets people who are in three different stages of buying a car— 
what Subaru calls the heart, the head, and the wallet. The heart stage focuses on the love 
owners show for their cars; commercials share personal stories of their attachment. The 
head-stage ads, in contrast, present the rational side of specific models as they emphasize 
how the cars benefit their owners in terms of reliability, economy, and so on. Then, the 
wallet ads deal with the financial details of actually buying a Subaru; these include special 
offers from local dealers.6

Like the Subaru campaign, an attitude has three components: affect, behavior, and 
cognition. Affect describes how a consumer feels about an attitude object. Behavior re
fers to his intentions to take action about it (but, as we will discuss at a later point, an 
intention does not always result in an actual behavior). Cognition is what he believes to be 
true about the attitude object. You can remember these three components of an attitude 
as the ABC model of attitudes.

The ABC model emphasizes the interrelationships among knowing, feeling, and do
ing. We can't determine consumers' attitudes toward a product if we just identify their 
cognitions (beliefs) about it. For example, a researcher may find that shoppers "know" a

http://www.pearsonglobaleditions.com/
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particular camcorder has an 8:1 power zoom lens, auto focus, and a flying erase head, but 
simply knowing this doesn’t indicate whether they feel these attributes are good, bad, or 
irrelevant, or whether they would actually buy the camcorder.

Hierarchies of Effects
Which comes first: knowing, feeling, or doing? It turns out that each element may lead 
things off, depending on the situation. Attitude researchers developed the concept of a 
hierarchy of effects to explain the relative impact of the three components. Each hier
archy specifies that a fixed sequence of steps occurs en route to an attitude. Figure 7.1 
summarizes these three different hierarchies.

The Standard Learning Hierarchy
Think -» Feel -> Do: The standard learning hierarchy assumes that a person approaches 
a product decision as a problem-solving process. First, she forms beliefs about a product 
as she accumulates knowledge (beliefs) regarding relevant attributes. Next, she evalu
ates these beliefs and forms a feeling about the product (affect).7 Then she engages in 
a relevant behavior, such as when she buys a product that offers the attributes she feels 
good about. This hierarchy assumes that a consumer is highly involved when she makes 
a purchase decision.8 She's motivated to seek out a lot of information, carefully weigh 
alternatives, and come to a thoughtful decision.

The Low-lnvolvement Hierarchy
Do -> Feel -> Think: The low-involvement hierarchy of effects assumes that the con
sumer initially doesn't have a strong preference for one brand over another; instead, she 
acts on the basis of limited knowledge and forms an evaluation only after she has bought 
the product.9 The attitude is likely to come about through behavioral learning, as good or 
bad experiences reinforce her initial choice.

The possibility that consumers simply don't care enough about many decisions to 
carefully assemble a set of product beliefs and then evaluate them is important. This 
implies that all of our concern about influencing beliefs and carefully communicating 
information about product attributes may often be wasted. Consumers aren't necessar
ily going to pay attention anyway; they are more likely to respond to simple stimulus- 
response connections when they make purchase decisions. For example, a consumer 
who chooses among paper towels might remember that "Bounty is the quicker picker- 
upper" rather than systematically comparing all the brands on the shelf. Get a life!

Figure 7.1 HIERARCHIES OF EFFECTS
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This ad for New York’s famous Smith & 
Woliensky restaurant emphasizes that 
marketers and others associated with a 
product or service are often more involved 
with it than are their customers.
Source: Courtesy of Smith & Woliensky Steak 
House.

The notion of consumers' low involvement is a bitter pill for some marketers to swal
low. Who wants to admit that what they market is not very important to the people who 
buy it? A brand manager for, say, a brand of bubble gum or cat food may find it hard to be
lieve that consumers don't put that much thought into purchasing her product, because 
she herself spends many of her 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. Instead, they will be swayed by principles of behavioral learning, such as 
the simple responses that conditioned brand names or point-of-purchase displays elicit 
(discussed in Chapter 3).

The Experiential Hierarchy
Feel -> Think -» Do: According to the experiential hierarchy of effects, we act on the 
basis of our emotional reactions. The experiential perspective highlights the idea that 
intangible product attributes, such as package design, advertising, brand names, and the 
nature of the setting in which the experience occurs, can help shape our attitudes toward 
a brand. We may base these reactions on hedonic motivations, such as whether using the 
product is exciting (like the Nintendo Wii).

Even the emotions the communicator expresses have an impact. A smile is infec
tious; in a process we term emotional contagion, messages that happy people deliver en
hance our attitude toward the product.10 Numerous studies demonstrate that the mood a 
person is in when she sees or hears a marketing message influences how she will process

Steak is our life. 
All we ask is that you 
make it your lunch.

Smith & Woliensky.
Tlic quintessential NewY&rk City stcakhousc. 

49th Sr. & 3rd Avc. (212)753-1530.

Winner of The Mine Spectatory 1987 Grand Award.
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the ad, the likelihood that she will remember the information she sees, and how she will 
feel about the advertised item and related products in the future.11

OBJECTIVE 3 How Do We Form Attitudes?
We form attitudes

in several ways. W e  all have lots of attitudes, and we don't usually question how
we got them. Certainly, you're not born with the heartfelt con

viction that, say, Pepsi is better than Coke, or that alternative music liberates the soul. 
From where do these attitudes come?

We form an altitude in several different ways, depending on the particular hierarchy of 
effects that operates. As we saw in Chapter 3, we may form an attitude toward a brand due to 
classical conditioning: A marketer repeatedly pairs an attitude object such as the Pepsi name 
with a catchy jingle ("You're in the Pepsi Generation"). Or we can form an attitude due to 
instrumental conditioning: The marketer reinforces us when we consume the attitude object 
(e.gề, you take a swig of Pepsi and it quenches your thrirst). Or this learning can result from a 
very complex cognitive process. For example, a teenager may model the behavior of friends 
and media endorsers, such as Beyoncé, who drink Pepsi because they believe that this will 
allow them to fit in with the desirable lifestyle that Pepsi commercials portray.

All Attitudes Are Not Created Equal
It's important to distinguish among types of attitudes, because not all are formed in the 
same way.12 One consumer may be highly brand-loyal; she has an enduring, deeply held 
positive attitude toward an attitude object, and it would be difficult to weaken this in
volvement. However, another woman may be a more fickle consumer: She may have a 
mildly positive attitude toward a product but be quite willing to abandon it when some
thing better comes along. In this section, we'll consider the differences between strongly 
and weakly held attitudes and briefly review some of the major theoretical perspectives 
researchers use to explain how attitudes form and relate to our other attitudes.

Consumers vary in their commitment to an attitude; the degree of commitment re
lates to their level of involvement with, the attitude object (see Chapter 4)Ể13 Let's look at 
three (increasing) levels of commitment:

1 C o m p lia n ce—At the lowest level of involvement, co m pliance, we form an attitude 
because it helps us to gain rewards or avoid punishment. This attitude is very su
perficial; it is likely to change when others no longer monitor our behavior or when 
another option becomes available. You may drink Pepsi because the cafeteria sells 
it, and it is too much trouble to go elsewhere for a Coca-Cola.

2 Identification— Identification occurs when we form an attitude to conform to an
other person's or group's expectations. Advertising that depicts the dire social con
sequences when we choose some products over others relies on the tendency of 
consumers to imitate the behavior of desirable models (more on this in Chapter 11).

3 In te rn a liza tio n — At a high level of involvement called in te rn a liza tio n , deep-seated 
attitudes become part of our value system. These attitudes are very difficult to change 
because they are so important to us. The infamous Coke debacle of the 1980s (still a 
standard in marketing textbooks today) illustrates what can happen when a marketer 
messes with strongly held attitudes. In this case Coca-Cola decided to change its fla
vor formula to meet the needs of younger consumers who often preferred a sweeter 
taste (more characteristic of Pepsi). The company conducted rigorous blind taste 
tests that showed people who didn't know what brands they were drinking preferred 
the flavor of the new formula. Much to its surprise, when New Coke hit the shelves, 
the company faced a consumer revolt as die-hard Coke fans protested. This alle
giance to Coke was obviously more than a minor taste preference for these people; 
the brand had become intertwined with their social identities and took on intense 
patriotic and nostalgic properties.
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OBJECTIVE 4
A need to maintain 
consistency among 
all of our attitudinal 
components often 
motivates us to alter one 
or more of them.

The Consistency Principle
Have you ever heard someone say, "Pepsi is my favorite soft 
drink. It tastes terrible," or "I love my boyfriend. He's the biggest 
idiot I've ever met"? Probably not (at least until the couple gets 
married!), because these beliefs or evaluations don't go together. 
According to the p rin c ip le  of cognitive consistency, we value 
harmony among our thoughts, feelings, and behaviors, and a 
need to maintain uniformity among these elements motivates 

us. This desire means that, if necessary, we change our thoughts, feelings, or behaviors to 
make them consistent with other experiences. That boyfriend may slip up and act like a 
noob occasionally, but his girlfriend (eventually) will find a way to forgive him—or dump 
him. The consistency principle is an important reminder that we don't form our attitudes 
in a vacuum: A big factor is how well they fit with other, related attitudes we already hold.

The th e o ry  of cognitive dissonance states that when a person is confronted with 
inconsistencies among attitudes or behaviors, he will take some action to resolve this

Advertisers often need to resort to creative 
imagery to capture consumers’ attention 
and build awareness for their clients.
Source: Courtesy of Energy BBDO.
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"dissonance"; perhaps he will change his attitude or modify his behavior to restore con
sistency. The theory has important ramifications for consumer behavior. We often con
front situations in which there is some conflict between our attitudes toward a product 
or service and what we actually do or buy.14

According to the theory, our motivation to reduce the negative feelings of dissonance 
makes us find a way for our beliefs and feelings to fit together. The theory focuses on 
situations in which two cognitive elements clash. A cognitive element can be something a 
person believes about himself, a behavior he performs, or an observation about his sur
roundings. For example, the two cognitive elements "I know smoking cigarettes causes 
cancer" and "I smoke cigarettes” are dissonant with one another. This psychological in
consistency creates a feeling of discomfort that the smoker tries to reduce. The magnitude 
of dissonance depends on both the importance and number of dissonant elements.15 
In other words, we're more likely to observe dissonance in high-involvement situations 
where there is more pressure to reduce inconsistencies.

We reduce dissonance when we eliminate, add, or change elements. For example, 
a person can stop smoking (eliminating), or remember Great-Aunt Sophie who smoked 
until the day she died at age 90 (adding). Alternatively, he might question the research 
that links cancer and smoking (changing), perhaps by believing industry-sponsored stud
ies that try to refute this connection.

Dissonance theory can help to explain why evaluations of a product tend to increase 
after we buy the product. The cognitive element, "I made a stupid decision," is dissonant 
with the element, "I am not a stupid person," so we tend to find even more reasons to like 
something after it becomes ours. A classic study at a horse race demonstrated this post
purchase dissonance. Bettors evaluated their chosen horse more highly and were more 
confident of its success after they placed a bet than before. Because the bettor financially 
commits to the choice, she reduces dissonance as she increases the attractiveness of the 
chosen alternative relative to the unchosen ones.16 One implication of this phenomenon 
is that consumers actively seek support for their decisions so they can justify them; there
fore, marketers should supply their customers with additional reinforcement after they 
purchase to bolster these decisions.

Self-Perception Theory
Do we always change our attitudes to be in line with our behavior because we're moti
vated to reduce cognitive dissonance? Self-p e rce p tio n  th e o ry  provides an alternative 
explanation of dissonance effects.17 It assumes that we observe our own behavior to 
determine just what our attitudes are, much as we assume that we know what another 
person's attitude is when we watch what he does. The theory states that we maintain 
consistency as we infer that we must have a positive attitude toward an object if we have 
bought or consumed it (assuming that we freely made this choice). Thus, you might say 
to yourself, "I guess I must be into Facebook pretty big time. I seem to spend half my life 
on it."

Self-perception theory helps to explain the effectiveness of a strategy salespeople 
call the fo o t-in -th e -d o o r technique: They know that a consumer is more likely to com
ply with a big request if he agrees to a smaller one.18 The name for this technique comes 
from the practice of door-to-door selling; salespeople learn to plant their foot in a door 
so the prospect (they hope) doesn't slam it on them. A good salesperson knows that she 
is more likely to get an order if she can persuade the customer to open the door and talk. 
By agreeing to do so, the customer signals that he's willing to listen to the salesperson's 
pitch. Placing an order is consistent with the self-perception that "I'm the kind of person 
who is willing to buy something from a salesperson who knocks on my door."19 Recent 
research also points to the possibility that when salespeople ask consumers to make a 
series of choices, these decisions are cognitively demanding and deplete the resources 
the person has available to monitor his behavior. As a result, the target will opt for easier 
decisions down the road; in some cases it may be easier just to comply with the request 
than to search for reasons why you shouldn't.20
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Social Judgment Theory
Social judgment theory also assumes that people assimilate new information about atti
tude objects in light of what they already know or feel.21 The initial attitude acts as a frame 
of reference, and we categorize new information 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 lift, we 
develop a subjective standard when we judge attitude objects.

One important aspect of the theory is that people differ in terms of the information 
they will find acceptable or unacceptable. They form latitudes of acceptance and rejection 
around an attitude standard. They will consider and evaluate ideas falling within the 
latitude favorably, but they are more likely to reject out of hand those that fall outside of 
this zone. People tend to perceive messages within their latitude of acceptance as more 
consistent with their position than those messages actually are. We call this exaggeration 
an assimilation effect.

However, we tend to see messages that fall in our latitude of rejection as even 
more unacceptable than they actually are—this results in an exaggeration we call 
a contrast effect.22 As a person becomes more involved with an attitude object, her 
latitude of acceptance gets smaller. In other words, the consumer accepts fewer ideas 
farther from her own position and she tends to oppose even mildly divergent po
sitions. Discriminating buyers have a smaller latitude of acceptance (e.g., "choosy 
mothers choose Jif peanut butter"). However, relatively uninvolved consumers con
sider a wider range of alternatives. They are less likely to be brand loyal and are more 
likely to switch brands.

Balance Theory
Have you ever heard the expression, "Any friend of Joe's is a friend of mine?" How about 
"My enemy's enemy is my friend?" Balance theory considers how a person perceives 
relations among different attitude objects, and how he alters his attitudes so that these 
remain consistent (or "balanced").23 This perspective involves relations (always from the 
perceiver's subjective point of view) among three elements, so we call the resulting at
titude structures triads. Each triad contains (1) a person and his perceptions of (2) an 
attitude object and (3) some other person or object. The theory specifies that we want 
relations among elements in a triad to be harmonious. If they are unbalanced, this creates 
tension that we are motivated to reduce by changing our perceptions in order to restore 
balance.

We link elements together in one of two ways: They can have either a unit relation, 
where we think that a person is somehow connected to an attitude object (something 
like a belief); or they can have a sentiment relation, where a person expresses liking or 
disliking for an attitude object. You might perceive that a dating couple has a positive 
sentiment relation. On getting married, they will have a positive unit relation. If they get 
divorced, they sever the unit relation.

To see how balance theory might work, consider the following scenario:

#  Alex would like to date Elliott, who is in her consumer behavior class. In balance 
theory terms, Alex has a positive sentiment relation with Elliott.

#  One day, Elliott shows up in class wearing an earring. Elliott has a positive unit rela
tion with the earring.

#  Alex is turned off by men who wear earrings. She has a negative sentiment relation 
with men's earrings.

According to balance theory, Alex faces an unbalanced triad. As Figure 7.2 shows, she 
will experience pressure to restore balance by altering some aspect of the triad. How can 
she do this? She could decide that she does not like Elliott after all. Or her liking for Elliott 
could prompt her to decide that earrings on men are really pretty cool. She might even 
try to negate the unit relation between Elliott and the earring by deciding that he must 
wear it as part of a fraternity initiation (this reduces the free-choice element). Finally,
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Figure 7.2 BALANCE THEORY

she could choose to "leave the field" by accepting a date with Elliott's roommate Byron 
who doesn't wear an earring (but who has an awesome tattoo). Note that although the 
theory does not specify which of these routes Alex will choose, it does predict that she will 
change one or more of her perceptions to achieve balance. Although this example is an 
oversimplified representation of most attitude processes, it helps to explain a number of 
consumer behavior phenomena.

Balance theory reminds us that when we have balanced perceptions, our attitudes 
also are likely to be stable. However, when we experience inconsistencies, we also are 
more likely to change our attitudes. Balance theory helps explain why consumers like 
to be linked to positively valued objects. Forming a unit relation with a popular product 
(e.g., buying and wearing fashionable clothing, driving a flashy car, or even being part 
of a rap singer's posse) may improve the chances that other people will include you as a 
positive sentiment relation in their 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 nonprofit organiza
tion recruits a celebrity to discourage harmful behaviors.24 We will consider this strategy 
at length later in this chapter. For now, it pays to remember that creating a unit rela
tion between a product and a star can backfire if the public's opinion of the celebrity 
endorser shifts from positive to negative. For example, Pepsi pulled an ad that featured 
Madonna after she released a controversial music video involving religion and sex; it also 
happened when celebrity bad girl Paris Hilton got busted. The strategy can also cause 
trouble if people question the star-product unit relation: This occurred when the late singer 
Michael Jackson, who also did promotions for Pepsi, subsequently confessed that he 
didn't even drink soda.

281
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Marketing Opportunity

Consumers often like to 
publicize their connections 
with successful people or 
organizations (no matter 

how shaky the connection) to enhance their 
own standing. Researchers call this tactic 
basking in reflected glory. A series of 
studies at Arizona State University (ASU) 
showed how students’ desires to identify 
with a winning im age-in this case, ASU’s 
football team-influenced their consumption 
behaviors. After the team played a game 
each weekend, observers recorded the inci
dence of school-related items, such as ASU 
T-shirts and caps, that students walking 
around campus wore. The researchers cor
related the frequency of these behaviors to 
the team’s performance. If the team won on 
Saturday, students were more likely to show 
off their school affiliation (basking in re
flected glory) the following Monday than if the 
team lost. And the bigger the point spread, 
the more likely they were to observe students 
who wore clothes with the ASU logo.25

At the college level, many schools in ad
dition to ASU reap huge revenues when they 
license their school’s name and logo. Uni
versities with strong athletic programs, such 
as Michigan, Penn State, and Auburn, clean 
up when they sell millions of dollars worth of 
merchandise (everything from T-shirts to toi
let seats). Yale was a relative latecomer to 
this game, but the director of licensing ex
plained the decision to profit from the use of 
the school’s name and the likeness of bulldog 
mascot Handsome Dan: “We recognize that 
our name means a lot-even to people who 
didn’t go here. Plus, this way we can crack 
down on the Naked Coed Lacrosse shirts out 
there with Yale on them.”26

Attitude Models
When market researchers want to assess consumers' attitudes 
toward beer brands, they might simply go to a bar and ask a 
bunch of guys, "How do you feel about Budweiser?" However, 
as we saw earlier, attitudes can be a lot more complex than that. 
One problem is that many attributes or qualities may link to 
a product or service and, depending on the individual, some 
of these will be more or less important ("Less filling!" "Tastes 
great!"). Another problem is that when a person decides to take 

action toward an attitude object, other factors influence his behavior, such as whether 
he feels that his family or friends would approve. Attitude models specify the different 
elements that might work together to influence people's evaluations of attitude objects.

Multiattribute Attitude Models
A simple response does not always tell us everything we need to know, either about why 
the consumer feels a certain way toward a product or about what marketers can do to 
change her attitude. Our beliefs (accurate or not) about a product often are key to how 
we evaluate it. Warner-Lambert discovered this when it conducted research for its Fresh 
Burst Listerine mouthwash. A research firm paid 37 families to allow it to set up cameras 
in their bathrooms and watch their daily routines (maybe they should have just checked 
out YouTube). Participants who bought both Fresh Burst and rival Scope said they used 
mouthwash to make their breath smell good. But Scope users swished around the liquid 
and then spit it out, whereas Listerine users kept the product in their mouths for a long 
time (one respondent held the stuff in until he got in the car and finally spit it out in a 
sewer a block away!). These findings told Listerine that the brand still hadn't shaken its 
medicine-like image.27

Because attitudes are so complex, marketing researchers may use m ultiattribute 
attitude models to understand them. This type of model assumes that a consumer's at
titude toward an attitude object 04o) depends on the beliefs she has about several of its 
attributes. When we use a multiattribute model, we assume that we can identify these 
specific beliefs and combine them to derive a measure of the consumer's overall attitude. 
We'll describe how these models work with the example of a consumer who evaluates a 
complex attitude object that should be very familiar to you: a college.

Basic multiattribute models contain three specific elements:28

•  Attributes are characteristics of the A0. A researcher tries to identify the attributes 
that most consumers use when they evaluate the Aa. For example, one of a college's 
attributes is its scholarly reputation.

•  Beliefs are cognitions about the specific A0 (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 believe that the University of 
North Carolina is strong academically (or maybe this is consistency theory at work, 
since your humble author got his PhD there!).

•  Importance weights reflect the relative priority of an attribute to the consumer. Al
though people might consider an A0 on a number of attributes, some attributes 
are likely to be more important than others (i.e., consumers will give them greater 
weight). Furthermore, these weights are likely to differ across consumers. In the case 
of colleges and universities, for example, one student might stress research opportu
nities, whereas another might assign greater weight to athletic programs.

The Fishbein Model. The most influential multiattribute model is called the Fishbein model, 
named after its primary developer.29 The model measures three components of attitude:

•  Salient beliefs people have about an A0 (i.e., those beliefs about the object a person 
considers during evaluation).

OBJECTIVE 5
We use attitude models 
to identify specific 
components and 
combine them to predict 
a consumer’s overall 
attitude toward a product 
or brand.
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•  Object-attribute linkages, or the probability that a particular object has an important 
attribute.

•  Evaluation of each of the important attributes.

When we combine these three elements, we compute a consumer's overall attitude 
toward an object (we’ll see later how researchers modify this equation to increase its ac
curacy). The basic formula is:

Ajk = ^fiijkhk

where
i = attribute 
j  = brand 
k = consumer
I = the importance weight given attribute i by consumer k
P= consumer k’s belief regarding the extent to which brand j  possesses attribute i 

A = a particular consumer's (k’s) attitude score for brand j

We obtain the overall attitude score (A) when we multiply a consumer's rating of each 
attribute for all the brands she considered by the importance rating for that attribute.

To see how this basic multiattribute model works, let's suppose we want to predict 
which college a high school senior is likely to attend. After months of waiting anxiously, 
Saundra gets accepted to four schools. Because she must now decide among these, we 
would first like to know which attributes Saundra will consider when she forms an atti
tude toward each school. We can then ask Saundra to assign a rating regarding how well 
each school performs on each attribute and also determine the relative importance of 
the attributes to her.

By summing scores on each attribute (after we weight each by its relative impor
tance), we compute an overall attitude score for each school. Table 7.1 shows these hy
pothetical ratings. Based on this analysis, it seems that Saundra has the most favorable 
attitude toward Smith. She is clearly someone who would like to attend a college for 
women with a solid academic reputation rather than a school that offers a strong athletic 
program or a party atmosphere.

The Basic Multiattribute Model: Saundra’s College Decision

Beliefs (B)

Attribute (/) Importance (/) Smith Princeton Rutgers Northland

Academic reputation 6 8 9 6 3

All women 7 9 3 3 3

Cost 4 2 2 6 9

Proximity to home 3 2 2 6 9

Athletics 1 1 2 5 1

Party atmosphere 2 1 3 7 9

Library facilities 5 7 9 7 2

Attitude score 163 142 153 131
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Marketing Pitfall

The gulf between what 
consumers say and what 
they do is apparent when 
we look at sales of envi

ronmentally friendly products. Especially since 
the Great Recession hit, people continue 
to insist that they want green alternatives- 
but they’re just not willing to pay extra for 
them. For example, when Clorox unveiled 
its Green Works cleaning line in 2008, it 
seemed poised for success as it secured an 
endorsement from the Sierra Club, a national 
launch at Walmart, and a vow to “move natu
ral cleaning into the mainstream.” Today, 
sales are stagnant or worse, just like those 
of similar products from major brands like 
Arm & Hammer, Windex, Palmolive, Hefty, 
and Scrubbing Bubbles. As an industry con
sultant observed, “Every consumer says, ‘I 
want to help the environment, I'm looking for 
eco-friendly products.’ But if it’s one or two 
pennies higher in price, they’re not going to 
buy it. There is a discrepancy between what 
people say and what they do.”34

Marketing Applications of the Multiattribute Model
Suppose you were the director of marketing for Northland College, another school Saun- 
dra considered. How might you use the data from this analysis to improve your image?

Capitalize on Relative Advantage. If prospective students view one brand as superior 
on a particular attribute, a marketer needs to convince consumers like Saundra that this 
particular attribute is important. For example, although Saundra rates Northland's social 
atmosphere highly, she does not believe this attribute is a valued aspect for a college. As 
Northland's marketing director, you might emphasize the importance of an active social 
life, varied experiences, or even the development of future business contacts that a stu
dent forges when she makes strong college friendships.

Strengthen Perceived Product/Attribute Linkages. A marketer may discover that con
sumers do not equate his brand with a certain attribute. Advertising campaigns often 
address this problem when they stress a specific quality to consumers (e.g., “new and 
improved"). Saundra apparently does not think much of Northland's academic quality, 
athletic programs, or library facilities. You might develop an informational campaign to 
improve these perceptions (e.g., "little-known facts about Northland").

Add a New Attribute. Product marketers frequently try to distinguish themselves from 
their competitors when they add a product feature. Northland College might try to em
phasize some unique aspect, such as a hands-on internship program for business majors 
that takes advantage of ties to the local community.

Influence Competitors’ Ratings. Finally, you can decrease your competitors' higher rat
ings with a comparative advertising strategy. In this case, you might publish an ad that 
lists the tuition rates of a number of area schools with which Northland compares favor
ably and emphasize the value for the money its students get.

Do Attitudes Predict Behavior?
Consumer researchers have used multiattribute models for many years, but a major 
problem plagues them: In many cases, a person's attitude doesn't predict her behaviorề 
In a classic demonstration of "do as I say, not as I do," many studies report a very low cor
relation between a person's reported attitude toward something and her actual behavior 
toward it. Some researchers are so discouraged that they question whether attitudes are 
of any use at all when we try to understand behavior.

This questionable linkage between attitudes and behavior is a big headache for ad
vertisers: Consumers can love a commercial, yet still not buy the product. For example, 
one of the most popular TV commercials in recent years featured basketball player Sha- 
quille O'Neal for Pepsi. Although the company spent $67 million on this spot and other 
similar ones in a single year, sales of Pepsi-Cola fell by close to 2 percent, even as sales of 
archrival Coca-Cola increased by 8 percent during the same period.30

The Extended Fishbein Model
In response, researchers tinkered with the Fishbein model to improve its predictive abil
ity. They call the newer version the theory of reasoned action.31 This model contains 
several important additions to the original, and although the model is still not perfect, 
it does a better job of prediction.32 Let's look at some of the modifications to this model.

Intentions versus Behavior
Like the motivations we discussed in Chapter 4, attitudes have both direction and 
strength. A person may like or dislike an attitude object with varying degrees of confi
dence or conviction. It is helpful to distinguish between firmly held attitudes and those 
that are more superficial, especially because a person who holds an attitude with greater
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conviction is more likely to act on it. One study on environmental issues and marketing 
activities found, for example, that people who express greater conviction in their feelings 
regarding environmentally responsible behaviors such as recycling show greater consis
tency between attitudes and behavioral intentions.33

However, as the old expression goes, "the road to hell is paved with good intentions." 
Many factors might interfere with performing the intended behavior. Say you save up 
to buy a new Apple iPhone. Although you have every intention to get it, stuff happens: 
You might lose your job, get mugged on the way to the Apple store, or arrive at the store 
only to find they've run out of the item. It is not surprising, then, that in some instances 
researchers find that instead of knowing our intentions, our past purchase behavior does 
a better job of predicting our future behavior (this is one of the foundations of direct 
marketing techniques that identify likely customers based on their purchase histories). 
The theory of reasoned action aims to measure behavioral intentions—it recognizes that 
certain uncontrollable factors (such as that mugger) limit our ability to predict the future 
with 100 percent accuracy.

Social Pressure
Perhaps most importantly, the theory acknowledges the power of other people to influ
ence what we do. Much as we may hate to admit it, what we think others would like us 
to do may override our own preferences. Some research approaches assess the extent to 
which people's "public" attitudes and purchase decisions might differ from what they do 
in private. For example, one firm uses a technique it calls "engineered theatre.” Research
ers go to the actual site where people use a product, such as a bar. They arrange for the 
bartender to "mistakenly" serve the wrong drink and then observe the consumer's "naked 
response" to the new brand and her reaction to consuming the brand in a social context.35

This Vietnamese ad employs social pressure 
(the subjective norm) to address people’s 
attitudes tcward wearing helmets.
Source: Couitesy of Ogilvy & Mather/Asia Injury 
Prevention Foundation; Photo by Pro-1 Studio.

“I W O N ' T  W E A R A  H E L M E T
( P h a n  d i n h  - m e n t a l  a g e  2 y r s )

I T  MAKES ME L O O K  STUPI D"
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Marketing Opportunity

Social pressure can play 
a useful role in motivat
ing consumers to engage 
in socially responsible be

haviors. One study assessed this possibility 
when it compared the effectiveness of differ
ent ways a hotel might encourage guests to 
reuse their towels. When researchers used a 
social appeal ( “the majority of guests reuse 
their towels”), this worked better than a func
tional appeal (“help save the environment”). 
They also found that compliance was boosted 
when they phrased the requests in terms of 
directly relevant others ( “the majority of 
guests in this room reuse their towels”) com
pared to more general group appeals (such 
as the “majority of men and women reuse 
their towels”).36

Returning to Saundra's college choice, you can see in Table 7.1 that she was very pos
itive about going to a predominantly female school. However, if she felt that this choice 
would be unpopular (perhaps her friends would think she was crazy), she might ignore 
or downgrade this preference when she made her decision. Researchers added a new 
element, the subjective norm  (SN), to account for the effects of what we believe other 
people think we should do. They use two factors to measure SN: (1) the intensity of a nor
mative belief (NB) that others believe we should take or not take some action 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 she evaluates a purchase).

Attitude Toward Buying
The newer model also measures attitude toward the act of buying {Aaĉ , rather than 
only the attitude toward the product itself. In other words, it focuses on the perceived 
consequences of a purchase. Knowing how someone feels about buying or using an ob
ject turns out to be more valid than merely knowing the consumer's evaluation of the 
object itself.37

To understand this distinction, consider a marketing researcher who wants to mea
sure college students' attitudes toward safe sex and wearing condoms. Although many 
college students she interviews would probably report a positive attitude toward condom 
use, can she conclude from these responses that these respondents will actually buy and 
use them? She might get more accurate results if she simply asks the same students how 
likely they are to buy condoms. A person might have a positive A0 toward condoms, but 
Aact (attitude toward the act of obtaining the attitude object) might be negative because 
of the embarrassment or the hassle involved.

Obstacles to Predicting Behavior in the Theory of Reasoned Action
Despite improvements to the Fishbein model, problems arise when researchers misapply 
it. As our discussion about measuring personality traits in Chapter 6 showed, sometimes 
researchers use a model in ways it was not intended or where certain assumptions about 
human behavior may not be warranted.38 Here are some other obstacles to predicting 
behavior:

•  The model tries to predict actual behavior (e.g., taking a diet pill), not the outcomes of 
behavior that some studies assess (e.g., losing weight).

•  Some outcomes are beyond our control, such as when the purchase requires the co
operation of other people. For instance, a woman might want to get a mortgage, but 
this intention will be worthless if she cannot find a banker to give her one.

•  The basic assumption that behavior is intentional may be invalid in a variety of cases, 
including impulsive acts, sudden changes in situation, novelty seeking, or even sim
ple repeat buying. One study found that such unexpected events as having guests, 
changes in the weather, or reading articles about the healthfulness of certain foods 
significantly affected actual behaviors.39

•  Measures of attitude often do not really correspond to the behavior they are supposed 
to predict, either in terms of the A0 or when the act will occur. One common problem 
is a difference in the level of abstraction researchers employ. For example, knowing 
a person's attitude toward sports cars may not predict whether she will purchase a 
BMW Z4. It is very important to match the level of specificity between the attitude and 
the behavioral intention.

•  A similar problem relates to the time frame of the attitude measure. In general, the 
longer the time between the attitude measurement and the behavior it is supposed 
to assess, the weaker the relationship will be. For example, predictability improves 
greatly if we ask a consumer the likelihood that she will buy a house in the next week 
as opposed to within the next five years.

•  We form stronger and more predictive attitudes through direct, personal experi
ence with an A0 than those we form indirectly through advertising.40 According to
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the attitude accessibility perspective, behavior is a function of the person's immediate 
perceptions of the Aol in the context of the situation in which she encounters it. An 
attitude will guide the evaluation of the object but only if a person's memory acti
vates it when she encounters the object. These findings underscore the importance 
of strategies that induce trials (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 maximize exposure to marketing communications.

In addition, most researchers apply the theory of reasoned action in Western set
tings. Certain assumptions inherent in the model may not necessarily apply to consumers 
from other cultures. Several cultural roadblocks diminish the universality of the theory 
of reasoned action:41

•  The model predicts the performance of a voluntary act. Across cultures, how
ever, many activities, ranging from taking exams and entering military service to 
receiving an inoculation or even choosing a marriage partner, are not necessarily 
voluntary.

•  The relative impact of subjective norms may vary across cultures. For example, Asian 
cultures tend to value conformity and “face saving,” so it is possible that subjective 
norms involving the anticipated reactions of others to the choice will have an even 
greater impact on behavior for many Asian consumers. Indeed, a study conducted 
during an election in Singapore successfully predicted how people would vote as it 
assessed their voting intentions beforehand. These intentions were in turn influenced 
by such factors as voters' attitudes toward the candidate, attitudes toward the political 
party, and subjective norms—which in Singapore includes an emphasis on harmoni
ous and close ties among members of the society.

•  The model measures behavioral intentions and thus presupposes that consumers 
are actively thinking ahead and planning future behaviors. The intention concept as
sumes that consumers have a linear time sense; they think in terms of past, present, 
and future. As we’ll discuss in Chapter 9, not all cultures subscribe to this perspective 
on time.

•  A consumer who forms an intention implicitly claims that he is in control of his ac
tions. Some cultures (e.g., Muslim peoples) tend to be fatalistic and do not necessarily 
believe in the concept of free will. Indeed, one study that compared students from 
the United States, Iordan, and Thailand found evidence for cultural differences in 
assumptions about fatalism and control over the future.

Trying to Consume
Other theorists propose different perspectives on the attitude-behavior connection. For 
example, a model its authors call the multiple pathway anchoring and adjustm ent 
(MPAA) model emphasizes multiple pathways to attitude formation, including outside- 
in (object-centered) and inside-out (person-centered) pathways.42

Another perspective tries to address some of these problems as it focuses instead 
on consumers' goals and what they believe they have to do to attain them. The theory 
of trying states that we should replace the criterion of behavior in the reasoned action 
model with trying to reach a goal. As Figure 7.3 shows, this perspective recognizes that 
additional factors might intervene between intent and performance—both personal and 
environmental barriers might prevent the individual from attaining the goal. For ex
ample, a person who intends to lose weight may have to deal with numerous issues: He 
may not believe he is capable of slimming down, he may have a roommate who loves to 
cook and who leaves tempting goodies lying around the apartment, his friends may be 
jealous of his attempts to diet and encourage him to pig out, or he may be genetically 
predisposed to obesity and cutting down on calories simply will not produce the desired 
results.43
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Figure 7.3 TH E O R Y OF TRYING
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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 ce
lebrities who try to charm us. Now we'll review some of the factors that help gauge the 
effectiveness of marketing communications. Our focus will be on some basic aspects of 
communication that specifically help to 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 #1 
for many marketing communications. Later we'll learn more about how marketers try to 
accomplish this, but for now we'll set the stage by listing some basic psychological prin
ciples that influence people to change their minds or comply with a request:44

•  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 percent 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. Partici
pants 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 percent when the New York Times (but not the National En
quirer) runs an article about it.

•  Consistency—As we saw earlier in this chapter, people try not to contradict them
selves in terms of what they say and do about an issue. In one study, students at an 
Israeli university who solicited donations to help disabled people doubled the amount 
they normally collected in a neighborhood if they first asked the residents to sign a 
petition supporting this cause two weeks before they actually asked for the donations.
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•  Liking—We agree with those we like or admire. In one study, good-looking fund
raisers raised almost twice as much as other 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 neighbors 
who have already done so.

Decisions, Decisions: 
Tactical Communications Options
Suppose Audi wants to create an advertising campaign for a new ragtop it targets to young 
drivers. As it plans this campaign, the automaker must develop a message that will arouse 
desire for the car. To craft persuasive messages that might persuade someone to buy this 
car instead of the many others available, we must answer several questions:

•  Who will drive the car in the ad? A NASCAR driver? A career woman? A hip-hop star? 
The source of a message helps determine whether consumers will accept it.

•  How should we construct the message? Should it emphasize the negative conse
quences of being left out when others drive cool cars and you still tool around in your 
old clunker? Should it directly compare the car with others already on the market, or 
maybe present a fantasy in which a tough-minded female executive meets a dashing 
stranger while she cruises down the highway in her Audi?

•  What media should we use? Should the ad run in a magazine? Should we air it on 
TV? Sell the product door-to-door? Post the material on a Web site or create a Face- 
book group? Convince bloggers to write about it? Reward shoppers who check in on 
Foursquare at an Audi dealership? If we do produce a print ad, should we run it in 
the pages of Vogue? Good Housekeeping'? Car and Driver? Sometimes where you say 
something is as important as what you say. Ideally, we should match the attributes of 
the medium with those of what we sell. For example, advertising in magazines with 
high prestige is more effective when we want to communicate messages about over
all product image and quality, whereas specialized expert magazines do a better job 
when we want to convey factual information.45

•  What characteristics of the target market might lead its members to accept the ad? 
If targeted users are frustrated in their daily lives, they might be more receptive to a 
fantasy appeal. If they’re status-oriented, maybe a commercial should show bystand
ers who swoon with admiration as the car cruises by.

The Elements of Communication
Marketers traditionally rely on the com m unications model 
shown in Figure 7.4. This model specifies the elements they 
need to control in order to communicate with their customers. 
One of these is a source, where the communication originates. 
Another is the message itself. There are many ways to say some
thing, and the structure of the message has a significant effect 
on how we perceive it. We must transmit the message via a me
dium, which could be TV, radio, magazines, billboards, personal 

contact, or even a matchbook cover. One or more receivers (such as Natalie) interpret the 
message in light of their own experiences. Finally, the source receives feedback so that 
the marketer can use receivers' reactions to modify aspects of the message as necessary.

An Updated View: Interactive Communications
Although Natalie managed to ignore most of the “junk mail" that arrived at her door, 
she didn't avoid every marketing message; instead, she chose which ones she wanted to 
see. The traditional communications model is not entirely wrong, but it also doesn't tell 
the whole story—especially in today's dynamic world of interactivity, where consumers

OBJECTIVE 6
The communications 
model identifies several 
important components 
for marketers when they 
try to change consumers’ 
attitudes toward products 
and services.
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Figure 7.4 TH E TRAD ITIO N AL 
COM M UN ICATIO NS M ODEL

Viral marketing techniques rely on 
consumers to spread an ad message to 
others in their social network because they 
find it cool, interesting, or just plain funny. 
The “subservient chicken” viral campaign 
for Burger King was a very successful 
application to promote BK’s chicken 
sandwiches. You could type a command into 
the box and the “chicken” would execute it 
in real-time.
Source: The BURGER KING® trademarks and 
image are used with permission from Burger King 
Corporation.
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have many more choices available to them and greater control over which messages they 
choose to process.46

In fact, the popular strategy we call permission marketing acknowledges that a mar
keter will be much more successful when he communicates with consumers who have 
already agreed to listen to him; consumers who "opt out" of listening to the message 
probably weren't good prospects in the first place.47 In contrast, those who say they want 
to learn more are likely to be receptive to marketing communications they have chosen 
to see or hear. As the permission marketing concept reminds us, we don't have to simply 
sit there and take it. We have a voice in deciding what messages we choose to see and 
when—and we exercise that option more and more.

Social scientists developed the traditional model to understand mass communica
tions in which a source transmits information to many receivers at one time—typically 
via a broadcast medium such as television. This perspective essentially views advertising 
as the process of transferring information to the buyer before a sale. It regards a message 
as perishable—the marketer repeats the same message to a large audience and then the 
message "vanishes" when a new campaign takes its place. As we'll see, that model doesn't 
work as well now that we can narrowcast, or finely tune our messages to suit very small 
groups of receivers (sometimes even one person at a time).
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How long has it been since you posted to your Facebook 
page? Exciting technological and social developments make 
us rethink the picture of passive consumers as people increas
ingly play more proactive roles in communications. In other 
words, we are to a greater extent partners—rather than couch 
potatoes—in the communications process. Our input helps to 
shape the messages we and others like us receive, and further
more we may seek out these messages rather than sit home and 
wait to see them on TV or in the paper. Figure 7.5 illustrates this 
updated approach to interactive communications.

One of the early instigators of this communications revolution was the humble hand
held remote control device. As VCRs (remember them?) began to be commonplace in 
homes, suddenly consumers had more input into what they wanted to watch—and when. 
No longer did the TV networks decide when we could watch our favorite shows, and we 
didn't have to miss the new episode of Mork and Mindy because it was on at the same 
time as the Bears game.

Since that time, of course, our ability to control our media environment has mush
roomed. Just ask some of the millions of us who use digital video recorders (DVRs) such 
as TiVo to watch TV shows whenever we wish—and who blithely skip over the com
mercials.48 Many others have access to video-on-demand or pay-per-view TV. Home- 
shopping networks encourage us to call in and discuss our passion for cubic zirconium 
jewelry live on the air. Caller ID devices and answering machines allow us to decide if we 
will accept a phone call during dinner and to know if a telemarketer lurks on the other 
end before we pick up the phone. A bit of Web surfing allows us to identify kindred spirits 
around the globe, to request information about products, and even to provide sugges
tions to product designers and market researchers.

New Message Formats
An array of new ways to transmit information in both text and picture form offers market
ers exciting alternatives to traditional advertising on TV, billboards, magazines, and so on.49 
M -com m erce (mobile commerce), where marketers promote their goods and services 
via wireless devices, including cell phones, PDAs, and iPods, is red-hot. European and 
Asian consumers already rely on their cell phones to connect them to the world in ways 
we are only starting to see in the United States. In Asia, tiny cell phone screens have be
come electronic wallets that buy Cokes from vending machines and devices that dole out 
McDonald's coupons on the phone screen. Among the Chinese, cell phones have become 
such important status symbols that relatives at funeral rites burn paper cell phone effigies 
so the dead will have their mobiles in the afterlife.

If you're on Facebook, Twitter, or Linkedln (and the odds are good that you are), 
you're one of the one billion people whom analysts project will use social m e d ia  appli
cations globally within five years.50 This label refers to the set of technologies that enable

Figure 7 .Î) AN UPDATED 
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OBJECTIVE 7
The consumer who 
processes a message 
is not necessarily the 
passive receiver of 
information marketers 
once believed him or her 
to be.
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users to create content and share it with a large number of others. Social media are so 
widespread that in the United States and other developed countries more people use 
these platforms than use email—and the time people spend on these networks is growing 
three times faster than the rate of overall participation online.51 Social media platforms 
include:

•  Blogs—Users post messages to the Web in diary form. Blogging started as a grass
roots movement where individuals shared their thoughts on a range of topics from 
the mundane to the profound. Analysts estimate that two-thirds of all American In
ternet users will post and read blogs on a regular basis by 2012.52

€  Video blogging (vlogging)—You can post video diaries on sites such as YouTube or 
photos on Flickr.

#  Podcasting—You can create your own radio show that people can listen to either on 
their computers or iPods.

#  Virtual worlds—Immersive 3-D digital environments (e.g., Second Life). By the be
ginning of 2011, already more than one billion people worldwide (yes, that's one bil
lion) were registered with at least one virtual world.

•  Twitter—Postings limited to 140 characters. Twitter boasts more than 175 million 
members and the site continues to grow exponentially as more celebrities (like Sha- 
quille O'Neal and Oprah) post "tweets" to their followers.53

•  Widgets—Small programs that users can download onto their desktops, or embed 
in their blogs or profile pages, that import some form of live content. For example, a 
football blogger can place an ESPN.com widget on his blog that displays up-to-the- 
minute NFL rankings.

#  Transmedia formats—As new platforms evolve, they mix in intriguing ways be
cause creative marketers harness multiple formats to allow consumers to express 
themselves and participate in campaigns. These approaches may take the form of 
transm edia storytelling; they typically include communications media that range 
from Web sites, blogs, and email to recorded phone calls and even graffiti messages 
scrawled in public spaces. Often these are alternate reality games (ARGs), where 
thousands of people participate in a fictional story or competition to solve a mystery. 
One successful ARG campaign was created by the band Nine Inch Nails to publicize 
its Year Zero album. Players in the game found clues and received phone calls direct
ing them to Web sites revealing images from "the future." The first clue appeared on 
the back of a shirt promoting Nine Inch Nails' European tour. On the back of the shirt 
several letters are highlighted that spell out "I am trying to believe." The words led 
fans to the website iamtryingtobelieve that describes a drug named "Parepin" that, 
in the Year Zero story, is being added to the water supply to cloud people's minds.34 
Other clues linked back to the band, such as a USB flash drive left in a bathroom stall 
at a concert, which in turn led fans to other Web sites that let them download print
able stickers, stencils, and posters. Eventually, some players obtained special mobile 
phones that rang later with instructions to find a bus that took them to—drumroll—a 
special live performance by the band.55

o b j e c t iv e  8 The Source
Several factors influence
the effectiveness of a Regardless of whether we receive a message by snail mail (net- 
message source heads' slang for the postal service), email, or SMS text, common
_________________  sense tells us that if different people say or write the very same

words, the message can affect us differently. Researchers have 
discussed the power of source effects for more than 50 years. When we attribute the same 
message to different sources and measure the degree of attitude change that occurs after 
listeners hear it, we can isolate which characteristics of a communicator cause attitude 
change.56

Under most conditions, the source of a message can have a big impact on the likeli
hood that receivers will accept it. Marketers can choose a spokesperson because she is an
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expert, attractive, famous, or even a "typical" consumer who is both likable and trustwor
thy. Credibility and attractiveness are two particularly important source characteristics 
(i.e., how much we either believe or like the communicator).57

How do marketing specialists decide whether to stress credibility or attractiveness 
when they select a message source? There should be a match between the needs of the 
recipient and the potential rewards the source offers. When this match occurs, the recipi
ent is more motivated to process the message. An attractive source, for example, is more 
effective for receivers who tend to be sensitive about social acceptance and others' opin
ions, whereas a credible, expert source is more powerful when she speaks to internally 
oriented people.58 However, even a credible source's trustworthiness evaporates if she 
endorses too many products.59

The choice may also depend on the type of product. A positive source can reduce 
risk and increase message acceptance overall, but particular types of sources are more 
effective to reduce different kinds of risk. Experts excel when we want to change attitudes 
toward utilitarian products that have high performance risk, such as vacuums, because 
they are complex and may not work as we expect. Celebrities work better when they focus 
on products such as jewelry and furniture that have high social risk, where the user is 
more concerned about the impression others have of him. Finally, "typical" consumers, 
who are appealing sources because of their similarity to the recipient, tend to be most 
effective when they provide real-life endorsements for everyday products that are low 
risk, such as cookies.60

Source Credibility
Source credibility refers to a communicator's expertise, objectivity, or trustworthiness. 
This dimension relates to consumers' beliefs that this person is competent and that she 
will provide the necessary information we need when we evaluate competing products. 
Sincerity is particularly important when a company tries to publicize its corporate social 
responsibility (CSR) activities that benefit the community in some way. When consumers 
believe it's genuinely doing good things, a company's image can skyrocket. But this effort 
can backfire if people question the organization's motivations (e.g., if they think the firm 
spends more to talk about its good deeds than to actually do them).61 Not too surprisingly, 
people who see deceptive advertising experience a feeling of distrust that carries over to 
other messages from that source and even to other sources, because they are more likely 
to assume that advertising in general is not very credible—a true case of poisoning the 
well for other marketers!62

A credible source is particularly persuasive when the consumer has yet to learn much 
about a product or form an opinion of it.63 Indeed, a recent study demonstrated that sim
ply letting consumers know a firm is profitable leads them to put more stock in what the 
company says in its advertising.64

One widely used technique to generate credibility is to pay an expert or a celebrity 
to tout a product—but this kind of endorsement doesn't come cheap. However, typi
cally the investment is worth it simply because market analysts use the announcement 
of an endorsement contract to evaluate a firm's potential profitability, which affects its 
expected return. On average, then, the impact of endorsements on stock returns appears 
to be so positive that it offsets the cost of hiring the spokesperson.65 Indeed, a new report 
on the use of celebrities in marketing reported that ads containing a celebrity endorser 
produced 9.4 percent higher consumer readership than ads without a celebrity endorser. 
In its analysis of almost 80,000 print ads that appeared in 2009-2010, Starch Advertising 
Research concluded that "in terms of helping with the first task in . . . getting consum
ers to read your ad, these data show that a celebrity endorsement moves the readership 
needle."66 The drawing power of famous people may even be "wired in": One study found 
that compared to "ordinary" faces, our brains pay more attention to famous faces and 
more efficientiy process information about these images.67 Celebrities increase aware
ness of a firm's advertising and enhance both company image and brand attitudes.68 A 
celebrity endorsement strategy can be an effective way to differentiate among similar 
products. This is especially important when consumers do not perceive many actual
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Even actors who play doctors on TV may be 
credible communicators.
Source: Courtesy of Old Spice/The Procter & 
Gamble Company.

The Tangled Web
;

In recent years we’ve wit
nessed a new attempt to 
manipulate attitudes that 
some call sock puppet- 

ing. This term describes a company executive 
or other biased source who poses as some
one else as he touts his organization in social 
media. For example, in 2007 it came to light 
that the CEO of Whole Foods had posted de
rogatory comments about rival Wild Oats with
out revealing his true identity. More recently,

differences among competitors, as often occurs when brands are in the mature stage of 
the product life cycle.

What's more, the early evidence indicates that celebrities exert the same impact on 
messages we receive from social media platforms. One study found that brand endorse
ments streamed by celebrities directly to friends and followers on platforms such as Face- 
book and Twitter are significantly more effective (in fact, greater than 50 percent more) 
than conventional display ads placed on social media pages. The celebrities in the study 
included Drew Brees, Snoop Dogg, Matt Hasselbeck, Enrique Iglesias, Khloe Kardashian, 
Nick Swisher, and Kendra Wilkinson.69

Although in general more positive sources tend to increase attitude change, there 
are exceptions to this rule. Sometimes we can think a source is obnoxious, yet it is still 
effective. A case in point is Mr. Whipple, the irritating but well-known TV character who 
scolds toilet paper shoppers, "Please don't squeeze the Charmin!" In some instances the 
differences in attitude change between positive sources and less positive sources become

YOU DON’T NEED A REAL DOCTOR TO GET PROTECTION AGAINST THE TORMENT OF CHRONIC BODY ODOR 
AND WETNESS. YOU NEED OLD SPICE PRO STRENGTH ANTIPERSPIRANT. IT'S PRESCRIPTION-STRENGTH 
WETNESS PROTECTION WITHOUT THE PRESCRIPTION. TAKE IT FROM ME, I USED TO BE A FAKE DOCTOR.

PRO STR EN G TH
STRENGTH
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erased over time. After a while, people appear to "forget" about the negative source and 
change their attitudes anyway. We call this process the sleeper effect.70

What Factors Affect Credibility?
A message's credibility increases if receivers think the source's qualifications are relevant 
to the product he or she endorses. This linkage can overcome other objections people 
may have to the endorser or the product. Ronald Biggs, whose claim to fame was his 1963 
role in the Great Train Robbery in the United Kingdom, successfully served as a spokes
man in Brazil for a company that makes door locks—a topic about which he is presum
ably knowledgeable!73

It's important to note that what is credible to one consumer segment may be a turn
off to another. Indeed, rebellious or even deviant celebrities may be attractive to some 
simply for that reason. Tommy Hilfiger cultivated a rebellious, street-smart image when 
he used rapper Snoop Doggy Dogg (who was acquitted of murder charges) to help launch 
his clothing line and Coolio, a former crack addict and thief, as a runway model.74 Parents 
may not be thrilled by these message sources—but isn't that the point? Charlie Sheen, 
please report to the studio . . .

A consumer's beliefs about a product's attributes will weaken if he or she perceives 
that the source is biased.75 Knowledge bias implies that a source's knowledge about a 
topic is not accurate. Reporting bias occurs when a source has the required knowledge 
but we question his willingness to convey it accurately—as when a racket manufacturer 
pays a star tennis player to use its products exclusively. The source's credentials might 
be appropriate, but the fact that consumers see the expert as a "hired gun" compro
mises believability. The Federal Trade Commission is considering steps to toughen the 
rules for testimonials by requiring advertisers to produce evidence that the results for a 
spokesperson are likely to be typical for others. One other possible measure will require 
celebrities who mention products in TV interviews to disclose any connections they have 
to the manufacturers of those products. Finally, bloggers who receive free products and 
recommend them in their blogs will have to document that they got the items at no 
charge.76

Source Attractiveness: “What Is Beautiful Is Good”
A British dairy company enlisted Johnny Rotten, the lead singer of the Sex Pistols, to ap
pear in a commercial (or advert, as they say in the United Kingdom) to promote its butter. 
Sales went up 85 percent when the punk legend plugged the product (rotten butter?).77 
Source attractiveness refers to the social value recipients attribute to a communicator. 
This value relates to the person's physical appearance, personality, social status, or simi
larity to the receiver (we like to listen to people who are like us).

Some sources like Johnny Rotten appeal to us because they are cool, brainy, or just 
plain famous. However, many simply are nice to look at. Almost everywhere we turn, 
beautiful people try to persuade us to buy or do something. As Chapter 5 showed us, our 
society places a very high premium on physical attractiveness. We assume that good- 
looking people are smarter, hipper, and happier than the rest of us. This is an example of a 
halo effect, which occurs when we assume that persons who rank high on one dimension 
excel on others as well. We can explain this effect in terms of the consistency principle 
discussed earlier in this chapter; we are more comfortable when all of our judgments 
about a person correspond.

Clearly, beauty sells—so how does this happen?78 One explanation is that physical 
attractiveness is a cue that facilitates or modifies information processing because it di
rects our attention to the message. Some evidence indicates that consumers pay more 
attention to ads that contain attractive models, though not necessarily to the ad copy.79 In 
other words, we're more likely to notice an ad with a beautiful person in it, but we won't 
necessarily read it. We may enjoy looking at a handsome person, but these positive feel
ings do not necessarily affect product attitudes or purchase intentions.80

Under the right circumstances, however, beauty can indeed be a source of 
information—especially when the advertised product actually (or so the marketer claims)

a nonprofit research organization called 
GiveWell that rates the effectiveness of chari
ties had to discipline two of its founders who 
pretended to be other people on blogs and 
then referred people to the group’s Web site.71

Similar problems potentially dilute the 
credibility of Wikipedia, the open-source 
online encyclopedia that is beloved by many 
students. Anyone can edit entries, so their re
liability is not assured. Although other alert 
contributors may eventually correct false or 
self-serving entries, there is still room for 
organizations to color content in a way that 
serves their goals. For example, a visitor ed
ited the Wikipedia entry for the SeaWorld 
theme parks to change all mentions of “or- 
cas” to “killer whales” and he or she also de
leted a paragraph that criticized SeaWorld’s 
“lack of respect toward its orcas.” It turns 
out the changes originated at a computer lo
cated in Ariheuser-Busch-the company that 
happens to own SeaWorld. An employee of 
PepsiCo deleted several paragraphs of the 
Pepsi entry that focused on its detrimental 
health effects, and a person at Walmart al
tered an entry about how the retailer pays its 
employees.

Another form of sock puppeting is so- 
called paid influencer programs that attempt 
to start online conversations about brands 
when they encourage bloggers to write about 
them. These “sponsored conversations” 
can be effective, but again marketers need 
to be careful about the potential to distort 
source recommendations. For example, 
Kmart awarded a shopping spree to a group 
of bloggers who agreed to post about their 
experiences;. Panasonic flew bloggers to the 
Consumer Electronics Show in Las Vegas, 
where they posted about the show and Pana
sonic products unveiled there. Mercedes gave 
a blogger use of an SUV for a week in ex
change for oosts about it.

This practice got the attention of the U.S. 
Federal Trade Commission, which recently 
updated its truth-in-advertising guidelines 
to require anyone paid in cash or in kind to 
provide an online endorsement to disclose 
the financial relationship to the audience. 
The agency jumped into action in response 
to the campaign by a California public rela
tions agency hired by video game developers 
that had employees pose as consumers who 
posted positive game reviews at the iTunes 
store.72
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Marketing Pitfall

Celebrities (and their 
managers) don’t neces
sarily jump at the chance 
to endorse just any prod

uct. After all, they have a brand image to pro
tect as well. For years one popular strategy has 
been to film commercials overseas and stipulate 
that they are not to air at home. The practice 
is so widespread in Japan that one Web site 
even coined a term to describe it: Japander (a 
combination of Japanese and pandering)-“. ..  
1. a western star who uses his or her fame to 
make large sums of money in a short time by 
advertising products in Japan that they would 
probably never use . . . (see sinecure [sic.], 
prostitute) 2. to make an ass of oneself in Japa
nese media.” Check out japander.com to see 
actors such as Arnold Schwarzenegger, George 
Clooney, and Jennifer Aniston in commercials 
they’d prefer their American fans don’t see.85

enhances attractiveness or sexuality.81 The social adaptation perspective assumes that 
the perceiver weights information more heavily if he feels it will help him to evaluate 
the subject of a message. As we saw in Chapter 2, we filter out irrelevant information to 
minimize cognitive effort. So, in these situations, a hot endorser provides appropriate 
information and this becomes a central, task-relevant cue. For example, attractiveness 
affects attitudes toward ads about perfume or cologne (where attractiveness is relevant) 
but not toward coffee ads (where attractiveness is not relevant).82

Star Power: Celebrities as Communications Sources
Celebrities hawk everything from grills (George Foreman) to perfumes (J. Lo). As our 
discussion about the consistency principle illustrates, these messages are more effective 
when there's a logical connection between the star and the product. When Bob Dylan— 
who wrote lyrics such as "Advertising signs that con you/into thinking you're the one/ 
That can do what's never been done/That can win what's never been won . . —pitches 
Victoria's Secret lingerie (yes, he really did), marketers may need to reread their con
sumer behavior textbook.83 Then again, teen idol Justin Bieber has been putting his name 
on almost everything including. . .  nail polish!84

Star power works because celebrities embody cultural meanings—they symbolize 
important categories like status and social class (a "working-class hero," such as Kevin 
James of King o f Queens), gender (a "ladies man," such as Brad Pitt), age (the boyish 
Michael J. Fox), and even personality types (the nerdy but earnest Andy Bernard on The 
Office). Ideally, the advertiser decides what meanings the product should convey (that 
is, how it should position the item in the marketplace) and then chooses a celebrity who 
embodies a similar meaning. The product's meaning thus moves from the manufacturer 
to the consumer, using the star as a vehicle.86

Nonhuman Endorsers
Celebrities can be effective endorsers, but there are drawbacks to using them. As we 
previously noted, their motives may be suspect if they plug products that don't fit their 
images or if consumers begin to believe the celebrities never met a product they didn't 
like (for a fee). They may be involved in a scandal or deviate from a brand's desired 
image—the Milk Processor Education Program suspended "Got Milk?" ads featuring 
Mary-Kate and Ashley Olsen after Mary-Kate entered a treatment facility for an undis
closed health issue.

For these reasons, some marketers seek alternative sources, including cartoon char
acters and mascots. As the marketing director for a company that manufactures cos
tumed characters for sports teams and businesses points out, "You don't have to worry 
about your mascot checking into rehab."87 researchers report that spokescharacters, 
such as the Pillsbury Doughboy, Chester the Cheetah, and the Snuggle Bear, do, in fact, 
boost viewers' recall of claims that ads make and also yield higher brand attitudes.88 The 
most popular spokescharacters in 2011 included Old Spice's The Man Your Man Could 
Smell Like (played by former NFL athlete Isaiah Mustafa), Snoopy (who appears in com
mercials for MetLife), the talking M&Ms, and Allstate's Mayhem Man.89

As we saw in Chapter 5, an avatar is one increasingly popular alternative to a flesh- 
and-blood endorser. Avatar is a Hindu term for a deity that appears in superhuman or 
animal form. In the computing world, it means a character you can move around inside 
a visual, graphical world. Consumers who inhabit virtual worlds such as Second Life, 
Habbo Hotel, and Entropia Universe design their avatars to reflect their own unique per
sonalities, desires, and fantasies.

The advantages of using virtual avatars compared to flesh-and-blood models in
clude the ability to change the avatar in real time to suit the needs of the target audience. 
From an advertising perspective, they are likely to be more cost effective than hiring 
a real person. From a personal selling and customer service perspective, they handle 
multiple customers at one time, they are not geographically limited, and they are op
erational 24/7 so they free up company employees and sales personnel to perform other 
activities.90
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A German firm called NoDNA offers its own 
stable of cybermodels such as Tyra, who is 
shown here.
Source: Used with permission of NoDNA 
c/o Vierte Art.

OBJECTIVE 9
The way a marketer 
structures his or her 
message determines how 
persuasive it will be.

The Message
A major study of more than 1,000 commercials identified factors 
that determine whether a commercial message will be persua
sive. The single most important feature: Does the communica
tion stress a unique attribute or benefit of the product?91 Table 7.2 
lists some other good and bad elements of commercial messages.

Consumers increasingly find commercials confusing, but what's even worse is when 
we find them annoying. In a landmark study of irritating advertising, researchers exam
ined more than 500 prime-time network commercials that had registered negative reac
tions by consumers. The most irritating commercials were for feminine hygiene products, 
hemorrhoid medication or laxatives, and women's underwear. The researchers identify 
these as prime offenders:

•  The commercial shows a sensitive product (e.g., hemorrhoid medicine) and empha
sizes its usage.

•  The situation is contrived or overdramatized.
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Characteristics of Good and Bad Messages

Positive Effects Negative Effects

Showing convenience of use

Showing new product or improved features

Casting background (i.e., people are incidental to message)

Indirect comparison to other products

Demonstration of the product in use

Demonstration of tangible results (e.g., bouncy hair)

An actor playing the role of an ordinary person

No principal character (i.e., more time is devoted to the product)

Extensive information on components, ingredients, or nutrition 

Outdoor setting (message gets lost)

Large number of on-screen characters 

Graphic displays

Source: Adapted from David W. Stewart and David H. Furse, “The Effects of Television Advertising Execution on Recall, Comprehension, and Persuasion,” Psychology & 
Marketing 2 (Fall 1985): 135-60. Copyright © 1985 by John Wiley & Sons, Inc. Reprinted by permission.

•  A person is put down in terms of appearance, knowledge, or sophistication.
•  An important relationship, such as a marriage, is threatened.
•  There is a graphic demonstration of physical discomfort.
•  The commercial created uncomfortable tension because of an argument or an 

antagonistic character.
•  It portrays an unattractive or unsympathetic character.
•  It includes a sexually suggestive scene.
•  The commercial suffers from poor casting or execution.

Characteristics of the message itself help determine its impact on attitudes. These 
variables include how we say the message as well as whul we say. Depending on the 
marketer's objectives and the nature of the product, different kinds of messages product 
different results. For example, a recent study examined the responses of actual viewers 
to four televised fund-raising drives by a public television station over a two-year period. 
The most effective fund-raising appeals stressed the benefits that contribution to the sta
tion would provide to others in the community rather than to the donor, and they evoked 
negative rather than positive emotions.92 Obviously, these results would differ in other 
circumstances; the point here is that the content of the message does matter.

A marketer faces some crucial issues when she creates a message:

•  Should she convey the message in words or pictures?
•  How often should she repeat the message?
•  Should it draw a conclusion, or should this be left up to the listener?
•  Should it present both sides of an argument?
•  Should it explicitly compare the product to competitors?
•  Should it include a blatant sexual appeal?
•  Should it arouse negative emotions such as fear?
•  How concrete or vivid should the arguments and imagery be?
•  Should it be funny?

How Do We Send the Message?
Pictures or words?The saying, "One picture is worth a thousand words" captures the idea 
that visuals are very effective, especially when the communicator wants to influence re
ceivers' emotional responses. For this reason, advertisers often rely on vivid illustrations 
or photography.93
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This British clothing ad uses vivid 
(and perhaps a bit scary?) imagery to 
communicate.
Source: Courtesy of DDB, London.

However, a picture is not always as effective when it communicates factual informa
tion. Ads that contain the same information elicit different reactions when the marketer 
presents them in visual versus verbal form. The verbal version affects ratings on the 
utilitarian aspects of a product, whereas the visual version affects aesthetic evaluations.
Verbal elements are more effective when an accompanying picture reinforces them, 
especially if they frame the illustration (the message in the picture strongly relates to 
the copy).94

Because it requires more effort to process, a verbal message is most appropriate for 
high-involvement situations, such as print contexts where the reader really pays attention 
to the advertising. Verbal material decays more rapidly in memory, so these messages 
require more frequent exposures to obtain the desired effect. Visual images, in contrast, 
allow the receiver to chunk information at the time of encoding (see Chapter 3). Chunking 
results in a stronger memory trace that aids retrieval over time.95

Powerful descriptions or graphics command attention and are more strongly em
bedded in memory. This may be because vivid images tend to activate mental imagery, 
whereas abstract stimuli inhibit this process.96 For example major companies such as 
Google, Nokia, and France Telecom SA's Orange are experimenting with advertising 
campaigns that allow a passerby to interact with posters in bus stops, phone booths, train 
stations, and airports. As of now, they are using the new format to distribute wireless ap
plications or ringtones for smartphones. But outdoor advertisers and marketers say the 
ads could also be used to distribute games, video ads, and coupons, and even as a way 
to sell physical or digital goods and services. A Google poster in Boston proclaims, "You 
have to wait here. You don't have to be bored," and it allows the person to download 
Google's mobile app through a free Wi-Fi router installed in the location.97 Of course, this 
effect can cut both ways: Negative information a marketer presents in a vivid manner may 
result in more negative evaluations at a later time.98

The concrete discussion of a product attribute in ad copy also influences the impor
tance of that attribute, because it draws more attention. For example, in a study where 
participants read two versions of ad copy for a watch, the version that claimed “According 
to industry sources, three out of every four watch breakdowns are due to water getting 
into the case," was more effective than the version that simply said, “According to indus
try sources, many watch breakdowns are due to water getting into the case."99

Repeat the message? Repetition can be a double-edged sword for marketers. As we 
noted in Chapter 3, we usually need multiple exposures to a stimulus before learning oc
curs. Contrary to the saying “familiarity breeds contempt," people tend to like things that 
are more familiar to them, even if they were not that keen on them initially.100 Psycholo
gists call this the mere exposure phenomenon.
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Figure 7.6 TWO-FACTOR THEORY OF 
MESSAGE REPETITION

Advertisers find positive effects for repetition even in mature product categories: 
Repeating product information boosts consumers' awareness of the brand, even though 
the marketer says nothing new.101 However, as we saw in Chapter 2, too much repetition 
creates habituation, whereby the consumer no longer pays attention to the stimulus be
cause of fatigue or boredom. Excessive exposure can cause advertising wear-out, which 
can result in negative reactions to an ad after we see it too much.102

The two-factor theory explains the fine line between familiarity and boredom; it 
proposes that two separate psychological processes operate when we repeatedly show 
an ad to a viewer. The positive side of repetition is that it increases familiarity and thus 
reduces uncertainty about the product. The negative side is that over time boredom in
creases with each exposure. At some point the amount of boredom exceeds the amount 
of uncertainty the message reduces, and this results in wear-out. Figure 7.6 depicts this 
pattern. Its effect is especially pronounced when each exposure is of a fairly long duration 
(such as a 60-second commercial).103

The theory implies that advertisers can overcome this problem if they limit the 
amount of exposure per repetition (e.g., use 15-second spots instead of longer commer
cials). They can also maintain familiarity but alleviate boredom if they slightly vary the 
content of ads over time—although each spot differs, the campaign still revolves around 
a common theme. Recipients who see varied ads about the product absorb more infor
mation about product attributes and experience more positive thoughts about the brand 
than do those who see the same information repeatedly. This additional information also 
allows the person to resist attempts to change his or her attitude in the face of a counterat
tack by a competing brand.104

How Do We Structure the Argument?
Many marketing messages are like debates or trials: A source presents an argument and 
tries to convince the receiver to shift his or her opinion. As you've no doubt guessed, the 
way we present the argument may be as important as what we say.

Most messages merely present one or more positive attributes about the product 
or reasons to buy it. These are supportive arguments. An alternative is to use a two-sided 
message, in which the message presents both positive and negative information. Research 
indicates that two-sided ads can be quite effective, yet marketers rarely use them.105

Why would a marketer want to devote advertising space to publicize a product's 
negative attributes? Under the right circumstances, refutational argum ents that 
first raise a negative issue and then dismiss it can be quite effective. This approach 
increases source credibility because it reduces reporting bias. Also, people who are
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AFFECT

NEUTRAL
AFFECT

NEGATIVE
AFFECT
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skeptical about the product may be more receptive to a balanced argument instead of 
a “whitewash.”106 For example, after General Motors declared bankruptcy, an ad de
clared: “Let's be completely honest: No company wants to go through this."107 Research 
evidence indicates that when experts have strong arguments on their side, they are 
actually more effective if they express some uncertainty rather than stating unequivo
cally that they are correct.108

This is not to say that the marketer should go overboard and confess to major 
problems with the product (though hopefully there aren't any major ones to admit 
to). The typical refutational strategy discusses relatively minor attributes that may 
present a problem or fall short when the customer compares a product to competitors. 
Positive, important attributes then refute these drawbacks. For example, Avis got a lot of 
mileage when it claimed to be only the “No. 2" car rental company, whereas an ad for 
Volkswagen woefully described one of its cars as a "lemon" because there was a scratch 
on the glove compartment chrome strip.109 A two-sided strategy appears to be the most 
effective when the audience is well-educated (and presumably more impressed by a 
balanced argument).110 It is also best to use when receivers are not already loyal to 
the product—“preaching to the choir" about possible drawbacks may raise doubts 
unnecessarily.

Should the argument draw conclusions, or should the marketer merely present the facts 
and let the consumer arrive at his own decision? On the one hand, consumers who make 
their own inferences instead of having ideas spoon-fed to them will form stronger, more 
accessible attitudes. On the other hand, leaving the conclusion ambiguous increases the 
chance that the consumer will not form the desired attitude.

The response to this issue depends on the consumer's 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 lack the motivation to follow them, it's safer for the ad to 
draw conclusions.111

Should we compare our product to our competitors'? In 1971, the FTC issued guide
lines that encouraged advertisers to name competing brands in their adsề The govern
ment did this to improve the information available to consumers in ads, and indeed 
recent evidence indicates that, at least under some conditions, this type of presentation 
does result in more informed decision making.112

Comparative advertising refers to a strategy in which a message compares two or 
more recognizable brands and weighs them in terms of one or more specific attributes.113 
A recent Arby's campaign to promote its chicken sandwiches uses this approach: One 
commercial, set in a fictitious McDonald's boardroom, features a young man trying to 
convince McDonald's executives to serve a healthier type of chicken as he proclaims, 
"I propose that McDonald's stops putting phosphates, salt and water into its chickenế 
Consider replacing your chicken that is only about 70 percent chicken, with 100 percent 
all-natural chicken." The room erupts with laughter. At the end of the spot, a voice-over 
chimes in: "Unlike McDonald's, all of Arby's chicken sandwiches are made with 100 per
cent all-natural chicken----”114 Research indicates that this strategy is more effective for
products that already have a positive brand image.115

This strategy can cut both ways, especially if the sponsor depicts the competition in a 
nasty or negative way. Although some comparative ads result in desừed attitude changes, 
they may also be lower in believability and stir up source derogation (i.e., the consumer 
may doubt the credibility of a biased presentation).116 Indeed, in some cultures (such as 
Asia), comparative advertising is rare because people find such a confrontational ap
proach offensive.

Types of Message Appeals
A persuasive message can tug at the heartstrings or scare you, make you laugh, make you 
cry, or leave you yearning to learn more. In this section, we'll review the major alterna
tives available to communicators.
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Emotional versus Rational Appeals
Colgate-Palmolive's Total brand was the first toothpaste to claim that it fights gingivitis, 
a benefit that let Colgate inch ahead of Procter & Gamble's Crest for the first time in 
decades. Colgate initially made a scientific pitch for its new entry as it emphasized To
tal's germ-fighting abilities. In newer ads, however, former model Brooke Shields cavorts 
with two children (not hers) as soft music plays in the background. She states, “Having a 
healthy smile is important to me. Not just as an actress but as a mom."117

So, which is better: to appeal 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 it. It's 
hard to gauge the precise effects of rational versus emotional appeals. Although recall 
of ad content tends to be better for "thinking" ads than for "feeling" ads, conventional 
measures of advertising effectiveness (e.g., day-after recall) may not be adequate to as
sess cumulative effects of emotional ads. These open-ended measures assess cognitive 
responses, and they may penalize feeling ads because the reactions are not as easy to 
articulate.118

Sex Appeals
In a recent campaign that lit up the Twittersphere, vodka maker Skyy Spirits launched a 
print and billboard campaign that shows—from the thighs down—a woman in red tights 
and red heels appearing to have sex with a giant Skyy blue vodka bottle. One critic com
plained, "This is just ridiculous, it's porn-a-hol. Underage kids will look at this and associ
ate sexual prowess with drinking Skyy."119

Echoing the widely held belief that "sex sells," many marketing communications for 
products from perfumes to autos feature heavy doses of erotic suggestions that range 
from subtle hints to blatant displays of skin. Of course, the prevalence of sexual appeals 
varies from country to country. Even American firms run ads elsewhere that would not 
go over at home. For example, a "cheeky" ad campaign designed to boost the appeal of 
American-made Lee jeans among Europeans features a series of bare buttocks. The mes
sages are based on the concept that if bottoms could choose jeans, they would opt for Lee: 
"Bottoms feel better in Lee Jeans."120

Perhaps not surprisingly, female nudity in print ads generates negative feelings and 
tension among female consumers, whereas men's reactions are more positive—although 
women with more liberal attitudes toward sex are more likely to be receptive.121 In a 
case of turnabout being fair play, another study found that males dislike nude males in 
ads, whereas females responded well to undressed males—but not totally nude ones.122 
Women also respond more positively to sexual themes when they occur in the context of 
a committed relationship rather than just gratuitous lust.123

So, does sex work? Although erotic content does appear to draw attention to an 
ad, its use may actually be counterproductive. In one 2010 survey, an overwhelming 
61 percent of the respondents said that sexual imagery in a product's ad makes them less 
likely to buy it.124 Ironically, a provocative picture can be too effective; it can attract so 
much attention as to hinder processing and recall of the ad's contents. Sexual appeals 
appear to be ineffective when marketers use them merely as a "trick" to grab attention. 
They do, however, appear to work when the product is itself related to sex (e.g., lingerie 
or Viagra).125

A research firm explored how men and women look at sexually themed ads and what 
effect, if any, what they choose to look at might have on the ads' effectiveness. One part 
of the study used special software to follow the visual behavior of respondents as they 
looked at 10 print ads. The ad sample consisted of two U.S. print ads, one sexual and one 
nonsexual, from each of five product categories. When the participants looked at a sexual 
ad, men tended to ignore the text as they focused instead on the woman in it, whereas the 
women participants tended first to explore the ad's text elements. Men said they liked the 
sexual ads more, liked the products advertised in them more, and would be more likely 
to buy those products. Women scored the sexual ads lower than the nonsexual ones on 
all three of those criteria.126
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This ad from Dubai clearly appeals 
to the heart.
Source: Courtesy of Y&R Dubai.

Humorous Appeals
A TV commercial for Metamucil showed a National Park Service ranger who pours a 
glass of the laxative down Old Faithful and announces that the product keeps the fa
mous geyser “regular." Yellowstone National Park started getting letters from offended 
viewers such as this one who wrote, “I suppose that in an era when people sell naming 
rights to sports arenas . . . that some in the National Park Service would see nothing 
wrong with selling the image of a National Park ranger for the marketing of a product 
promoting bowel regularity." Park officials also had their own concerns: They didn't
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Marketing Pitfall

A series of funny ads a 
German agency created 
didn’t make everyone 
laugh. Grey Germany did 

three condom ads for a pharmacy chain. They 
implied that if more people used condoms the 
world would have been spared such figures as 
Mao Tse-Tung, Adolf Hitler, and Osama bin 
Laden. Each execution depicted a swimming 
sperm with a likeness of one of the despised 
characters. Critics complained that the ads 
were racist, offensive, and inappropriate; the 
campaign apparently didn’t exactly enhance 
the retailer’s image.130

want people to think that the geyser needed "help" or that it's OK to throw things down 
into it!127

Does humor work? Overall, humorous advertisements do get attention. One study 
found that recognition scores for humorous liquor ads were better than average. How
ever, the verdict is mixed as to whether humor affects recall or product attitudes in a 
significant way.128 One reason silly ads may shift opinions is that they provide a source of 
distraction. A funny ad inhibits counterarguing (in which a consumer thinks of reasons 
why he doesn't agree with the message), so this increases the likelihood of message ac
ceptance because he doesn't come up with arguments against the product.129

Humor is more likely to be effective when the ad clearly identifies the brand and 
the funny material does not "swamp" the message. This danger is similar to one we've 
already discussed about beautiful models who divert attention from copy points. Subtle 
humor is usually better, as is humor that does not make fun of the potential consumer. 
Finally, humor should be appropriate to the product's image. Hint: An undertaker or a 
bank might want to avoid humor, as might as a company that has accepted U.S. govern
ment bailout money.

Fear Appeals
Volkswagen's advertising campaign to promote the safety of its Jetta model really got 
people's attention. The spots depict graphic car crashes from the perspective of the pas
sengers who chatter away as they drive down the street. Without warning, other vehicles 
come out of nowhere and brutally smash into their cars. In one spot, viewers see a pas
senger's head striking an airbag. The spots end with shots of stunned passengers, the 
damaged Jetta, and the slogan: "Safe happens." The ads look so realistic that consumers 
called the company to ask if any of the actors were hurt.131

Fear appeals emphasize the negative consequences that can occur unless the con
sumer changes a behavior or an attitude. Fear appeals are fairly common in advertising, 
although they are more common in social marketing contexts in which organizations 
encourage people to convert to healthier lifestyles by quitting smoking, using contra
ception, or relying on a designated driver. The FDA (Food and Drug Administration) 
is currently executing an aggressive fear appeal tactic as it releases new guidelines for 
cigarette advertising and packaging for the first time in more than 25 years. The agency 
is selecting a range of horrific images to be depicted directly on the cigarette packaging 
(and in the advertising) showing people who have suffered from the ravages of ciga
rettes. One version has a visual of a terminal cancer patient with copy that says "ciga
rettes cause cancer."132

This tactic may well scare away would-be smokers, but does a fear appeal work more 
generally for marketers? Most research on this topic indicates that these negative mes
sages are most effective when the advertiser uses only a moderate threat and when the 
ad presents a solution to the problem. Otherwise, consumers will tune out the ad because 
they can do nothing to solve or avoid the threat.133

When a weak threat is ineffective, there may be insufficient elaboration of the harm
ful consequences of engaging in the behavior. When a strong threat doesn't work, there 
may be too much elaboration that interferes with the processing of the recommended 
change in behavior—the receiver is too busy thinking of reasons the message doesn't ap
ply to her to pay attention to the offered solution.134 A study that manipulated subjects' 
degree of anxiety about AIDS, for example, found that they evaluated condom ads most 
positively when the ads used a moderate threat. Copy that promoted use of the condom 
because "Sex is a risky business" (moderate threat) resulted in more attitude change than 
either a weaker threat that emphasized the product's sensitivity or a strong threat that 
discussed the certainty of death from AIDS.135

Similarly, scare tactics have not generally been an effective way to convince teenag
ers to curb their use of alcohol or drugs. Teens simply tune out the message or deny its 
relevance to them.136 However, a study of adolescent responses to social versus physical 
threat appeals in drug prevention messages found that social threat (such as being ostra
cized by one's peers) is a more effective strategy.137



CHAPTER 7 Attitudes and Persuasion 305

The Message as Art Form: Metaphors Be with You
Just like novelists, poets, and artists, marketers are storytellers. Their communications 
take the form of stories because they describe intangible product benefits. The story
teller, therefore, must express these in some concrete form so that consumers will get 
the message.

Advertising creatives rely (consciously or not) on well-known literary devices to com
municate these meanings. For example, characters such as Mr. Goodwrench, the Jolly 
Green Giant, and Charlie the Tuna may personify a product or service. Many ads take the 
form of an allegory: a story about an abstract trait or concept that advertisers tell in the 
context of a person, animal, vegetable, or object.

A m etaphor places two dissimilar objects into a close relationship such that "A is 
B," whereas a simile compares two objects, "A is like B." A and B, however dissimilar, 
share some quality that the metaphor highlights. Metaphors allow the marketer to apply 
meaningful images to everyday events. In the stock market, “white knights" battle "hostile 
raiders" with the help of "poison pills"; Tony the Tiger equates cereal with strength and 
"you're in good hands with Allstate” insurance.138

Resonance is another type of literary device advertisers frequently use. It is a form 
of presentation that combines a play on words with a relevant picture. Whereas met
aphor substitutes one meaning for another by connecting two things that are in some 
way similar, resonance employs an element that has a double meaning—such as a pun, 
in which two words sound similar but have different meanings. For example, an ad for 
a diet strawberry shortcake dessert might bear the copy "berried treasure" so that the 
brand conveys qualities we associate with buried treasure such as valuable and hidden.
An ad for ASICS athletic shoes proclaimed, "We believe women should be running the TWs Chinese detergent ad uses a handcuff 
country" as it depicted a woman jogging, while a Bounce fabric softener ad asked "Is metaphor as it urges the viewer, “Free

yourself from the burden of handwash.”
Source: Courtesy of Saatchi & Saatchi.
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CB AS I SEE IT
Professor Edward McQuarrie, Santa Clara University

E a r ly  in my career, I became fas
cinated by wordplay in magazine 
advertisem ents. Puns, rhymes, and 
much more complex figures of speech 
abound in advertising headlines, in 
fact, virtually any figure of speech 
catalogued by the ancient Greeks can 
be found in the headlines of American 
advertisem ents today. But why is that? 
After all, advertisers are under a 
lot of pressure. They have to spend 
tons of money in the often forlorn 
hope of getting a consum er to spend a 
second or two glancing at an ad. Why 
m ess around with complicated word
play and risk confusing or alienating 
consumers?

The answer, my colleague Professor 
David Mick and I discovered, goes to 
the heart of what makes mass-media 
advertising a distinctive kind of hu
man communication.142 The thing to 
remember is that no one has to look 
at a magazine ad, or spend much time 
on it. It’s the exact opposite of being 
in school, where you have to pay 
attention— or flunk. And that’s why ad
vertisers put puns, rhymes, and every 
other rhetorical device in ad headlines: 
Such wordplay functions as a lure and 
a snare for attention. It’s fun to get 
the joke. Result: Consumers linger a 
second longer, and absorb at least one 
point from the ad, even if they never 
read the rest. And a small jot of plea
sure gets associated with the brand.

Traditional consumer research is 
tied to an experimental paradigm in 
which the subjects are forced to read 
the whole ad; within that paradigm, 
there is no way to discover the impor
tance of rhetorical figures. A related 
problem that I believe continues to 
handicap consumer research is an ex
cessive focus on persuasion by means

of words. Open a contemporary maga
zine and look at the full-page color 
ads: How many words do you see? Not 
very many anymore. What you will see 
is carefully crafted photographic imag
ery, heavily altered by computer graph
ics software. In fact you will see visual 
puns, and visual metaphors— figures 
of speech in pictorial form. My col
league Professor Barbara Phillips and
I have shown why it might be smart 
for advertisers to make their pitch in 
pictures rather than words; briefly, the 
very ambiguity of pictorial persuasion 
makes it more effective, because the 
reader has to generate more infer
ences to comprehend the ad.143

What I like about being a consum er 
researcher is that I get to study real
ity. Every ad represents an attempt by 
someone working very hard, under the 
gun to keep his or her job, to get an 
invisible mass of consum ers to spend 
a second or two more with his or her 
creation. In my view, it’s the study of 
these real efforts at persuasion that 
hold the most promise for advancing 
scientific understanding.

there something creeping up behind you?" as it showed a woman's dressed bunched up 
on her back due to static. Because the text departs from expectations, it creates a state of 
tension or uncertainty on the part of the viewer until he figures out the wordplay. Once 
the consumer "gets it," he may prefer the ad to a more straightforward message.139 Just 
as a novelist or artist can tell a story in words or pictures, we can choose several ways 
to address our consumer audiences. Advertisers structure commercials like other art 
forms; as we've seen they borrow conventions from literature and art to communicate.140 
One important distinction is between a drama and a lecture.141 A lecture is like a speech: 
The source speaks directly to the audience to inform them about a product or to persuade 
them to buy it. Because a lecture clearly implies an attempt at persuasion, the audience 
will regard it as such. Assuming it motivates listeners, they weigh the merits of the mes
sage along with the source's credibility. Cognitive responses occur (e.g., "How much did 
Coke pay him to say that?"). Consumers accept the appeal if it overcomes objections and 
is consistent with their beliefs.

In contrast, a drama is similar to a play or movie. Whereas a lecture holds the viewer 
at arm's length, a drama draws the viewer into the action. The characters indirectly ad
dress the audience: They interact with each other about a product or service in an imagi
nary setting. Dramas are experiential because they involve the audience emotionally. The 
transformational advertising method encourages the recipient to associate the experi
ence of product usage with some subjective sensation—like the feeling you get when you 
watch a silhouetted actor on TV as he dances energetically to his iPod.
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o b je c tiv e  10 The Source versus the Message:
Audience characterises D q  W e  S e || t h e  S t e a k  o r  t h e  S i z z l e ?
help to determine
whether the nature of the We've discussed two major components of the communications 
source or the message model: the source and the message. At the end of the day, which 
itself will be relatively component persuades consumers to change their attitudes? 
more effective. Should we worry more about what we say or how we say it and 
--------------------------  who says it?

Surprise! The answer is it depends. As we saw in Chapter 4, a consumer's level of 
involvement determines which cognitive processes will activate when she receives a mes
sage. This in turn influences which aspects of a communication she processes. Like a 
traveler who comes to a fork in the road, she chooses one path or the other. The direc
tion she takes determines which aspects of the marketing communication will work and 
which will fall on deaf ears.

The elaboration likelihood model (ELM) assumes that under conditions of high in
volvement, we take the central route to persuasion. Under conditions of low involvement, 
we take a peripheral route instead. Figure 7.7 diagrams this model.144

The Central Route to Persuasion
According to the ELM, when we find the information in a persuasive message relevant 
or interesting, we pay careful attention to it. In this event we focus on the arguments the 
marketer presents and generate cognitive responses to this content. An expectant mother 
who hears a radio message that warns about drinking while pregnant might say to herself, 
"She's right. I really should stop drinking alcohol now that I'm pregnant." Or she might 
offer counterarguments, such as, "That's a bunch of baloney. My mother had a cocktail 
every night when she was pregnant with me, and I turned out fine." If a person gener
ates counterarguments in response to a message, it's less likely that she will yield to the 
message, whereas if she generates further supporting arguments, it's more likely she'll 
comply.145

The central route to persuasion involves the standard hierarchy of effects we dis
cussed earlier in this chapter. Recall this assumes that we carefully form and evaluate 
beliefs and the strong attitudes that result guide our behavior. The implication is that 
message factors, such as the quality of arguments an ad presents, will determine attitude 
change. Prior knowledge about a topic results in more thoughts about the message and 
also increases the number of counterarguments.146
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The Peripheral Route to Persuasion
In contrast, we take the peripheral route when we're not really motivated to think about 
the marketer's arguments. Instead, we're likely to use other cues to decide how to react to 
the message. These cues include the product's package, the attractiveness of the source, 
or the context in which the message appears. We call sources of information extraneous 
to the actual message peripheral cues because they surround the actual message.

The peripheral route to persuasion highlights the paradox of low involvement dis
cussed in Chapter 4: When we don't care about a product, the style in which it's presented 
(e.g., who endorses it or the visuals that go with it) increases in importance. The impli
cation here is that we may buy low-involvement products chiefly because the marketer 
designs a "sexy" package, chooses a popular spokesperson, or creates a stimulating shop
ping environment. To recap, the basic idea of the ELM is that highly involved consumers 
look for the "steak" (e.g., strong, rational arguments). Those who are less involved go for 
the "sizzle” (e.g., the colors and images in packaging or famous people's endorsements). 
It is important to remember, however, that the same communications variable can be 
both a central and a peripheral cue, depending on its relation to the attitude object. The 
physical attractiveness of a model might serve as a peripheral cue in a car commercial, 
but her beauty might be a central cue for a product such as shampoo where a major prod
uct benefit is to enhance attractiveness.147

CHAPTER SUMMARY

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

1. It’s important for consumer researchers to understand 
the nature and power of attitudes.

An attitude is a predisposition to evaluate an object or 
product positively or negatively. We form attitudes to
ward products and services, and these attitudes often de
termine whether we will purchase or not.

2. Attitudes are more complex than they first appear.

Three components make up an attitude: beliefs, affect, 
and behavioral intentions.

3. We form attitudes in several ways.

Attitude researchers traditionally assumed that we learn 
attitudes in a fixed sequence: First we form beliefs (cog
nitions) about an attitude object, then we evaluate that 
object [affect), and then we take some action {behavior). 
Depending on the consumer's level of involvement and 
the circumstances, though, his attitudes can result from 
other hierarchies of effects as well. A key to attitude for
mation is the function the attitude holds for the consumer 
(e.g., is it utilitarian or ego defensive?).

4. A need to maintain consistency among all of our 
attitudinal components motivates us to alter one or 
more of them.

One organizing principle of attitude formation is the impor
tance of consistency among attitudinal components—that

is, we alter some parts of an attitude to be in line with oth
ers. Such theoretical approaches to attitudes as cognitive 
dissonance theory, self-perception theory, and balance 
theory stress the vital role of our need for consistency.

5. We use attitude models to identify specific components 
and combine them to predict a consumer’s overall 
attitude toward a product or brand.

Multiattribute attitude models underscore the complexity 
of attitudes: They specify that we identify and combine a 
set of beliefs and evaluations to predict an overall attitude. 
Researchers integrate factors such as subjective norms 
and the specificity of attitude scales into attitude measures 
to improve predictability.

6. The communications model identifies several important 
components for marketers when they try to change 
consumers’ attitudes toward products and services.

Persuasion refers to an attempt to change consumers' atti
tudes. The communications model specifies the elements 
marketers need to transmit meaning. These include a 
source, a message, a medium, a receiver, and feedback.

7. The consumer who processes a message is not 
necessarily the passive receiver of information 
marketers once believed him or her to be.

The traditional view of communications regards the per- 
ceiver as a passive element in the process. New develop
ments in interactive communications highlight the need 
to consider the active roles a consumer plays when he or 
she obtains product information and builds a relationship
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with a company. Advocates of permission marketing argue 
that it's more effective to send messages to consumers who 
have already indicated an interest in learning about a prod
uct than trying to hit people “cold" with these solicitations.

8. Several factors influence the effectiveness of a message 
source.

Two important characteristics that determine the effec
tiveness of a source are its attractiveness and credibility. 
Although celebrities often serve this purpose, their cred
ibility is not always as strong as marketers hope. Market
ing messages that consumers perceive as buzz (those that 
are authentic and consumer generated) tend to be more 
effective than those they categorize as hype (those that are 
inauthentic, biased, and company generated).

9. The way a marketer structures his or her message 
determines how persuasive it will be.

Some elements of a message that help to determine its 
effectiveness include the following: conveyance of the

message in words or pictures; employment of an emo
tional or a rational appeal; frequency of repetition; conclu
sion drawing; presentation of both sides of the argument; 
and inclusion of fear, humor, or sexual references. Adver
tising messages often incorporate elements from art or lit
erature, such as dramas, lectures, metaphors, allegories, 
and resonance.

10. Audience characteristics help to determine whether 
the nature of the source or the message itself will be 
relatively more effective.

The relative influence of the source versus the message 
depends on the receiver's level of involvement with the 
communication. The elaboration likelihood model (ELM) 
specifies that source effects are more likely to sway a less- 
involved consumer, whereas a more-involved consumer 
will be more likely to attend to and process components 
of the actual message.
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attitude toward the act of buying 

U**), 286 
balance theory, 280 
basking in reflected glory, 282 
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blogs, 292 
cognition, 274
communications model, 289 
comparative advertising, 301 
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ego-defensive function, 274 
elaboration likelihood model (ELM), 307 
experiential hierarchy of effects, 276 
fear appeals, 304 
foot-in-the-door technique, 279

functional theory of attitudes, 273 
hierarchy of effects, 275 
identification, 277 
internalization, 277 
knowledge function, 274 
latitudes of acceptance 

and rejection, 280 
low-involvement hierarchy of effects, 275 
M-commerce, 291 
metaphor, 305
multiattribute attitude models, 282 
multiple pathway anchoring and 

adjustment (MPAA) model, 287 
permission marketing, 290 
persuasion, 288 
podcasting, 292
principle of cognitive consistency, 278 
refutational arguments, 300 
resonance, 305 
self-perception theory, 279 
simile, 305

sleeper effect, 295 
social judgment theory, 280 
social media, 291 
sock puppeting, 294 
source attractiveness, 295 
source credibility, 293 
spokescharacters, 296 
standard learning hierarchy, 275 
subjective norm (SN), 286 
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theory of ree.soned action, 284 
theory of trying, 287 
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transmedia storytelling, 292 
Twitter, 292 
two-factor theory, 300 
utilitarian fu nction, 274 
value-expressive function, 274 
video blogging (vlogging), 292 
virtual worlds, 292 
widgets, 292

REVIEW

1 How can an attitude play an ego-defensive function?
2 Describe the ABC model of attitudes.
3 List the three hierarchies of attitudes, and describe the ma

jor differences among them.

4 How do levels of commitment to an attitude influence 
the likelihood that it will become part of the way we think 
about a product in the long term?
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5 We sometimes enhance our attitude toward a product af
ter we buy it. How does the theory of cognitive dissonance 
explain this change?

6 What is the foot-in-the-door technique? How does self
perception theory relate to this effect?

7 What are latitudes of acceptance and rejection? How does 
a consumer's level of involvement with a product affect his 
latitude of acceptance?

8 According to balance theory, how can we tell if a triad is 
balanced or unbalanced? How can consumers restore bal
ance to an unbalanced triad?

9 Describe a multiattribute attitude model and list its key 
components.

10 "Do as I say, not as I do." How does this statement relate to 
attitude models?

11 What is a subjective norm, and how does it influence our 
attitudes?

12 What are three obstacles to predicting behavior even if we 
know a person's attitudes?

13 Describe the theory of reasoned action. Why might it not 
be equally valuable when we apply it to non-Western 
cultures?

14 List three psychological principles related to persuasion.
15 Describe the elements of the traditional communications 

model, and tell how the updated model differs.

16 What are blogs and how can marketers use them?
17 What is source credibility, and what are two factors that 

influence our decision as to whether a source is credible?
18 What is the difference between buzz and hype? How does 

this difference relate to the corporate paradox?
19 What is a halo effect, and why does it happen?
20 What is an avatar, and why might an advertiser choose to 

use one instead of hiring a celebrity endorser?
21 When should a marketer present a message visually versus 

verbally?
22 How does the two-factor theory explain the effects of mes

sage repetition on attitude change?
23 When is it best to present a two-sided message versus a 

one-sided message?
24 Do humorous ads work? If so, under what conditions?
25 Should marketers ever try to arouse fear in order to per

suade consumers?
26 Why do marketers use metaphors to craft persuasive mes

sages? Give two examples of this technique.
27 What is the difference between a lecture and a drama?
28 Describe the elaboration likelihood model, and summarize 

how it relates to the relative importance of what is said ver
sus how it's said.

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS
1 Contrast the hierarchies of effects outlined in this chapter. 

How should marketers take these different situations into 
account when they choose their marketing mix?

2 Many universities use commercial companies to run cam
pus Web sites and email services. These agreements pro
vide Web services to colleges at little or no cost. But these 
actions arouse controversy because major companies 
pay to place advertising on the sites. That gives marketers 
the opportunity to influence the attitudes of thousands of 
students who are involuntarily exposed to product mes
sages. University administrators argue that they could not 
provide the services by themselves—students expect to be 
able to fill out financial aid forms and register for classes 
online. Colleges that do not offer such services may lose 
their ability to attract students. How do you feel about this 
situation? Should companies be able to buy access to your 
eyeballs from the school you pay to attend if it means you 
get access to enhanced online services in return?

3 As more of us rely on our smartphones, advertisers are fol
lowing us onto this platform. The first iAds now appear on 
iPhones and iPods, and the early evidence is that they work 
well. In one study (funded by Apple), people who were 
exposed to an iAd for Campbell’s were more than twice 
as likely to recall it than those who had seen a TV ad. Re
cipients were also four times more likely to say they would

buy the advertised product.148 As a consumer, is this good 
news or bad news? How do you feel about getting ads on 
your smartphone? How do you think the marketplace will 
react to this new advertising medium as it becomes more 
commonplace?

4 An antismoking ad sponsored by The New York City De
partment of Health crossed the line for many viewers. The 
spot showed a young boy who cries hysterically as a crowd 
of adults walk by him. The voiceover says, "This is how 
your child feels after losing you for a minute. Just imagine 
if they lost you for life.”

The ad aroused a lot of controversy because it wasn't 
clear if the child was merely acting or if the spot's pro
ducers provoked his tears for the camera. Is this genre of 
"scared straight" advertising an effective way to convince 
people to curb unhealthy behaviors like smoking?

5 The Coca-Cola company pulled a UK Internet promotion 
campaign after parents accused it of targeting children 
by using references to a notorious pornographic movie. 
As part of its efforts to reach young social media users for 
its Dr. Pepper brand, the company took over consenting 
users' Facebook status boxes. Then, the company would 
post mildly embarrassing questions such as "Lost my spe
cial blankie. How will I go sleepies?," and "What's wrong 
with peeing in the shower?" But, when a parent discovered
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that her 14-year-old daughter's profile had been updated 
with a message that directly referred to a hardcore porn 
film, the plan backfired and Coke had to pull the pro
motion.149 What does it take to get the attention of jaded 
young people, who get exposed to all kinds of messages 
in cyberspace? What guidelines (if any) should marketers 
follow when they try to talk to young people on social m e
dia platforms?

6 A flog is a fake blog a company posts to build buzz around 
its brand. Is this ethical?

7 The sleeper effect implies that perhaps we shouldn't worry 
too much about how positively people evaluate a source. 
Similarly, there's a saying in public relations that “any pub
licity is good publicity." Do you agree?

8 Discuss some conditions that would cause you to advise a 
marketer to use a comparative advertising strategy.

9 The American Medical Association encountered a fire
storm of controversy when it agreed to sponsor a line of 
health-care products that Sunbeam manufactured (a 
decision it later reversed). Should trade or professional

■  A P P LY

1 Think of a behavior someone does that is inconsistent with 
his or her attitudes (e.g., attitudes toward cholesterol, drug 
use, or even buying things to make him or her stand out or 
attain status). Ask the person to elaborate on why he or she 
does the behavior, and try to identify the way the person 
resolves dissonant elements.

2 Devise an attitude survey for a set of competing automo
biles. Identify areas of competitive advantage or disadvan
tage for each model you include.

3 Construct a multiattribute model for a set of local res
taurants. Based on your findings, suggest how restaurant 
managers could improve their establishment's image via 
the strategies described in this chapter.

4 Locate foreign ads at sites like japander.com in which ce
lebrities endorse products that they don't pitch on their 
home turf. Ask friends or classmates to rate the attractive
ness of each celebrity, then show them these ads and ask 
them to rate the celebrities again. Does the star's "brand 
image" change after it's paired with cheesy ads? Based on 
these results, what advice would you give to a manager 
who has to choose among endorsement offers for a famous 
client?

5 A government agency wants to encourage people who 
have been drinking to use designated drivers. What advice 
could you give the organization about constructing persua
sive communications? Discuss some factors that might be 
important, including the structure of the communications, 
where they should appear, and who should deliver them. 
Should it use fear appeals? If so, how?

6 Why would a marketer consider saying negative things 
about her product? When is this strategy feasible? Can you 
find examples of it?

organizations, journalists, professors, and others endorse 
specific products at the expense of other offerings?

10 A marketer must decide whether to incorporate rational 
or emotional appeals in its communications strategy. De
scribe conditions that are more favorable to one or the 
other.

11 Many, many companies rely on celebrity endorsers as 
communications sources to persuade. Especially when 
they target younger people, these spokespeople often are 
"cool" musicians, athletes, or movie stars. In your opinion, 
who would be the most effective celebrity endorser today, 
and why? Who would be the least effective? Why?

12 Swiss Legend, a watch brand, gets famous people to wear 
its colorful timepieces. One way it does this is to give away 
its products at awards shows. Publicists call this common 
practice "gifting the talent": Companies provide stars with 
"goody bags" full of complimentary products.150 What do 
you think about the practice of "gifting the talent" to accu
mulate endorsements? Is this a sound strategy? Is it ethical 
for celebrities to accept these gifts?

7 Collect ads that rely on sex appeal to sell products. How 
often do they communicate benefits of the actual product?

8 Observe the process of counterargumentation by asking a 
friend to talk out loud while he watches a commercial. Ask 
him to respond to each point in the ad or to write down 
reactions to the claims the message makes. How much 
skepticism regarding the claims can you detect?

9 Make a log of all the commercials a network television 
channel shows during a 2-hour period. Assign each to a 
product category and decide whether each is a drama or 
an argument. Describe the types of messages the ads use 
(e.g., two-sided arguments), and keep track of the types of 
spokespeople who appear (e.g., TV actors, famous people, 
animated characters). What can you conclude about the 
dominant forms of persuasive tactics that marketers cur
rently employ?

10 Collect examples of ads that rely on the use of metaphors or 
resonance. Do you feel these ads are effective? If you were 
marketing the products, would you feel more comfortable 
with ads that use a more straightforward, "hard-sell" ap
proach? Why or why not?

11 Create a list of current celebrities whom you feel typify 
cultural categories (e.g., clown, mother figure, etc.). What 
specific brands do you feel each could effectively endorse?

12 Conduct an "avatar hunt" on e-commerce Web sites, on
line video game sites, and online communities such as The 
Sims that let people select what they want to look like in 
cyberspace. What seem to be the dominant figures people 
choose? Are they realistic or fantasy characters? Male or 
female? What types of avatars do you believe would be 
most effective for each of these different kinds of Web sites 
and why?
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M yM arketingLab N o w  th a t you h a ve  c o m p le te d  th is  ch a p ter, retu rn  to www 
.pearsonglobaleditions.com/mymarketinglab to a p p ly co ncep ts and explore the additional stu d y m aterials.

Case Study
DOMINO’S DILEMMA
Social media sites are so much part of mainstream culture that 
the Internet Advertising Bureau (IAB) recently reported they 
have exceeded the reach of television. Social media marketing 
describes the use of social media to engage with customers to 
meet marketing goals. It's about reaching customers via online 
dialogue. According to Lloyd Salmons, chairman of the IAB, it's 
really about brands having conversations.

But sometimes use of social media backfires for companies. 
This certainly was the case for Domino's, the national pizza de
livery company. Two employees of a North Carolina Domino's 
store posted a YouTube video of themselves in the kitchen as 
they performed disgusting practices with pizza ingredients:

In about five minutes it'll be sent out on delivery where somebody 
will be eating these, yes, eating them, and little did they know that 
cheese was in his nose and that there was some lethal gas that 
ended up on their salam i. . .  that how we roll at Domino's.

What steps should a company take when it faces a social 
media marketing disaster like this? Should Domino’s just ig
nore the videos and assume that the buzz will die down, or 
should it take quick action? Domino's did nothing for the first 
48 hours but eventually—after more than one million people 
viewed the spot—got the video removed from YouTube. Domi
no's also posted a YouTube clip of its CEO who stated:

We sincerely apologize for this incident. We thank members of the 
online community who quickly alerted us and allowed us to take 
immediate action. Although the individuals in question claim it's 
a hoax, we are taking this incredibly seriously.

Domino's also announced that the store where the vid
eos were taken was shut down and sanitized. In addition, the 
company opened a Twitter account to deal with consumer 
questions. The two employees involved were fired (duh!) and 
charged with the felony of delivering prohibited foods.

Was this a strong enough response by Domino's? Most so
cial media marketing experts grade Domino's actions as excel
lent but a bit delayed. In fact, an Advertising Age survey revealed 
that 64 percent of readers believed that the company did the 
best it could to deal with the crisis. Still, there's no doubt this 
incident was a pie in the eye for the company.

DISCUSSION QUESTIONS

1 Do you think customers who saw this video changed their 
attitude toward Domino's?

2 Which source—the rogue employees or the company's 
CEO—would be more credible?

3 The video included vivid, disgusting images of the 
Domino's product. Was a "talking head" response by the 
CEO the most effective countermessage? What type of 
message structure and/or content might the company 
have used instead to push back against this depiction?

Sources: Stephanie Clifford, "Video Prank at Domino's Taints Brand," New 
York Times (April 15, 2009), www.nytimes.com, accessed June 13, 2011; 
Ben Levisohm and Ellen Gibson, "An Unwelcomed Delivery," Business
Week (May 4, 2009): 15; Emily Bryson York, "What Domino's Did Right— 
and Wrong—in Squelching Hubbub over YouTube Video," Advertising Age 
(April 20, 2009), http://adage.com/article?article_id= 136086, accessed 
June 8, 2009.
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PART 3 NIELSEN NUGGET ■III
E X E R C IS E  #3 for C h ap te r 7, A ttitu d e s  and P ersuasion

Scenario: Healthy Clean, Inc., has a strong presence in 
surface disinfection under the “Germ Destructor” brand.
It is important for the company to enter the hand-hygiene 
segment, in order to be able to provide a complete range of 
germ-kill solutions and to maintain the perception of cate
gory leadership. Healthy Clean company wants to investigate 
entering the hand-wash market with the launch of a no-touch 
dispensing system .

Challenge: Healthy Clean seeks to better understand 
consum er perceptions as they relate to various product 
attributes and the general acceptance of the product 
concept. Among other research objectives, Healthy Clean 
hopes to determine where it may be able to achieve

competitive performance advantages. The company also 
seeks to identify those product attributes that may have to 
be adjusted or those consum er perceptions it may seek to 
influence.

After reviewing the data provided:

1 Identify specific attributes that Healthy Clean should 
emphasize in promotions if it proceeds with the new 
product launch.

2 Identify specific attributes, if any, that should be consid
ered for reengineering.

3 Which of the marketing applications of the multiattrib
ute model discussed in this chapter could be suggested 
by the data?

3.60 Exceeded Expectations

Concept-Product Fit
Is ideal to use in the

Is Ideal for use by the whole family kitchen 
is easy to set up/install 4 ♦ |s converleptfo use
the cartridge Is effective «  * |s midem/up to date

are hygienic to use than regular soap dispensers ♦ Is an innovative product 
Stops the spread of bacteria as it is dispensed «* , .* , /  . L

it. „ ______ _ Is ideaKo use in the bathroom
Is more 

Stc

Has a nice fragrance  ̂

Is gentle on your skin *

Is a high quality product

jComes in fragrances you like 
Does not dry out the skin

Fits well with my home decor

Leaves your hands moisturized

Comes in a

♦ Kil & of bacteria
♦ Has a coj rnporary design

Encourages people in my family 
to wash their hands more often

2.60

Automatically dispenses just 
♦ the right amount of soap

Ignore effective than other 
land soaps in killing germs

♦ Is good value fi
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•Attributes in Bold are Significantly Different at the 90% Confidence Level
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Chapter
Objectives

M yM arketingLab
Visit www.pearsongiobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. Consum er decision making is a central part of consum er behavior, but the way we evaluate 
and choose products (and the am ount of thought we put into these choices) varies widely, 
depending on such dim ensions as the degree of novelty or risk in the decision.

2. A purchase decision actually is com posed of a series of stages that results in the selection 
of one product over com peting options.

3. Decision making is not always rational.

4. Our access to online sources changes the way we decide w hat to buy.

5. We often fall back on well-learned “rules-of-thum b” to make decisions.

6. Consum ers rely on different decision rules when they evaluate com peting options.

http://www.pearsongiobaleditions.com/


R
ichard has had it. There's only so much 

longer he can go on watching TV on his 

tiny, antiquated black-and-white set. It 

was bad enough trying to squint at Jersey Shore- h e  can barely distinguish Snooki from The Situation 

on the screen. The final straw was when he couldn’t tell the Titans from the Jaguars during an NFL 

football game. When he went next door to watch the second half on Mark’s home theater setup, he 

finally realized what he was missing. Budget or not, it was time to act: A man has to have his priorities.

Where to start looking? The Web, naturally. Richard checks out a few comparison-shopping Web 

sites, including pricegrabber.com and bizrate.com. After he narrows down his options, he ventures out 

to scope out a few sets in person. He figures he’ll probably get a decent selection (and an affordable 

price) at one of those huge new warehouse stores. Arriving at Zany Zack’s Appliance Emporium, Richard 

heads straight for the Video Zone in the b ack-h e  barely notices the rows of toasters, microwave ovens, 

and stereos on his way. Within minutes, a smiling salesperson in a cheap suit accosts him. Even though 

he could use some help, Richard tells the salesperson he’s only browsing. He figures these guys don’t 

know what they’re talking about, and they’re simply out to make a sale no matter what.

Richard examines some of the features on the 60-inch color sets. He knew his friend Lorraine 

had a set by Prime Wave that she really liked, and his sister Regina warned him to stay away from 

the Kamashita. Although Richard finds a Prime Wave model loaded to the max with features such 

as a sleep timer, on-screen programming menu, cable-compatible tuner, and picture-in-picture, he 

chooses the less expensive Precision 2000X because it has one feature that really catches his fancy: 

stereo broadcast reception.

Later that day, Richard is a happy man as he sits in his easy chair and watches “JWOWW," Pauly 

D, and the others mixing it up on Jersey Shore. If he’s going to be a couch potato, he’s going in style.

Source: o I ly/S h utte rsto c k.

OBJECTIVE 1
Consumer decision 
making is a central part 
of consumer behavior, 
but the way we evaluate 
and choose products 
(and the amount of 
thought we put into 
these choices) varies 
widely, depending on 
such dimensions as the 
degree of novelty or risk 
in the decision.

We Are Problem Solvers
A  consumer purchase is a response to a problem, which in 
Richard's case is the need for a new TV. His situation is simi
lar to those that we encounter virtually every day of our lives (if 
you decide to make no decisions on your day off, that's still a 
decision!). He realizes that he wants to make a purchase, and 
he undergoes a series of steps in order to make it. We describe 
these steps as (1) problem recognition, (2) information search, 
(3) evaluation of alternatives, and (4) product choice. Of course, 
after we make a decision, its outcome affects the final step in the 
process, in which learning occurs based on how well the choice 
worked out. This learning process, of course, influences the

319
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likelihood that we'll make the same choice the next time the need for a similar decision 
occurs. And so on and so on___

Figure 8.1 provides an overview of this decision-making process. As we begin this 
chapter we'll review different approaches we might use when we need to make a pur
chase decision. We then focus on three of the steps in the decision process:

1 How we recognize the problem, or need for a product
2 How we search for information about product choices
3 How we evaluate alternatives to arrive at a decision

Because some purchase decisions are more important than others, the amount of 
effort we put into each differs. Sometimes the decision-making process is almost auto
matic; we seem to make snap judgments based on very little information. At other times 
when we decide what to buy, the process resembles a full-time job. A person may literally 
spend days or weeks agonizing over an important purchase such as a new home, a car, or 
even an iPhone versus an Android phone.

This intensive decision-making process gets even more complicated in today's en
vironment, where we have so many options from which to choose. Ironically, for many 
modern consumers one of the biggest problems they face is not having too few choices 
but having too many. We describe this profusion of options as consumer hyperchoice: 
a condition in which the large number of available options forces us to make repeated

Figure 8.1 STAGES IN CONSUMER 
DECISION MAKING Problem Recognition

■

Richard realizes he’s fed up 
with a black-and-white 

TV that has bad 
sound reproduction.

Information Search

Richard surfs the 
Web to learn 

about TVs.

Evaluation of Alternatives

Richard compares several 
models in the store in 

terms of reputation 
and available features.

Product Choice

Richard chooses one model 
because it has a feature 

that really appeals to him.

Outcomes

Richard brings home the TV 
and enjoys his purchase.
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A purchase is a response to a problem.
Source: Darko Novakovic/Shutterstock.

choices that may drain psychological energy while it saps our abilities to make smart 
decisions.1

Although we tend to assume that more choice is always better, in fact this prefer
ence varies across the world. In some cultures people prefer to have hard choices made 
for them. For example, one study compared American and French consumers who live 
in different medical cultures: The U.S. norm is to emphasize patient autonomy, whereas 
in France it's more typical for a doctor to make important decisions on behalf of the pa
tient. The researchers studied families that had to decide whether to take their gravely 
ill infants off life support. Although the American parents claimed the right to make this 
difficult choice, they also had greater trouble with their grief and coping processes than 
the French parents who left this decision to their physicians.2

Perspectives on Decision Making
Consumer researchers typically apply a rational perspective to understand decision 
making. In this view, we calmly and carefully integrate as much information as possible 
with what we already know about a product, painstakingly weigh the pluses and minuses 
of each alternative, and make a satisfactory decision. This traditional perspective relates 
the economics of information approach to the search process; it assumes that we collect 
just as much data as we need to make an informed decision. We 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 we collect the most valuable units of information first. We absorb ad
ditional pieces only to the extent that we think they will add to what we already know.3 In 
other words, we'll put ourselves out to collect as much information as we can, so long as 
the process isn't too onerous or time-consuming.4

This rational outlook implies that marketing managers should carefully study steps 
in decision making to understand how consumers obtain information, how they form 
beliefs, and what criteria they use to make product choices. Then, companies can develop 
products that emphasize the appropriate attributes, and marketers can tailor promo
tional strategies to deliver the types of information customers are most likely to desire 
and in the most effective formats.5

It all sounds good, but how valid is this perspective? Sure, we do follow these 
decision-making steps when we make some purchases, but this rational process doesn't 
accurately portray many of our purchase decisions.6 We simply don't go through this 
elaborate sequence every time we buy something. If we did, we'd spend our entire lives 
making these decisions. This would leave us very little time to enjoy the things we eventu
ally decide to buy. Some of our buying behaviors simply don't seem "rational” because 
they don't serve a logical purpose (you don't use that navel ring to hold a beach towel).
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You also purchase some items with virtually no advance planning at all—have you ever 
impulsively thrown a fattening candy bar into your cart while you wait at the grocery 
checkout? (Hint: That's why candy bars and celeb magazines are placed there.)

Still other actions actually contradict what those rational models predict. For exam
ple, purchase momentum occurs when our initial impulse purchases actually increase 
the likelihood that we will buy even more (instead of less as we satisfy our needs); it's like 
we get "revved up" and plunge into a spending spree (we've all been there!).7 Research 
also hints that people differ in terms of their cognitive processing style. Some of us tend 
to have a rational system of cognition that processes information analytically and sequen
tially using rules of logic, whereas others rely on an experiential system of cognition that 
processes information more holistically and in parallel.8

Researchers now realize that decision makers actually possess a repertoire of strate
gies. In a thought process we call constructive processing we evaluate the effort we'll need 
to make a particular choice and then we tailor the amount of cognitive "effort" we expend 
to get the job done.9 When the task requires a well-thought-out, rational approach, we'll 
invest the brainpower to do it. Otherwise, we look for shortcuts or fall back on learned 
responses that "automate" these choices.

We make some decisions under conditions of low involvement, as we discussed in 
Chapter 4. In many of these situations, our decision is a learned response to environmental 
cues (see Chapter 3), such as when we decide to buy something on impulse because it just 
looks cool. We explain these types of decisions as the behavioral influence perspective. 
Under these circumstances, managers and marketers should focus on the peripheral cues 
that Chapter 7 describes, such as an attention-grabbing package, rather than on factual 
details (i.e., as we said in Chapter 7, sell the "sizzle" rather than the "steak").10

In other cases, we're highly involved in a decision, but still we can't explain our selec
tions rationally. For example, the traditional approach is hard-pressed to account for our 
choice of art, music, or even a spouse ("OMG, how did she ever wind up with him?"). In 
these cases, no single quality determines the decision. Instead, the experiential perspective 
stresses the Gestalt, or totality (see Chapter 2), of the product or service.11 In these contexts 
marketers need to assess consumers' affective responses to products or services and then 
develop offerings that create a positive emotional response.

Types of Consumer Decisions
To understand the decision-making process, it helps to think about the amount of effort 
that goes into a decision each time we must make it. Consumer researchers think in terms 
of a continuum, anchored on one end by habitual decision making and at the other ex
treme by extended problem solving. Many decisions fall somewhere in the middle, so we 
describe these as limited problem solving. Figure 8.2 presents this continuum.

Figure 8.2 A CONTINUUM OF BUYING DECISION BEHAVIOR

ROUTINE RESPONSE BEHAVIOR --------- ► LIMITED PROBLEM SOLVING ► EXTENSIVE PROBLEM SOLVING

Low-Cost Products ------------------------------— ----------------------------------------------------------------► More Expensive Products

Frequent Purchasing ------------------------------------------------------------------— ------------------------ ► Infrequent Purchasing

Low Consumer Involvem ent------------------------------------------------------------------------------------- ► High Consumer Involvement

Familiar Product Class and Brands----------------------------------------------------------------------------► Unfamiliar Product Class and Brands

Little Thought, Search, o r --------------------- ------------------------------------------------------------------ ► Extensive Thought, Search, and Time
Time Given to Purchase Given to Purchase
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Extended Problem Solving
Decisions that involve extended problem solving correspond most closely to the tradi
tional decision-making perspective. As Table 8.1 indicates, we usually initiate this careful 
process when the decision we have to make relates to our self-concept (see Chapter 5), 
and we feel that the outcome may be risky in some way. In such cases we try to collect as 
much information as possible, both from our memory (internal search) and from outside 
sources such as Google (external search). Then we carefully evaluate each product alter
native; often we consider the attributes of one brand at a time and see how each brand's 
attributes relate to the results we hope to get from our choice.

In the past few years we've witnessed huge growth in extended problem solving in 
the online space, mostly due to the tremendous popularity of complex and engrossing 
games that people play on social media platforms. A social game is a multiplayer, com
petitive, goal-oriented activity with defined rules of engagement and online connectivity 
among a community of players. Because the phenomenal growth of social games is at
tributed largely to Facebook's game platform and the blockbuster game FarmVille, so
cial games are sometimes thought of as games that people play within a social network. 
However, other game formats, such as Xbox Live with Kinect, also adopt social elements, 
including the ability to play online with other geographically dispersed players and to 
share game achievements on social profiles.12

These games, especially the so-called core games like Call of Duty: Black OPS that 
extend over time and involve hundreds or thousands of players, tend to morph from ex
tended decision making to produce the kind of flow state discussed in Chapter 4.

Social games are built upon several layers, including platform, mode, milieu, and 
genre.13 Let's briefly review the basic dimensions of social games:

•  A game platform refers to the hardware systems on which the game is played. Platforms 
include game consoles (consoles are interactive, electronic devices used to display video 
games, such as Sony's PlayStation3, Microsoft's Xbox 360, and Nintendo's Wii), com
puters (including both online games and those that require software installation on the 
player's computer hard drive), and portable devices that may include smartphones or 
devices specifically for game play such as the Sony PSP or Nintendo DS.14

•  Mode refers to the way players experience the game world. It includes aspects such as 
whether a player's activities are highly structured, whether the game is single-player 
or multiplayer, whether the game is played in close physical proximity to other play
ers (or by virtual proximity), and whether the game is real-time or turn-based.

• Milieu describes the visual nature of the game, such as science fiction, fantasy, horror, 
and retro.

Characteristics of Limited versus Extended Problem Solving

Limited Problem Solving Extended Problem Solving

Motivation Low risk and involvement High risk and involvement 

Extensive searchInformation Search Little search

Information processed passively 
In-store decision likely

Information processed actively 
Multiple sources consulted prior to visits

Alternative Evaluation Weakly held beliefs 
Only most prominent criteria used 
Alternatives perceived as basically similar 
Noncompensatory strategy used

Strongly held beliefs 
Many criteria used
Significant differences perceived among alternatives 
Compensatory strategy usad

Purchase Limited shopping time; may prefer self-service 
Choice often Influenced by store displays

Many outlets shopped if needed 
Communication with store personnel often desirable
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•  The genre of a game refers to the method of play. Popular genres include simulation, 
action, and role-playing. Simulation games attempt to depict real-world situations 
as accurately as possible. There are several subgenres, including racing simulators, 
flight simulators, and "Sim" games that enable players to simulate the development 
of an environment. Among social games, simulations include the highly popular 
FarmVille, Pet Resort, and FishVille. Action games consist of two major subgenres: 
first-person shooters (FPS), where you "see" the game as your avatar sees it, and third- 
person games. Examples of social action games are Epic Goal, a live-action soccer 
game; Paradise Paintball, a first-person shooter social game; and Texas Hold 'Em, a 
social gambling game. In role-playing games (RPGs), the players play a character role 
with the goal of completing some mission. Perhaps the best-known RPG started its life 
as a tabletop game: Dungeons and Dragons. Players adopt the identity of a character 
in the game story and go about completing tasks and collecting points and items as 
they strive to accomplish the intended goal. MMORPGs—massively multiplayer on
line role-playing games—are a type of RPG that truly encompass the social aspects of 
gaming. World ofWarcraft is the largest of these, with more than 11 million subscrib
ers. Social RPGs on Facebook include Haven, Mafia Wars, Battle Stations, and Tennis 
Mania.15

It's important for us to understand these new platforms for extended decision mak
ing, because many analysts feel that these will be a very important place to talk to 
consumers in the next few years as gam e-based m arketing tactics accelerate. Brands 
can utilize social games for marketing in several ways—and they should! Games offer 
a targeted audience, a large and wide reach, a high level of engagement, low-intrusion 
methods of promotion, and a way to interact with brand fans. Numerous companies 
are already experimenting with different formats for embedding their messages into 
game play:

•  Display ads are integrated in a game's environment as billboards, movie posters, and 
storefronts. The display advertising may be static or dynamic and may include text, 
images, or rich media. Rich-media advertising can run pre-roll (before the game be
gins), interlevel (between stages of the game), or post-roll (at the game's conclusion), 
though interlevel is the most common placement.

•  Static ads are hard-coded into the game and ensure that all players view the advertis
ing. Bing's display ad in FarmVille is an example of an in-game, static display ad. The 
ad offered players the chance to earn FarmVille cash by becoming a fan of Bing on 
Facebook. In the first day the ad ran, Bing earned 425,000 new fans.16

•  Dynamic ads are variable; they change based on specified criteria. This technique is 
managed by networks like Google AdWords, which offers insertion technology to place 
ads across multiple games. The networks contract with game publishers to place ad
vertising in their games. By combining games from several publishers, networks create 
a large portfolio of in-game media opportunities for advertisers. The network works 
with publishers to strategically embed advertising, sell the placement to advertisers, 
serve the ads into the games in the network, and manage the billing and account
ing for the process. Advertisers can choose specific game placement or allow Google 
AdWords to place the ads dynamically within games in the Google Display Advertising 
Network. Playfish's game portfolio includes Word Challenge, Hotel City, Who Has The 
Biggest Brain?, and others. Players of these games will be exposed to commercials that 
run between levels of the game.

Limited Problem Solving
Limited problem solving is usually more straightforward and simple. In these instances 
we're not nearly as motivated to search for information or to evaluate each alternative 
rigorously. Instead, we're likely to use simple decision rules as we choose among alterna
tives. These cognitive shortcuts (more about these later) enable us to fall back on general 
guidelines, instead of having to start from scratch every time we need to decide.
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L O R E A L
H O M M E

This Brazilian ad for a hair-loss product 
appeals to men who take their impending 
baldness seriously.
Source: Art Director: Pedro Vargens, Creative 
Directors: Bruno Richter and Victor Vicente.

Habitual Decision Making
Both extended and limited problem-solving modes involve some degree of information 
search and deliberation. At the other end of the choice continuum, however, lies habitual 
decision making—choices we make with little to no conscious effort. Many purchase 
decisions are so routinized that we may not realize we've made them until we look in our 
shopping carts! We make these choices without conscious control, which is why research
ers call this process automaticity.11

Although this kind of thoughtless activity may seem dangerous or at best stupid in 
many cases, it actually makes sense! When we develop these habitual, repetitive behav
iors, we minimize the time and energy spent on mundane purchase decisions. However, 
habitual decision making poses a problem when a marketer tries to introduce a new way 
to do an old task. In this situation she must convince us to "unfreeze" our former habit 
and replace it with a new one—perhaps to use an ATM instead of a live bank teller, or 
switch to a self-service gas pump instead of having an attendant wait on us.

OBJECTIVE 2
A purchase decision 
actually is composed of 
a series of stages that 
results in the selection 
of one product over 
competing options.

Steps in the Decision-Making 
Process
Richard didn't suddenly wake up and crave a new TV. He went 
through several steps between the time he felt the need for a new 
boob tube and when he actually brought one home. Let's review 
the basic steps in this process.

M yM arketingLab
Visit www.psarsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

Problem Recognition
Ford's plan to promote its Fusion hybrid model focused on people who aren't thinking 
about buying a new car—at least not right now. Its TV commercials targeted what the auto 
industry terms the "upper funnel," or potential buyers down the road. Ford's research 
found that a large number of U.S. drivers still are unaware of the Fusion. The company 
is confident that it can close sales if and when customers decide to buy a new car. But, 
its weak spot is to get people into the frame of mind where they want to do that. To cre
ate desire where none exists yet, visitors to a special Web site entered to win a trip and a 
new Fusion. Ford publicized the sweepstakes on Twitter and Facebook; during the first

http://www.psarsonglobaleditions.com/
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This Dutch ad encourages consumers to 
recognize a problem: They need to get out 
and go to the movies asap!
Source: © KesselsKramer, Amsterdam.

two weeks of the promotion, almost 70,000 people requested more information about 
the car.18

Problem recognition occurs at what Ford terms "the upper funnel,” when we ex
perience a significant difference between our current state of affairs and some state we 
desire. We realize that to get from here to there, we need to solve a problem, which may 
be small or large, simple or complex. A person who unexpectedly runs out of gas on the 
highway has a problem, as does the person who becomes dissatisfied with the image of 
his car, even though there is nothing mechanically wrong with it. Although the quality of 
Richard's TV had not changed, he altered his standard of comparison, and as a result he 
had a new problem to solve: how to improve his TV experience.

Figure 8.3 shows that a problem arises in one of two ways. The person who runs out of 
gas experiences a decline in the quality of his actual state (need recognition). In contrast, 
the person who craves a newer, flashier car moves his ideal state upward (opportunity rec
ognition). Either way, there is a gulf between the actual state and the ideal state.19 Richard 
perceived a problem due to opportunity recognition: He moved his ideal state upward in 
terms of the quality of TV reception he craved.

Ideal State

Actual State

Ideal

I

Actual

Ideal

I

Actual

Figure 8.3 PROBLEM RECOGNITION: 
SHIFTS IN ACTUAL OR IDEAL STATES

NO PROBLEM OPPORTUNITY
RECOGNITION

NEED
RECOGNITION
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Need recognition occurs in several ways. A person's actual state can decrease if she 
runs out of a product, or if she buys a product that doesn't adequately satisfy her needs, 
or if she realizes she has a new need or desire. For example, when you buy a house, this 
sets off an avalanche of other choices because now you need to buy many new things to 
fill it—assuming there's any money left over! In contrast, opportunity recognition often 
occurs when we're exposed to different or better-quality products. This happens because 
our circumstances change, as when we start college or land a new job, for example. As 
our frame of reference shifts, we make purchases to adapt to the new environment. That 
awesome pair of True Religion jeans you just scored somehow won't make it during a job 
interview.

Information Search
Once a consumer recognizes a problem, she needs the 411 to solve it. Information search 
is the process by which we survey the environment for appropriate data to make a reason
able decision. In this section we'll review some of the factors this search involves.20

Types of Information Search
You might recognize a need and then search the marketplace for specific information (a 
process we call prepurchase search). However, many of us, especially veteran shoppers, 
enjoy browsing just for the fun of it or because we like to stay up-to-date on what's hap
pening in the marketplace. Those shopaholics engage in ongoing search}1

It helps to distinguish between internal and external search. As a result of our prior 
experience and the fact that we live in a consumer culture, each of us has some degree 
of knowledge already in memory about many products. When a purchase decision con
fronts us, we may engage in internal search as we scan our own memory banks to as
semble information about different product alternatives (see Chapter 3). Usually, though, 
even those of us who are the most market-savvy need to supplement this knowledge with 
external search, so we also obtain information from advertisements, friends, or just plain 
people-watching. A Finnish study demonstrated that what our neighbors buy affects our 
own decision making. The researchers discovered that when one of a person's 10 nearest 
neighbors bought a car, the odds that the person would buy a car of the same make during 
the next week and a half jumped 86 percent.22

Marketing Pitfall

Some consumers really 
have trouble searching 
for information-because 
they have difficulty read

ing. When we do consumer research, we typi
cally assume that our respondents are fully 
literate and thus are able to find information, 
identify products, and conduct transactions 
with few problems. However, it’s worth noting 
that, in fact, more than half of the U.S. popu
lation reads at or below a sixth-grade level— 
and that roughly half are unable to master 
specific aspects of shopping. This fact re
minds us to think more about the low-literate 
consumer who is at a big disadvantage in the 
marketplace. Some of these people (whom 
researchers term social isolates) cope with 
the stigma of illiteracy by avoiding situations 
in which they will 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 (for example, brand line 
extensions). They also encounter problems 
with innumeracy (understanding numbers); 
many low-literate people have difficulty know
ing, for example, whether they have enough 
money to purchase the items in their cart and 
unethical merchants may cheat them out of 
the correct amount of change. Not surpris
ingly, these challenges create an emotional 
burden for ow-literate consumers, who expe
rience stress, anxiety, fear, shame, and other 
negative emotions before, during, and after 
they shop.23

This ad from Dubai reminds consumers of a 
need they may not think about too often-to 
clean their drains.
Source: Courtesy of TBWA/RAAD, Dubai.
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Deliberate versus “Accidental” Search. We may know about a product due to directed 
learning: On a previous occasion we've already searched for relevant information. A par
ent who bought a birthday cake for one child last month, for example, probably has a 
good idea of the best kind to buy for another child this month.

Other times, however, we acquire information in a more passive manner. Even 
though a product may not be of direct interest to us today, we still encounter advertising, 
packaging, and sales promotion activities that result in incidental learning. Mere expo
sure over time to conditioned stimuli and observations of others makes us learn a lot of 
information that we may not need for some time, if ever (think of all those advertising 
jingles you can't get out of your head). For marketers, this is one of the benefits of steady, 
"low-dose" advertising; they establish and maintain product associations until the time 
we need them.

In some cases, we may be so expert about a product category (or at least believe 
we are) that we don't conduct any additional search. Frequently, however, our own 
knowledge is not sufficient to make an adequate decision, so we must look elsewhere 
for more information. The sources we consult for advice vary: They may be impersonal 
and marketer-dominated sources, such as retailers and catalogs; they may be friends 
and family members; or they may be unbiased third parties, such as Consumer Reports.24

Online Search
When we search online for product information, we're a perfect target for advertisers 
because we declare our desire to make a purchase. Recognizing this, many companies 
pay search engines like Google, as well as Bing, Yahoo!, and Ask.com, to show ads to 
users who search for their brand names. However, when Doubleclick (an online market
ing company) looked closely at what people search for, its analysts found that we rarely 
specify brand names in our queries. Instead, most prepurchase searches use only generic 
terms, such as hard drive. Consumers tend to make these searches early on and then 
conduct a small flurry of brand-name queries right before they buy.25

Not surprisingly, social media platforms now play a major role in the search process. 
Although about 60 percent of consumers now start their online process by typing queries 
into a search engine such as Google or Bing; 40 percent now continue their quest for 
more information on other social media platforms such as blogs, YouTube, Twitter, and 
Facebook. The goal here is not to collect more technical or performance information, but 
to get other people's opinions about options in the product category—and to eliminate 
some brands from consideration when others ding them. What's more, after they buy a 
brand, about three-fourths of shoppers who use social media in the process choose to 
follow it on the company's Facebook page so they can continue to engage with it in the 
future.26

we do for most products is surprisingly small, even when we would benefit if we had more 
information. In fact, lower-income shoppers, who have more to lose when they make a 
bad purchase, actually search less before they buy than do more affluent people.27

One widely used distinction is between a decision strategy that seeks to deliver the 
best possible result (maximizing) and one that simply tries to yield an adequate solu
tion, often as a way to reduce the costs of the decision-making process. This is called a 
satisficing solution (economist Herbert Simon even won a Nobel Prize for this idea in 
1956). Because we rarely have the resources (especially the time) to weigh every pos
sible factor into a decision, we will often happily settle for a solution that is just good 
enough. This perspective on decision making is called bounded rationality. These two 
extremes have huge implications for marketing and retailing strategy, because they im
ply very different approaches to customers. Indeed, the maximizer strongly resembles

OBJECTIVE 3
Decision making is not 
always rational.

Do We Always Search Rationally?
As we've seen, we don't necessarily engage in a rational search 
process where we carefully identify every alternative before we 
choose the one we want. In fact, the amount of external search
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Search applications offer consumers 
assistance with virtually any kind of decision, 
such as this one that simplifies the quest 
for the right breed of dog.
Source: Dog Breed Comparison from FindTheBest.

the high-involvement consumer we discussed in Chapter 4; she is going to go all out to 
explore as much information as she can before she decides. In contrast, the satisficer 
resembles the low-involvement consumer who will probably use some simple shortcuts 
(that we'll discuss shortly) to just pick something decent and get on with her life. Indeed, 
some recent research suggests that maximizers may be so thorough they don't even rely 
on their past experiences to guide their current choice. Instead, they start almost from 
scratch to research options for each unique decision situation. The researchers term this 
the Sisyphus Effect.28 Sisyphus was a famous figure in Greek mythology; he was sen
tenced for all eternity to push a huge boulder up a hill, only to watch it roll back down just 
before it reached the top so that he had to start over. (Kind of like having your hard drive
crash just before you finish that massive term paper___)

Like our friend Richard, many consumers are satisficers; typically they visit only one 
or two stores and rarely seek out unbiased information sources before they make a pur
chase decision, especially when they have little time available to do so.29 This pattern 
is especially prevalent for decisions about durable goods, such as appliances or autos, 
even when these products represent significant investments. One study of Australian car
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buyers found that more than a third had made two or fewer trips to inspect cars prior to 
buying one.30

This tendency to avoid external search is less prevalent when consumers consider 
the purchase of symbolic items, such as clothing. In those cases, not surprisingly, people 
tend to do a fair amount of external search, although most of it involves asking peers' 
opinions.31 Although the stakes may be lower financially, people may see these self- 
expressive decisions as having dire social consequences if they make the wrong choice. 
The level of risk, a concept we'll discuss shortly, is high.

In addition, we often engage in brand switching, even if our current brand satisfies 
our needs. When researchers for British brewer Bass Export studied the American beer 
market, they discovered that many drinkers have a repertoire of two to six favorite brands 
rather than one clear favorite.32

Sometimes, it seems we simply like to try new things—we crave variety as a form of 
stimulation or to reduce boredom. Variety seeking, the desire to choose new alterna
tives over more familiar ones, even influences us to switch from our favorite products to 
ones we like less! This can occur even before we become satiated, or tired, of our favorite. 
Research supports the idea that we are willing to trade enjoyment for variety because the 
unpredictability itself is rewarding.33 In fact, one study suggests that although consumers 
frequently consume items to the point where they no longer enjoy them, the marketer 
can counteract this variety amnesia simply by prompting them to recall the variety of 
alternative items they have consumed in the past.34

We're especially likely to look for variety when we are in a good mood, or when there 
isn't a lot of other stuff going on.35 In the case of foods and beverages, we may decide to 
try new things due to sensory-specific satiety. Put simply, this means the pleasantness of a 
food item we have just eaten drops, whereas the pleasantness of uneaten foods remains 
unchanged.36 So, even though we have favorites, we still like to sample other possibilities. 
However, when the decision situation is ambiguous, or when there is little information 
about competing brands, we tend to opt for the safe choice. Figure 8.4 shows the brand 
attributes consumers consider most important when they choose among alternatives, 
according to a survey that Advertising Age conducted.

Mental Accounting: 
Biases in the Decision-Making Process
Consider the following scenario: You've scored a free ticket to a major football game. At 
the last minute, though, a sudden snowstorm makes it somewhat dangerous to get to the 
stadium. Would you still go? Now, assume the same game and snowstorm—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 illus
trate 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 influ
ences our decisions.37 In this case, researchers find that people are more likely to risk their 
personal safety in the storm if they paid for the football ticket than if it's a freebie. Only 
the most die-hard fan would fail to recognize 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.

Behavioral Economics
In recent years, the recognition that many decisions are not based on a maximization 
strategy has contributed to the huge resurgence of the field of behavioral economics, 
a blend of psychology and economics that studies how consumers make economic de
cisions. Unlike more traditional economic approaches, this hybrid perspective recog
nizes that our decisions are not always based on "logical" factors such as price or quality. 
Rather, they are colored by our emotions and even very subtle cues in the environment 
that steer us toward some products and away from others. Numerous books and blogs,
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Figure 8.4 ADVERTISING AGE POLL: IMPORTANCE OF BRAND ATTRIBUTES

Importance of brand attributes:
Across all age groups, these were the most important 
attributes people say they will consider in making 
brand purchases.
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including the huge bestsellers Freakonomics and Predictably Irrational, come from and 
promote this view of the less-than-logical consumer.38

As we'll see shortly, many of the principles in behavioral economics deal with the 
way a choice is put into context (earlier we referred to this as framing), along with the bias 
and experience that each consumer brings to that purchase. Daniel Kahneman, the 
"father" of behavioral economics (he won a Nobel Prize in Economics for his seminal 
work) gave an example of one type of framing called anchoring, which refers to the fact 
that when people are given a number, they tend to use that number as the standard for



332 SECTION 3 Consum ers as Decision Makers

future judgments. He noted that when he asked people if the tallest tree in the world is 
more or less than 900 feet, most people would correctly guess that is way too tall. Now, 
however, he's made you think of very tall trees, so perhaps a 500-foot-tall tree would seem 
small to you. The opposite would have been true if he had used 100 feet as an "anchor" 
number.39

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 con
dition 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 pres
ent. College students who participated in a study on this phenomenon reported that they 
regretted not working, studying, or saving money during their winter breaks. But, when 
researchers asked them to imagine how they will 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 subjects 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 such as 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."40

Loss aversion is another bias. This means that we emphasize our losses more than 
our gains. For example, for most people losing money is more unpleasant than gaining 
money is pleasant. 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.41 To illustrate 
this bias, consider the following choices. For each, would you take the safe bet or choose 
to gamble?

•  Option 1—You're given $30 and a chance to flip a coin: Heads you win $9, tails you 
lose $9.

•  Option 2—You get $30 outright or you accept a coin flip that will win you either $39 
or $21.

In one study, 70 percent of those who got option 1 chose to gamble, compared to only 
43 percent of those who got option 2—yet the odds are the same for both options! The 
difference is that we prefer to "play with the house money"; that is, we're more willing to 
take risks when we think we're using someone else's resources. So, contrary to a rational 
decision-making perspective, we value money differently depending on its source. This 
explains, for example, why the same person who chooses to blow a big bonus on a $2,000 
pair of Manolo Blahnik heels would never consider taking that same amount out of her 
savings account to buy shoes.

Finally, research in mental accounting demonstrates that extraneous characteristics 
of the choice situation can influence our selections, even though they wouldn’t i/we were 
totally rational decision makers. Researchers gave survey participants one of the two ver
sions 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 favorite 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.42 So much for rational decision making!
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Researchers continue to identify factors that bias our decisions—and many of these 
are factors that operate beneath the level of conscious awareness. Consider this exam
ple: During the 2010 New York Republican gubernatorial primary, one candidate (Carl 
Paladino) mailed out thousands of campaign ads impregnated with the smell of rotting 
garbage. The tagline was “Something Stinks in Albany" and the mailings included photos 
of scandal-tainted New York Democrats (the message had its intended effect, but the 
candidate lost for other reasons).

Many researchers believe that the primitive emotion of disgust evolved to protect 
us from contamination; we learned over the years to avoid putrid meat and other foul 
substances linked to pathogens. As a result, even the slight odor of something nasty elicits 
a universal reaction—the wrinkling of the nose, curling of the upper lips, and protru
sion of the tongue. Wrinkling the nose has been shown to prevent pathogens from enter
ing through the nasal cavity, and sticking out the tongue aids in the expulsion of tainted 
food and is a common precursor to vomiting. OK, now that you're sufficiently grossed 
out, what (you may ask in disgust) does this have to do with marketing and persuasion? 
Well, disgust also exerts a powerful effect on our judgments. People who experience this

CB AS I SEE IT
Professor Gavan Fitzsimmons, Duke University

have shown dramatic increases in 
choices of one brand versus an
other as a result of incidental brand 
exposure.

The future of research on uncon
scious consum er behavior is likely 
to continue to document domains in 
which the consum er is influenced out
side of his or her awareness. Contexts 
in which consum ers find them selves  
taxed, exhausted, or overwhelmed 
are all ripe for unconscious influence, 
which sadly have become the default 
rather than the exception for most con
sumers. Some of the most interesting  
questions remaining deal with exactly 
how nonconscious processes work, 
and when they may be adaptive versus  
harmful. If helpful, how can consum
ers, firms, and public policymakers 
embrace and encourage them? For 
example, many consumers might like 
to be more creative, or faster, for ex
ample, and thus might strategically 
surround them selves with Apple or 
Speedo logos. Over time, exposure to 
these logos will become incidental and 
they may find them selves increasingly 
creative or faster. If such exposures 
are harmful, what can these groups do 
to minimize their effects? Preliminary 
evidence suggests that warnings pre
ceding exposure can, at least in part, 
dampen these nonconscious effects.

F or many years consum er research
ers have thought of the consum er 
largely as a conscious, thinking ma
chine. Consum ers consider what is 
important to them, evaluate choice 
options on those alternatives on those  
dimensions, and make a decision. 
Recently, however, a growing group 
of consumer researchers has started 
to revisit an old idea that had been 
largely considered debunked: namely, 
that much of what goes on in the life 
of a consum er occurs outside of his 
or her conscious awareness.

The idea that consum ers are in
fluenced outside of their conscious 
awareness is frightening to many con
sumers, and has thus received consid
erable resistance. And yet, the data 
become more and more clear that con
sumers are influenced by stimuli they 
don’t realize they have been exposed 
to, processes occur in the consum ers’

minds they are unaware of, and con
sumers even engage in behavior that 
they are not conscious of (e.g., con
sider many habitual behaviors). These  
nonconscious processes are often 
adaptive and helpful for the consumer, 
but can also at times be detrimental.

One interesting recent example 
from our own lab involved sublimi- 
nally exposing consum ers to brand 
logos— in several studies, either an 
Apple or an IBM logo. Incidental brand 
exposures occur every day (recent 
estimates range between 3,000 and 
10,000 tim es in a single day for the 
typical American consumer) and thus 
we were curious if they could influ
ence consum er behavior in meaningful 
ways. Apple or IBM logos were flashed 
on a screen for very brief intervals—  
from 10 to 50 milliseconds— to mimic 
this real-world incidental brand expo
sure. Participants had no conscious 
experience of seeing a brand, and 
believed they were only seeing a box 
on the left or right of the screen. Our 
results showed that nonconscious ex
posure to the Apple logo led consum
ers to be significantly more creative 
than consum ers similarly exposed to 
an IBM logo. This incidental brand 
exposure activated a goal in consum
ers that they actively pursued until 
they could satisfy it. Similar studies
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emotion become harsher in their judgments of moral offenses and offenders. In one ex
periment, people who sat in a foul-smelling room or at a desk cluttered with dirty food 
containers judged acts like lying on a resume or keeping a wallet found on the street 
as more immoral than individuals who were asked to make the same judgments in a 
clean environment. In another study, survey respondents who were randomly asked to 
complete the items while they stood in front of a hand sanitizer gave more conservative 
responses than those who stood in another part of the hallway.43 Scientists continue to 
identify other, similar effects of subtle environmental cues that carry over onto our judg
ments of people and products; for instance, people who hold a cold cup of water before 
they are asked to make ratings judge other people and objects as “colder" than do those 
who were given a hot cup of coffee.

How Much Do We Search?
As a general rule, we search more when the purchase is important, when we have more 
of a need to learn more about the purchase, or when it's easy to obtain the relevant infor
mation.44 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.45

Does knowing something about the product make it more or less likely that we will 
engage in search? The answer to this question isn't as obvious as it first appears: 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. How
ever, experts are more familiar with the product category, so they should be better able to 
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. We find an 
inverted-U relationship between knowledge and external search effort, as Figure 8.5 
shows. People with very limited expertise may not feel they are competent to search ex
tensively. In fact, they may not even know where to start. Richard, who did not spend a 
lot of time researching his purchase, is typical. He visited one store, and he looked only 
at brands with which he was already familiar. In addition, he focused on only a small 
number of product features.46

Because experts have a better sense of what information is relevant to the deci
sion, they engage in selective search, which means their efforts are more focused and 
efficient. In contrast, novices are more likely to rely on the opinions of others and on 
“nonfunctional” attributes, such as brand name and price, to distinguish among alterna
tives. Finally, novice consumers may process information in a “top-down” rather than a

Figure 8.5 THE RELATIONSHIP 
BETWEEN AMOUNT OF INFORMATION 
SEARCH AND PRODUCT KNOWLEDGE

PRODUCT KNOWLEDGE
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Source: Courtesy of Minolta Corporation.
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"bottom-up" manner—they focus less on details than on the big picture. For instance, 
they may be more impressed by the sheer amount of technical information an ad presents 
than by the actual significance of the claims it makes.47

Ironically, people who have details about a product before they buy it do not expect 
to be as happy with it as do those who got only ambiguous information. The so-called 
blissful ignorance effect apparently occurs because we want to feel like we've bought 
the right thing—and if we know precisely how the product performs, it's not as easy to 
rationalize away any shortcomings. In one experiment, some subjects were told of a man
ufacturer's claims about a hand lotion and informed that separate research had shown 
that 50 percent of people in fact obtained these benefits. Another set of subjects also 
heard about the manufacturers' claims, but they were told that the results from indepen
dent research were not yet available. Those who were provided with less information (the 
latter group) actually expected the product to perform better. In other words, the less we 
know about something, the easier it is to persuade ourselves that we like it.48
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Perceived Risk
As a rule, purchase decisions that involve extensive search also entail perceived risk, or 
the belief that there may be negative consequences if you use or don't use a product or 
service. This may occur when the product is expensive or is complex and hard to under
stand. Alternatively, perceived risk can be a factor when others can see what we choose, 
and we may be embarrassed if we make the wrong choice.49

Figure 8.6 lists five kinds of risk—including objective (e.g., physical danger) and sub
jective (e.g., social embarrassment) factors—as well as the products each type tends to 
affect. Perceived risk is less of a problem for consumers who have greater "risk capital," 
because they have less to lose from a poor choice. For example, a highly self-confident 
person might worry less than a vulnerable, insecure person who chooses a brand that 
peers think isn't cool.

How Do We Decide Among Alternatives?
Much of the effort we put into a purchase decision occurs at the stage where we have to 
put the pedal to the metal and actually choose a product from several alternatives. This 
may not be easy; modern consumer society abounds with choices. In some cases, there 
may be literally hundreds of different brands (as in cigarettes) or different variations of 
the same brand (as in shades of lipstick).

Ask a friend to name all the brands of perfume she can think of. The odds are she will 
reel off three to five names rather quickly, then stop and think awhile before she comes 
up with a few more. She's probably very familiar with the first set of brands, and in fact 
she probably wears one or more of these. Her list may also contain one or two brands that

BUYERS MOST 
SENSITIVE TO RISK

PURCHASES MOST 
SUBJECT TO RISK

MONETARY
RISK

Risk capital consists of money 
and property. Those with relatively 
little income and wealth are most 
vulnerable.

High-ticket items that require 
substantial expenditures are most 
subject to this form of risk.

FUNCTIONAL
RISK

Risk capital consists of 
alternative means of performing 
the function or meeting the need. 
Practical consumers are most 
sensitive.

Products or services whose 
purchase and use requires the 
buyer's exclusive commitment are 
most sensitive.

PHYSICAL
RISK

Risk capital consists of physical 
vigor, health, and vitality. Those 
who are elderly, frail, or in ill 
health are most vulnerable.

Mechanical or electrical goods 
(such as vehicles or flammables), 
drugs and medical treatment, and 
food and beverages are most 
sensitive.

SOCIAL
RISK

Risk capital consists of self-esteem 
and self-confidence. Those who are 
insecure and uncertain are most 
sensitive.

Socially visible or symbolic goods, 
such as clothes, jewelry, cars, 
homes, or sports equipment are 
most subject to social risk.

PSYCHO
LOGICAL

RISK

Figure 8.6 FIVE TYP ES  
OF PERCEIVED RISK

Risk capital consists of affiliations 
and status. Those lacking 
self-respect or attractiveness to 
peers are most sensitive.

Expensive personal luxuries that 
may engender guilt, durables, and 
services whose use demands 
self-discipline or sacrifice are 
most sensitive.
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This British ad appeals to social risk.
Source: © Abbott Mead Vickers BBDO, London. 
Ad created and produced by Simon Langley, 
Richard Morgan, and John Offenbach.

she doesn't like; to the contrary, they come to mind because she thinks they smell nasty 
or are unsophisticated. Note also that there are many, many more brands on the market 
that she did not name at all.

If your friend goes to the store to buy perfume, it is likely that she will consider buying 
some or most of the brands she listed initially. She might also entertain a few more pos
sibilities if these come to her attention while she's at the fragrance counter (for example, 
if an employee "ambushes" her with a scent sample as she walks down the aisle).

How do we decide which criteria are important, and how do we narrow down prod
uct alternatives to an acceptable number and eventually choose one instead of others? 
The answer varies depending on the decision-making process we use. A person who 
engages in extended problem solving may carefully evaluate several brands, whereas 
someone who makes a habitual decision may not consider any alternatives to his normal 
brand. Furthermore, some evidence indicates that we do more extended processing in 
situations that arouse negative emotions because of conflicts we feel among the available 
choices. This is most likely to occur when there are difficult tradeoffs; for example, when a 
person has to choose between the risks involved in having a bypass operation versus the 
potential improvement in his life if the operation succeeds.50

We call the alternatives a consumer knows about his evoked set and the ones that he 
actually considers his consideration set (often we don't seriously consider every single 
brand we know about, perhaps because it's out of our price range or we've had a bad 
experience with it).51 Recall that Richard did not know much about the technical aspects

RIGHT THROUGH THE M Y.

YO, SEWER BOY. 
NEVER HEARD OF 
ANTI-PERSPIRANT?
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This Canadian ad from Kiwi presents 
a solution to an everyday problem.
Source: Courtesy of Sara Lee Corporation.

of television sets, and he had only a few major brands in memory. Of these, two were ac
ceptable possibilities and one was not.

Consumers often consider a surprisingly small number of alternatives, especially 
with all the choices available to us. A cross-national study found that people generally 
include just a few products in their consideration, although this amount varies by prod
uct category and across countries. For example, on average American beer consumers 
considered only three brands, whereas Canadian consumers typically considered seven 
brands. In contrast, whereas auto buyers in Norway studied two alternatives, American 
consumers on average looked at more than eight models before they decided.52 We seem 
to be a lot more picky about our wheels than our brews.

For obvious reasons, a marketer who finds that his brand is not in his target market's 
evoked set has cause to worry. You often don't get a second chance to make a good first 
impression; a consumer isn't likely to place a product in his evoked set after he has al
ready considered it and rejected it. Indeed, we're more likely to add a new brand to the 
evoked set than one that we previously considered but passed over, even after a marketer 
has provided additional positive information about it.53 For marketers, a consumer's

Restore your shine in just seconds.

kiwicare.com
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Salternative.

reluctance to give a rejected product a second chance underscores the importance of 
ensuring that it performs well from the time the company introduces it.

An advertising campaign for Hyundai illustrates how hard a company sometimes 
has to work to get its brand into consumers' consideration sets. Many people think of 
Hyundai strictly as a low-cost vehicle, even though it has received high marks for quality 
in recent years. The carmaker's "Think About It" campaign encouraged consumers to 
reconsider their long-held beliefs through frank statements like "The logo is there to tell 
you what the car is, not who you are" and "When a car company charges for roadside as
sistance, aren't they just helping themselves?" As Hyundai's vice president for marketing 
in America explained, "Unless we give people a compelling reason to shuffle the brand 
deck, they'll stand with the brands they know rather than make that switch."54

How Do We Put Products into Categories?
Remember that when consumers process product information, they don't do it in a vac
uum. They evaluate its attributes in terms of what they already know about the item or 
other similar products. A person who thinks about a particular 35mm camera will most 
likely compare it to other 35 mm cameras rather than to a disposable camera. Because 
the category in which a consumer places a product determines the other products she will 
compare it to, the way we classify a brand in our minds plays a big role in how we evaluate 
it. These classifications derive from different product attributes, including appearance 
(e.g., we assume that chocolates in silver or gold wrappings are more upscale), price (we 
view items with price endings in .99 as cheaper than those that end in .00), or previously 
learned connections (if it has the name Porsche on it, it must be expensive).55

The products in a consumer's evoked set are likely to share some similar features. 
This process can either help or hurt a product, depending on what people compare it to. 
For example, in one survey, about 25 percent of consumers said they would be less likely 
to buy a product made of hemp if they know it's derived from the same plant from which 
marijuana comes (but without any of the latter's effects). When we come across a new 
product, we tend to place it into an existing category rather than create a new category.56 
Of course, that's one of the big hurdles a new form of technology has to clear: Before 
people will buy a microwave oven, MP3 player, or GPS, they need to make sense out of 
the category to which it belongs.

This ad for Sunkist lemon juice attempts to 
establish a new category for the product by 
repositioning it as a salt substitute.
Source: Courtesy of Sunkist Growers.
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It is important to understand how we cognitively represent this information in a 
know ledge structure. This term refers to a set of beliefs and the way we organize these 
beliefs in our minds.57 We discussed these knowledge structures in Chapter 4. Their 
makeup matters to marketers because they want to ensure that customers correctly group 
their products. For example, General Foods brought out a newline of Iell-0  flavors, such 
as Cranberry Orange, that it called Jell-0  Gelatin Flavors for Salads. Unfortunately, the 
company discovered that people used the product only for salad, because the name en
couraged them to put the product in their "salad” structure rather than in their "dessert" 
structure. General Foods dropped the product line.58

Typically we represent a product 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, and which would you 
consider as alternatives to eating a cone?

These questions may be more complex than they first appear. At one level, a cone is 
similar to an apple because you could eat both as a dessert. At another level, a cone is sim
ilar to a piece of pie because you could eat either for dessert and both are fattening. At still 
another level, a cone is similar to an ice cream sundae—you could eat either for dessert, 
both are made of ice cream, and both are fattening. Figure 8.7 depicts these three levels.

It's easy to see that the foods a person associates with the category "fattening des
sert" influence his or her decision about what to eat after dinner. The middle level, or 
basic level category, is typically the most useful for classifying products. At this level the 
items we group together tend to have a lot in common with each other, but still permit us 
to consider a broad enough range of alternatives. The broader superordinate category is 
more abstract, whereas the more specific subordinate category often includes individual 
brands.59 Of course, not all items fit equally well into a category. Apple pie is a better ex
ample of the subordinate category “pie" than is rhubarb pie, even though both are types 
of pies. This is because it's more prototypical, and most people would think of apple as a 
pie flavor before they thought of rhubarb. In contrast, true pie experts probably know a 
lot about both typical and atypical category examples.60

Strategic Implications of Product Categorization
The way we categorize products has a lot of strategic implications. That's because this 
process affects which products consumers will compare to our product and also the cri
teria they'll use to decide if they like us or the other guys.

Position a Product. The success of a positioning strategy hinges on the marketer's ability 
to convince the consumer to consider its product within a given category. For example, 
the orange juice industry tried to reposition orange juice as a drink people can enjoy all 
day long ("It's not just for breakfast anymore"). However, soft-drink companies attempt 
the opposite when they portray sodas as suitable for breakfast consumption. They are 
trying to make their way into consumers’ “breakfast drink" category, along with orange 
juice, grapefruit juice, and coffee. Of course, this strategy can backfire, as Pepsi-Cola

-------  Dessert ---------

SUPERORDINATE LEVEL

Figure 8.7 LEVELS OF ABSTRACTION 
IN DESSERT CATEGORIES
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discovered when it introduced Pepsi A.Mể and positioned it as a coffee substitute. The 
company did such a good job of categorizing the drink as a morning beverage that cus
tomers wouldn't drink it at any other time, and the product failed.61

Identify Competitors. At the absưact, superordinate level, many different product forms 
compete for membership. The category "entertainment" might comprise both bowling 
and the ballet, but not many people would substitute one of these activities for the otherẽ 
Products and services that on the surface are quite different, however, actually compete 
with cach other at a broad level for consumers' discretionary dollars. Although bowling 
or ballet may not be a likely tradeoff for many people, a symphony might try to lure away 
season ticket holders to the ballet by positioning itself as an equivalent member of the 
superordinate category "cultural event."62

We're often faced with choices between noncomparable categories, where we can't 
directly relate the attributes in one to those in another (the old problem of comparing 
apples and oranges). When we can create an overlapping category that encompasses 
both items (e.g., entertainment, value, usefulness) and then rate each alternative in terms 
of that superordinate category comparison, the process is easier.63

Create an Exemplar Product. As we saw with the case of apple pie versus rhubarb pie, if 
a product is a really good example of a category it is more familiar to consumers and they 
more easily recognize and recall it.64 The characteristics of category exemplars tend to 
exert a disproportionate influence on how people think of the category in generalẽ65 In a 
sense, brands we strongly associate with a category get to "call the shots”: They define the 
criteria we use to evaluate all category members.

Being a bit less than prototypical is not necessarily a bad thing, however. Products 
that are moderately unusual within their product category may stimulate more informa
tion processing and positive evaluations because they are neither so familiar that we will 
take them for granted nor so different that we won't consider them at all.66 A brand that 
is strongly discrepant (such as Zima, a clear malt beverage) may occupy a unique niche 
position, whereas those that are somewhat different (e.g., local microbrews) remain in a 
distinct position within the general category.67

Locate Products in a store. Product categorization also can affect consumers' expecta
tions regarding the places where they can locate a desired product. If products do not 
clearly fit into categories (e.g., is a rug furniture?), this may diminish our ability to find 
them or figure out what they’re supposed to be once we do. For instance, a frozen dog 
food that pet owners had to thaw and cook before they served it to Fido failed in the mar
ket, partly because people could not adapt to the idea of buying dog food in the "frozen 
foods for people" section of their grocery stores.

Product Choice: 
How Do We Select from the Alternatives?
Once we assemble and evaluate the relevant options in a category, eventually we have 
to choose one.68 Recall that the decision rules that guide our choices range from very 
simple and quick strategies to complicated processes that require a lot of attention and 
cognitive processing.69 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 the 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.

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 realize the virtue
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of simplicity. In one study, consumers chose among three models of a digital device that 
varied in terms of how complex each was. More than 60 percent chose the one with the 
most features. Then, when the participants got the chance to choose from up to 25 fea
tures to customize 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___”70

Evaluative Criteria
When Richard looked at different television sets, he focused on one or two product fea
tures and completely ignored several others. He narrowed down his choices as he only 
considered two specific brand names, and from the Prime Wave and Precision models, 
he chose one that featured stereo capability.

Evaluative criteria are the dimensions we use to judge the merits of competing op
tions. When he compared alternative products, Richard could have chosen from among 
many criteria that ranged from very functional attributes ("Does this TV come with re
mote control?") to experiential ones ("Does this TV's sound reproduction make me imag
ine 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 do those where the alternatives are simi
lar. If all brands a person considers rate equally well on one attribute (e.g., if all TVs come 
with remote control), Richard needs to find other reasons to choose one over another. De
terminant attributes are the features we actually use to differentiate among our choices.

Marketers often educate consumers about which criteria they should use as determi
nant attributes. For example, consumer research from Church & Dwight indicated that 
many consumers view the use of natural ingredients as a determinant attribute. As a re
sult, the company promoted its toothpaste made from baking soda, which the company 
already manufactured for Church & Dwight's Arm & Hammer brand.71

Sometimes a company actually invents a determinant attribute: Pepsi-Cola accom
plished this when it stamped freshness dates on soda cans. It 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 soda—even though people in the industry estimate 
that drinkers consume 98 percent of all cans well before this could be a problem. Six 
months after it introduced the campaign, lo and behold, an independent survey found

This Indonesian ad shows us one of 
bubblegum’s determinant attributes.
Source: Courtesy of draft FCB Jakarta Indonesia.
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that 61 percent of respondents felt that freshness dating is an important attribute for a soft 
drink!72 To effectively recommend a new decision criterion, a marketer should convey 
three pieces of information:73

1 It should point out that there are significant differences among brands on the 
attribute.

2 It should supply the consumer with a decision-making rule, such as i f . ..  (deciding 
among competing brands), then . . .  (use the attribute as a criterion).

3 It should convey a rule that is consistent with how the person made the decision on 
prior occasions. Otherwise, she is likely to ignore the recommendation because it 
requires too much mental work.

Neuromarketing: How Your Brain Reacts to Alternatives
Is there a "buy button" in your brain? Some corporations, including Google, CBS, Disney, 
and Frito-Lay, have teamed up with neuroscientists to find out.75 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 have 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 in which fear, panic, exhilaration, and social 
pressure influence our choices.

Scientists know that specific regions of the brain light up in these scans to show in
creased blood flow when a person recognizes a face, hears a song, makes a decision, or 
senses deception. Now they hope to harness this technology to measure consumers' reac
tions to movie trailers, automobiles, the appeal of a pretty face, and even their loyalty to 
specific brands. British researchers recorded brain activity as shoppers toured a virtual store. 
They claim they identified the neural region that becomes active when a shopper decides 
which product to pluck from a supermarket shelf. DaimlerChrysler took brain scans of men 
as they looked at photos of cars and confirmed that sports cars activated their reward centers. 
The company's scientists found that the most popular vehicles—the Porsche- and Ferrari- 
style sports cars—triggered activity in a section of the brain they call the fusiform face area, 
which governs facial recognition. A psychiatrist who ran the study commented, "They were 
reminded of faces when they looked at the cars. The lights of the cars look a little like eyes."

A study that took brain scans of people as they drank competing soft-drink brands 
illustrates how loyalty to a brand affects our reactions, even at a very basic, physiological 
level. When the researchers monitored brain scans of 67 people who took a blind taste 
test of Coca-Cola and Pepsi, each soft drink lit up the brain's reward system, and the 
participants were evenly split as to which drink they preferred—even though three out 
of four participants said they preferred Coke. When told they were drinking Coke, the 
regions of the brain that control memory lit up, and this activation drowned out the area 
that simply reacts to taste cues. In this case, Coke's strong brand identity trumped the 
sensations coming from respondents' taste receptors.

In another study, researchers reported that pictures of celebrities triggered many 
of the same brain circuits as did images of shoes, cars, chairs, wristwatches, sunglasses, 
handbags, and water bottles. All of these objects set off a rush of activity in a part of the 
cortex that neuroscientists know links to our sense of identity and social image. The sci
entists also identified types of consumers based on their responses. At one extreme were 
people whose brains responded intensely to "cool" products and celebrities with bursts of 
activity but who didn't respond at all to "uncool" images. They dubbed these participants 
"cool fools" who are likely to be impulsive or compulsive shoppers. At the other extreme 
were people whose brains reacted only to the unstylish items; this pattern fits well with 
people who tend to be anxious, apprehensive, or neurotic.

Many researchers remain skeptical about how helpful this technology will be for con
sumer research. If indeed researchers can reliably track consumers' brand preferences by 
seeing how their brains react, there may be many interesting potential opportunities for new 
research techniques that rely on what we (or at least our brains) do rather than what we say.

• On a Conair Pro Style 1600 hair dryer: 
“WARNING: Do not use in shower. Never 
use while sleeping.”

• Instructions for folding up a portable 
baby carriage: “Step 1: Remove baby.”

• A rest stop on a Wisconsin highway: “Do 
not eat urinal cakes.”

• On a bag of Fritos: “You could be a win
ner! No purchase necessary. Details 
inside.”

• On some Swanson frozen dinners: “Serv
ing suggestion: Defrost.”

• On Tes.co’s Tiramisu dessert (printed 
on bottom of box): “Do not turn upside 
down.”

• On Marks & Spencer bread pudding: 
“Product will be hot after heating.”

• On packaging for a Rowenta iron: “Do not 
iron cic thes on body.”

• On Nytol sleeping aid: “Warning: May 
cause drowsiness.”

Product labels assist us 
with problem solving, 
but some are more use
ful than others. Here are 

some examples of the not-so-helpful variety:74
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OBJECTIVE 4 Cybermediaries
Our access to online As anyone who's ever typed a phrase such as "home theaters"
sources changes the way into Google or another search engine knows, the Web deliv- 
we decide what to buy. ers enormous amounts of product and retailer information in
-----------------------------  seconds. In fact (recall our earlier discussion of the problem of
hyperchoice), the biggest problem Web surfers face these days is to narrow down their 
choices, not to beef them up. In cyberspace, simplification is key.

With the tremendous number of Web sites available and the huge number of people 
surfing the Web each day, how can people organize information and decide where to 
click? A cybermediary often is the answer. This is an intermediary that helps to filter and 
organize online market information so that customers can identify and evaluate alterna
tives more efficiently.76 Many consumers regularly link to comparison-shopping sites, 
such as Bizrate.com or Pricegrabber.com, for example, that list many online retailers that 
sell a given item along with the price each charges.77 

Cybermediaries take different forms:78

•  Directories and portals, such as Yahoo! or The Knot, are general services that tie to
gether a large variety of different sites.

•  Forums, fan clubs, and user groups offer product-related discussions to help custom
ers sift through options (more on these in Chapter 10). It's clear that customer product 
reviews are a key driver of satisfaction and loyalty. In one large survey, about half of 
the respondents who bought an item from a major Web site remembered seeing cus
tomer product reviews. This group's satisfaction with the online shopping experience 
was 5 percent higher than for shoppers who didn't recall customer reviews. '9 Another 
advantage is that consumers get to experience a much wider array of options—and 
at the same time products such as movies, books, and CDs that aren't "blockbusters" 
are more likely to sell. At Netflix, the online DVD rental company, for example, fel
low subscribers recommend about two-thirds of the films that people order. In fact, 
between 70 and 80 percent of Netflix rentals come from the company's back catalog 
of 38,000 films rather than recent releases.80

This aspect of online customer review is one important factor that's fueling a new 
way of thinking, which one writer calls the long tail.81 The basic idea is that we no longer 
need rely solely on big hits (such as blockbuster movies or best-selling books) to find prof
its. Companies can also make money if they sell small amounts of items that only a few 
people want—if they sell enough different items. For example, Amazon.com maintains 
an inventory of 3.7 million books, compared to the 100,000 or so you'll find in a Barnes
& Noble retail store. Most of these will sell only a few thousand copies (if that), but the 
3.6 million books that Barnes & Noble doesn’t carry make up a quarter of Amazon's reve
nues! Other examples of the long tail include successful microbreweries and TV networks 
that make money on reruns of old shows on channels such as the Game Show Network.

Intelligent agents are sophisticated software programs that use collaborativefiltering 
technologies to learn from past user behavior in order to recommend new purchases.82 
When you let Amazon.com suggest a new book, the site uses an intelligent agent to pro
pose novels based on what you and others like you have bought in the past. Collaborative 
filtering is still in its infancy. In the next few years, expect to see many new Web-based 
methods to simplify the consumer decision-making process. (Now if only someone could 
come up with an easier way to pay for all the great stuff you find courtesy of shopping bots!)

Researchers work hard to understand how consumers find information online, and 
in particular how they react to and integrate recommendations received from different 
kinds of online agents into their own product choices. An electronic recommendation 
agent is a software tool that tries to understand a human decision maker's multiattribute 
preferences for a product category as it asks the user to communicate his preferences. 
Based on that data, the software then recommends a list of alternatives sorted by the 
degree to which they fit these criteria. These agents do appear to influence consumers' 
decision making, though some evidence indicates that they're more effective when they
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recommend a product based on utilitarian attributes (functionality such as nutritional 
value) rather than hedonic attributes (such as design or taste).83

Although engineers continually improve the ability of electronic recommenda
tion agents to suggest new things we might like, we still rely on other people to guide 
our search. About 80 percent of online shoppers rely on customer reviews before they 
buy. We call the people who supply these reviews brand advocates. Yahoo! estimates 
that 40 percent of people who spend time online are advocates and that they influence 
purchases two to one over nonadvocates. Marketers who adjust their strategies to ac
knowledge this impact find it's worth their while. For example, PETCO saw a 500 percent 
increase in its click-through rate when it included consumers' reviews in its online ads.84

The huge growth in demand for user reviews in turn fuels new opinion-based sites, 
such as Yelp for local businesses, TripAdvisor for travel, and Urbanspoon for restaurants. 
Yelp, for example, offers more than 4 million reviews of everything from corner cafés to 
dog groomers. People who take the time to post to these sites don't do it for money, but 
they do generate an income in the form of props for good recommendations. Analysts 
refer to this reward system as the reputation economy: Many thousands of consumers 
devote significant time to editing Wikipedia entries, serving as brand advocates, or up
loading clips to YouTube simply because they enjoy the process and want to boost their 
reputation as knowledgeable advisors.85

Heuristics: Mental Shortcuts
Do we actually perform complex mental calculations every time we 
make a purchase decision? Get a life! Remember our earlier discus
sion about satisficing and the many times we "settle" for a choice 
that may not be perfect, but will be adequate? When we don't rely 
on a Web site to steer us to the right place, we often use other deci

sion rules to simplify our choices. For example, Richard made certain assumptions instead of 
engaging in prolonged information search. In particular, he assumed that the selection at Zany 
Zack's was more than sufficient, so he did not bother to shop at any of Zack's competitors.86

Especially when limited problem solving occurs prior to making a choice, we often 
fall back on heuristics, or mental rules-of-thumb, to make a speedy decision. These rules 
range from the very general (“higher-priced products are higher-quality products" or "buy 
the same brand I bought last time”) to the very specific ("buy Domino, the brand of sugar 
my mother always bought").87 Sometimes these shortcuts may not be in our best interests. 
A car shopper who personally knows one or two people who have had problems with a 
particular vehicle, for example, might assume that he would have similar trouble with it 
rather than taking the time to find out that it actually has an excellent repair record.88

How Do We Rely on Product Signals?
One shortcut we often use is to infer hidden dimensions of products from attributes we 
observe. In these cases the visible element is a product signal that communicates some un
derlying quality. This explains why someone who tries to sell a used car makes sure the car's 
exterior is clean and shiny: Potential buyers often judge the vehicle's mechanical condition 
by its appearance, even though this means they may drive away in a clean, shiny clunker.89

When we only have incomplete product information, we often base our judgments 
on our beliefs about covariation—the associations we have among events that may or 
may not actually influence one another.90 For example, a shopper may judge product 
quality by the length of time a manufacturer has been in business. Other signals or attri
butes consumers tend to believe coexist with good or bad products include well-known 
brand names, country of origin, price, and the retail outlets that carry the product. Un
fortunately, many of us estimate covariation quite poorly, and our erroneous beliefs per
sist despite evidence to the contrary. In a process similar to the consistency principle 
discussed in Chapter 7, we tend to see what we're looking for. In other words, we'll look 
for product information that confirms our guesses and ignore or explain away informa
tion that contradicts what we already think.91 For example, in one study, people who saw

OBJECTIVE 5
We often fall back on 
well-learned “rules- 
of-thumb” to make 
decisions.
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www.iparty.com > birthdays > basics > pink > cups/plates/napkins/favors > order

i want, i click. iparty.com

.» )  keyword iporty

Consumers often simplify choices when 
they use heuristics such as automatically 
choosing a favorite color or brand.
Source: Courtesy of ¡Party Retail Store Corp.

a snack food package with a larger number of individual cookies assumed that the box 
actually included more product units.92

Market Beliefs: Is It Better if I Pay More for It?
We constantly form assumptions about companies, products, and stores. These m arket 
beliefs then become shortcuts that guide our decisions—as our discussion of green- 
washing indicates, these beliefs are not necessarily accurate.93 Recall that Richard chose 
to shop at a large "electronics warehouse store" because he assumed that the selec
tion would be better there than at a specialty store. Table 8.2 lists some market beliefs 
researchers have identified; how many do you share?

Do higher prices mean higher quality? The link we assume between price and qual
ity is one of the most pervasive market beliefs.94 In fact, novice consumers may consider 
price the only relevant product attribute. Experts also consider this information, although 
they tend to use price for its informational value when they evaluate products (e.g., vir
gin wool) that they know vary widely in quality. When this quality level is more standard

http://www.iparty.com
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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 the ones that are purchased the most.
When in doubt, a national brand is always a safe bet.

Store Specialty stores are great places to familiarize yourself with the best brands; b it  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 a good value on one of its products probably offers good values 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 a 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 iigher quality.

Product/Packaging Largest-sized containers are almost always cheaper per unit than smaller sizes.
New products are more expensive when they’re first introduced; prices tend to s ettle down as time goes by. 
When you are not sure what you need in a product, it’s a good idea to invest in the extra features, because 
you’ll probably wish you had them later.
In general, synthetic goods are lower in quality than goods made of naturals materials.
It’s advisable to stay away from products when they are new to the market; it usually takes the manufacturer 
a little time to work the bugs out.

Source: Adapted from Calvin P. Duncan, “Consum er Market Beliefs: A Review of the Literature and an Agenda for Future Research," in Marvin E. Goldberg. Gerald Gorn, and 
Richard W. Poliay eds., Advances in Consumer Research 17 (Provo, UT: Association for Consum er Research, 1990):729-35.

or strictly regulated (e.g., Harris Tweed sport 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.95

Country of Origin as a Product Signal
Does a shrimp have a personality? As cheap foreign imports flood the market, U.S. 
shrimpers hope they do. They know that consumers prefer coffee from exotic places 
such as Kenya and salmon from Alaska, so they hope to persuade consumers to pre
fer American shrimp. At the Lark restaurant in Seattle, diners can read on the menu 
whether the prawns come from Georgia, Florida, or Alaska. Other places get even more 
specific about the home address of their crustaceans. The Silverado Resort and Spa in 
Napa, California, serves "local West Texas white shrimp."96

A product's “address" matters. We Americans like to buy Italian shoes, Japanese cars, 
clothing imported from Taiwan, and microwave ovens built in South Korea. Country 
of origin often is a determinant attribute in the decision-making process. Consumers 
strongly associate certain items with specific countries, and products from those coun
tries often attempt to benefit from these linkages. The consumer's own expertise with the 
product category moderates the effects of this attribute. When other information is avail
able, experts tend to ignore country-of-origin information, whereas novices continue to 
rely on it. However, when other information is unavailable or ambiguous, both experts 
and novices will rely on a product's birthplace to make a decision.

Swadeshi describes an Indian nationalist movement that started in the 19th century 
in reaction to the British decision to divide the country into separate provinces. Adherents
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A Dutch shoe ad reminds us that a product’s 
address matters.
Source: Courtesy of Grey/Copenhagen.

boycott multinational brands like Coca-Cola and express their ideology as they buy products 
made in India. Men buy Godrej or Emani shaving creams instead of Old Spice or Gillette; 
women make a point of shampooing with Lakme, Nirma, or Velvet instead of Western brands 
that are sold in India, such as Halo, All Clear, Sunsilk, Head & Shoulders, or Pantene.97 
Ethnocentrism is the tendency to prefer products or people of one's own culture to those of 
other countries. Ethnocentric consumers are likely to feel it is wrong to buy products made 
elsewhere, particularly because this may have a negative effect on the domestic economy.

Marketing campaigns that stress the desirability of "buying American" obviously ap
peal to ethnocentric consumers. The Consumer Ethnocentric Scale (CETSCALE) mea
sures this trait. Ethnocentric consumers agree with statements such as the following:98

•  Purchasing foreign-made products is un-American.
•  Curbs should be put on all imports.
•  American consumers who purchase products made in other countries are respon

sible for putting their fellow Americans out of work.99

Do We Choose Familiar Brand Names 
Because of Loyalty or Habit?
When you fall in love with a brand, it may be your favorite for a lifetime. In a study the Bos
ton Consulting Group conducted of the market leaders in 30 product categories, 27 of the
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brands that were number one in 1930 (such as Ivory Soap and Campbell's Soup) still were at 
the top more than 50 years later.100 Clearly, "choose a well-known brand name" is a power
ful heuristic. As this study demonstrates, some brands in a sense are well-known because 
they are well-known—we assume that if so many people choose a product, it must be good.

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 ranging from earth
quakes to linguistics. Z ipf 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 o/(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 behavior. His 
firm asked Australian consumers to identify the brands of toilet paper and instant cof
fee 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 as much on the number-two brand as on the third- 
ranked brand, and about twice as much 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 percent more profitable than their nearest competitors.101

Marketers like this Danish restaurant often 
rely on consumers’ expectations based on 
country-of-origin cues.
Source: Couitesy of Reef ‘N Beef/Saatchi.
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Inertia: The Lazy Customer
Many people tend to buy the same brand just about every time they go to the store. Often 
this is because of inertia; we buy a brand out of habit merely because it requires less effort 
(see Chapter 4). If another product comes along that is cheaper (or if the original product 
is out of stock), we won't hesitate to change our minds. A competitor who tries to encour
age this switch often can do so rather easily because the shopper won't hesitate to jump 
to the new brand if it offers the right incentive. Indeed, one industry observer labels this 
variety-seeking consumer a brand slut! A bit harsh, but we get the point.102

Brand Loyalty: A “Friend,” Tried-and-True
This kind of "promiscuity" will not occur if true brand loyalty exists. In contrast to inertia, 
brand loyalty describes repeat purchasing behavior that reflects a conscious decision to 
continue buying the same brand.103 This definition implies that the consumer not only 
buys the brand on a regular basis, but also has a strong positive attitude toward it rather 
than simply buying it out of habit. In fact, we often find that a brand-loyal consumer 
has more than simply a positive attitude; frequently she is passionate about the product. 
Because of these emotional bonds, "true-blue" users react more vehemently when a com
pany alters, redesigns, or (God forbid) eliminates a favorite brand.104

OBJECTIVE 6
Consumers rely on 
different decision rules 
when they evaluate 
competing options.

Decision Rules We Use When We Care
We've seen that we use different rules when we choose among 
competing products that depend on the complexity of the deci
sion and how important the choice is to us. Sometimes we use 
a simple heuristic, but at other times we carefully weigh alter-

-----------------------------  natives. We describe the processes we use when we give more
thought to these decisions as we divide the rules we use into two 

categories: compensatory and noncompensatory. To aid in the discussion of some of these 
rules, Table 8.3 summarizes the attributes of the TV sets that Richard considered. Now, 
let's see how some of these rules result in different brand choices.

We use noncompensatory decision rules when we feel that a product with a low 
standing on one attribute can't compensate for this flaw even if it performs better on 
another attribute. In other words, we simply eliminate all options that do not meet some 
basic standards. A consumer like Richard who uses the decision rule, "Only buy well- 
known brand names," would not consider a new brand, even if it were equal or superior 
to existing ones. When people are less familiar with a product category or are not very 
motivated to process complex information, they tend to use simple, noncompensatory 
rules such as the ones we summarize next.105

The Lexicographic Rule. When a person uses the lexicographic rule, he selects the brand 
that is the best on the most important attribute. If he feels that two or more brands are

TABLE 8.3 Hypothetical Alternatives for a TV Set

Brand Ratings

Attribute
Importance

Ranking Prime Wave Precision Kamashita

Size of screen 1 Excellent Excellent Excellent

Stereo broadcast capability 2 Poor Excellent Good

Brand reputation 3 Excellent Excellent Poor

Onscreen programming 4 Excellent Poor Poor

Cable-ready capability 5 Good Good Good

Sleep timer 6 Excellent Poor Good
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equally good on that attribute, he then compares them on the second most important at
tribute. This selection process goes on until the tie is broken. In Richard's case, because 
both the Prime Wave and Precision models were tied on his most important attribute (a 
60-inch screen), he chose the Precision because of its rating on his second most impor
tant attribute: its stereo capability.

The Elimination-by-Aspects Rule. Using the elimination-by-aspects rule, the buyer also 
evaluates brands on the most important attribute. In this case, though, he imposes spe
cific cutoffs. For example, if Richard had been more interested in having a sleep timer 
on his TV (i.e., if it had a higher importance ranking), he might have stipulated that his 
choice "must have a sleep timer." Because the Prime Wave model had one and the Preci
sion did not, he would have chosen the Prime Wave.

The Conjunctive Rule. Whereas the two former rules involve processing by attribute, the 
conjunctive rule entails processing by brand. As with the elimination-by-aspects proce
dure, the decision maker establishes cutoffs for each attribute. He chooses a brand if it 
meets all the cutoffs, but rejects a brand that fails to meet any one cutoff. If none of the 
brands meet all the cutoffs, he may delay the choice, change the decision rule, or modify 
the cutoffs he chooses to apply.

If Richard stipulated that all attributes had to be rated "good" or better, he would not 
have been able to choose any of the available options. He might then have modified his 
decision rule, conceding that it was not possible to attain these high standards in his price 
range. In this case, perhaps Richard could decide that he could live without on-screen 
programming, so he would reconsider the Precision model.

Compensatory Decision Rules
Unlike noncompensatory rules, com pensatory decision rules give a product a chance 
to make up for its shortcomings. Consumers who employ these rules tend to be more in
volved in the purchase, so they're willing to exert the effort to consider the entire picture 
in a more exacting way.106

If we're willing to allow good and bad product qualities to cancel each other out, we 
arrive at a very different choice. For example, if Richard were not concerned about having 
stereo reception, he might have chosen the Prime Wave model. But because this brand 
doesn't feature this highly ranked attribute, it doesn't stand a chance when he uses a 
noncompensatory rule.

Researchers identify two basic types of compensatory rules. A person uses a simple 
additive rule if he merely chooses the alternative that has the largest number of positive 
attributes. This is most likely to occur when his ability or motivation to process informa
tion is limited. One drawback to this approach for the consumer is that some of these 
attributes may not be very meaningful or important. An ad that presents a long list of 
product benefits may be persuasive, despite the fact that many of the benefits it names 
are actually standard within the product class.

The weighted additive rule is a more complex version.107 When he uses this rule, the 
consumer also takes into account the relative importance of positively rated attributes, 
essentially multiplying brand ratings by importance weights. If this process sounds fa
miliar, it should. The calculation process strongly resembles the multiattribute attitude 
model described in Chapter 7.

CHAPTER SUMMARY

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

1. Consumer decision making is a central part of consumer 
behavior, but the way we evaluate and choose products 
(and the amount of thought we put into these choices) 
varies widely, depending on such dimensions as the 
degree of novelty or risk related to the decision.

We almost constantly need to make decisions about 
products. Some of these decisions are very important and 
entail great effort, whereas we make others on a virtu
ally automatic basis. The decision-making task is further 
complicated because of the sheer number of decisions we 
need to make in a marketplace environment character
ized by consumer hyperchoice.
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Perspectives on decision making range from a focus 
on habits that people develop over time to novel situations 
involving a great deal of risk in which consumers must 
carefully collect and analyze information before making 
a choice. Many of our decisions are highly automated; we 
make them largely by habit. This trend is accelerating as 
marketers begin to introduce smart products that enable 
silent commerce, where the products literally make their 
own purchase decisions (e.g., a malfunctioning appliance 
that contacts the repair person directly).

2. A decision is actually composed of a series of stages 
that results in the selection of one product over 
competing options.

A typical decision process involves several steps. The first 
is problem recognition, when we realize we must take 
some action. This recognition may occur because a cur
rent possession malfunctions or perhaps because we have 
a desire for something new.

Once the consumer recognizes a problem and sees it 
as sufficiently important to warrant some action, he begins 
the process of information search. This search may range 
from doing a simple scan of his memory to determine what 
he's done before to resolve the same problem to extensive 
fieldwork during which he 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' choices.

In the evaluation-of-alternatives stage, the product al
ternatives a person considers constitute his evoked set. Mem
bers of the evoked set usually share some characteristics; 
we categorize them similarly. The way the person mentally 
groups products influences which alternatives she will con
sider, and usually we associate some brands more strongly 
with these categories (i.e., they are more prototypical).

3. Decision making is not always rational.

Research in the field of behavioral econom ics illus
trates that decision making is not always strictly rational.

Principles of mental accounting demonstrate that the way 
a problem is posed (called framing) and whether it is put 
in terms of gains or losses influences what we decide.

4. Our access to online sources is changing the way we 
decide what to buy.

The World Wide Web has changed the way many of us 
search for information. Today, our problem is more likely 
to weed out excess detail than to search for more infor
mation. Comparative search sites and intelligent agents 
help to filter and guide the search process. We may rely 
on cybermediaries, such as Web portals, to sort through 
massive amounts of information as a way to simplify the 
decision-making process.

5. We often fall back on well-learned “ rules-of-thumb” to 
make decisions.

Very often, we use heuristics, or mental rules-of-thumb, 
to simplify decision making. In particular, we develop 
many market beliefs over time. One of the most common 
beliefs is that we can determine quality by looking at the 
price. Other heuristics rely on well-known brand names 
or a product's country of origin as signals of product qual
ity. When we consistently purchase a brand over time, this 
pattern may be the result of true brand loyalty or simply 
inertia because it's the easiest thing to do.

6. Consumers rely on different decision rules when 
evaluating competing options.

When the consumer eventually must make a product 
choice from among alternatives, he uses one of several 
decision rules. Noncompensatory rules eliminate alterna
tives that are deficient on any of the criteria we've chosen. 
Compensatory rules, which we are more likely to apply in 
high-involvement situations, allow us to consider each 
alternative's good and bad points more carefully to arrive 
at the overall best choice.
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REVIEW

1 Why do we say that "mindless" decision making can actually be 
more efficient than devoting a lot of thought to what we buy?

2 List the steps in the model of rational decision making.
3 What is purchase momentum, and how does it relate (or 

not) to the model of rational decision making?
4 What is the difference between the behavioral influence 

and experiential perspectives on decision making? Give 
an example of the type of purchase that each perspective 
would most likely explain.

5 Name two ways in which a consumer problem arises.
6 Give an example of the sunk-cost fallacy.
7 What is prospect theory? Does it support the argument that 

we are rational decision makers?
8 Describe the relationship between a consumer's level of 

expertise and how much she is likely to search for infor
mation about a product.

CONSUMER BEHAVIOR CHALLENGE

9 List three types of perceived risk, and give an example of 
each.

10 "Marketers need to be extra sure their product works as 
promised when they first introduce it." How does this state
ment relate to what we know about consumers' evoked 
sets?

11 Describe the difference between a superordinate category, 
a basic level category, and a subordinate category.

12 What is an example of an exemplar product?
13 List three product attributes that consumers use as product 

quality signals and provide an example of each.
14 How does a brand name work as a heuristic?
15 Describe the difference between inertia and brand loyalty.
16 What is the difference between a noncompensatory and a 

compensatory decision rule? (jive one example of each.

■  DISCUSS

1 This chapter argues that for many of today's consumers, 
it's a bigger problem to have too many choices than to not 
have enough choices. Do you agree? Is it possible to have 
too much of a good thing?

2 Commercial Alert, a consumer group, is highly critical of 
neuromarketing. The group's executive director wrote, 
"What would happen in this country if corporate market
ers and political consultants could literally peer inside our 
brains and chart the neural activity that leads to our selec
tions 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?"108 What 
do you think? Is neuromarketing dangerous?

3 If people are not always rational decision makers, is it worth 
the effort to study how they make purchasing decisions? 
What techniques might marketers employ to understand 
experiential consumption and translate this knowledge 
into marketing strategy?

4 Why is it difficult to place a product in a consumer's evoked 
set after the person has already rejected that product? What 
strategies might a marketer use to accomplish this goal?

5 Discuss two different noncompensatory decision rules and 
highlight the difference(s) between them. How might the use 
of one rule versus another result in a different product choice?

6 What is the future of social gaming? How do you evaluate 
the potential of these activities for marketing activities?

7 Technology has the potential i:o make our lives easier as it 
reduces the amount of clutter we need to work through to 
access the information on the Internet that really interests 
us. However, perhaps intelligent agents that make recom
mendations based only on what we and others like us have 
chosen in the past limit us, in that they reduce the chance 
that we will stumble on something (e.g., a book on a topic 
we've never heard of or a music group that's different from 
the style we usually listen to) through serendipity. Will the 
proliferation of "shopping bots" make our lives too pre
dictable by only giving us more of the same? If so, is this a 
problem?

8 It's increasingly clear that many postings on blogs and prod
uct reviews on Web sites are fake or are posted there to ma
nipulate consumers' opinions. How big a problem is this if 
consumers increasingly look to consumer-generated prod
uct reviews to guide their purchase decisions? What steps, if 
any, can marketers take to nip this problem in the bud?

9 The chapter notes that people respond to very subtle cues 
in the environment even when they are totally unaware 
of these effects. Can or should marketers exploit these 
influences?
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■  A P P LY

1 Find examples of electronic recommendation agents on 
the Web. Evaluate these. Are they helpful? What charac
teristics of the sites you locate are likely to make you buy 
products you wouldn't have bought on your own?

2 In the past few years, several products made in China (in
cluding toothpaste and toys) have been recalled because 
they are dangerous or even fatal to use. In one survey, about 
30 percent of American respondents indicated that they 
have stopped purchasing some Chinese goods as a result 
of the recalls or that they usually don't buy products from 
China.109 If the Chinese government hired you as a consul
tant to help it repair some of the damage to the reputation of 
products made there, what actions would you recommend?

3 Conduct a poll based on the list of market beliefs found 
in Table 8.2. Do people agree with these beliefs, and how 
much do they influence people's decisions?

4 Pepsi invented freshness dating and managed to persuade 
consumers that this was an important product attribute. 
Devise a similar strategy for another product category by 
coming up with a completely new product attribute. How 
would you communicate this attribute to your customers?

5 Define the three levels of product categorization the chap
ter describes. Diagram these levels for a health club.

6 Choose a friend or parent who grocery shops on a regular 
basis and keep a log of his or her purchases of common 
consumer products during the term. Can you detect any 
evidence of brand loyalty in any categories based on con
sistency of purchases? If so, talk to the person about these 
purchases. Try to determine if his or her choices are based 
on true brand loyalty or on inertia. What techniques might 
you use to differentiate between the two?

7 Form a group of three. Pick a product and develop a market
ing plan based on each of the three approaches to consumer 
decision making: rational, experiential, and behavioral

influence. What are the major differences in emphasis 
among the three perspectives? Which is the most likely type 
of problem-solving activity for the product you have se
lected? What characteristics of the product make this so?

8 Locate a person who is about to make a major purchase. 
Ask that person to make a chronological list of all the in
formation sources he or she consults before deciding what 
to buy. How would you characterize the types of sources 
he or she uses (i.e., internal versus external, media versus 
personal, etc.)? Which sources appeared to have the most 
impact on the person's decision?

9 Perform a survey of country-of-origin stereotypes. Compile 
a list of five countries and ask people what products they as
sociate with each. What are their evaluations of the products 
and likely attributes of these different products? The power 
of a country stereotype can also be demonstrated in another 
way. Prepare a brief description of a product, including a list 
of features, and ask people to rate it in terms of quality, like
lihood of purchase, and so on. Make several versions of the 
description, varying only the country from which it comes. 
Do ratings change as a function of the country of origin?

10 Ask a friend to "talk through" the process he or she used 
to choose one brand rather than others during a recent 
purchase. Based on this description, can you identify the 
decision rule that he or she most likely employed?

11 Give one of the scenarios described in the section on biases 
in decision making to 10 to 20 people. How do the results 
you obtain compare with those reported in this chapter?

12 Think of a product you recently shopped for online. De
scribe your search process. How did you become aware that 
you wanted or needed the product? How did you evaluate 
alternatives? Did you wind up buying online? Why or why 
not? What factors would make it more or less likely that you 
would buy something online versus in a traditional store?

M yM arketingLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
MAC VS. PC
"Hi, I'm a M ac. . .  and I'm a PC." You probably know this success
ful TV campaign that features a very smart, cool Mac guy and a 
nerdy PC guy. These ads for Apple's Mac laptops aimed to grab a 
big chunk of the personal computing business, especially among 
younger users. Microsoft fired back as the company tried to sepa
rate itself from the undesirable PC-guy image. Its first attempt; a 
quirky campaign featuring comedian Jerry Seinfeld and Windows 
founder Bill Gates, failed to move the sales needle. Microsoft had 
more success with the “I'm a PC ads" that featured testimonials

claiming allegiance to PCs from all sorts of PC users, ranging from 
celebrities to an adorable 4V2 year old. Still, it's an uphill battle: 
For a generation of consumers raised on cool products like the 
iPod and the iPad, it's a tough sell to shake Apple's spell. Although 
PCs still have the majority of market share, a growing number of 
Macs show up on college campuses every fall.

In the spring of 2011, Microsoft tried a new tactic: A stu
dent who purchased a PC for $699 or more received a free Xbox. 
He or she only needed to walk into Best Buy with a college ID or 
email address, and walk out carrying a PC along with an Xbox 
with a retail value of approximately $300. Compared to a Mac
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that starts at $999, this bundle offered an attractive value propo
sition to students who were also into gaming.

Is this a simple pricing promotion, or part of a more elaborate 
branding strategy? The Xbox represents the "fun" side of Micro
soft's personality, so this bundle might help to reposition Microsoft 
away from the awkward office-worker stereotype and closer to Ap
ple's cool image among members of this crucial market segment.

Microsoft is still evaluating the results of the promotion. 
Marketers continue to debate the effectiveness of "free” offers. 
Assuming that the promotion drives short-term sales of PCs, 
will it also influence long-term loyalty? What does this bun
dling mean for the Xbox, the current market leader in gaming 
consoles within the college market? With a free Xbox as an op
tion in the marketplace, will college students be less willing to 
pay $300 for a stand-alone Xbox console? Finally, the question 
remains whether a free console is like a free cell phone from 
your wireless company, where the revenues come from add-on 
purchases in the form of talk minutes. Will Microsoft still profit
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Chapter 9 Buying and Disposing

Chapter
Objectives

M y M arketi ngLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. Many factors at the time of purchase dramatically influence the consumer's 
decision-making process.

2. The information a store or Web site provides strongly influences a purchase decision, 
in addition to what a shopper already knows or believes about a product.

3. A salesperson often is the crucial connection to a purchase.

4. Marketers need to be concerned about a consumer's evaluations of a product after 
he or she buys it as well as before.

5. Getting rid of products when consumers no longer need or want them is a major concern 
both to marketers and to public policymakers.

http://www.pearsonglobaleditions.com/


Kyle is really psyched. The big day has actu

ally arrived: He’s going to buy a car! He’s 

had his eye on that silver 2005 Oldsmobile 

Alero parked in the lot of Jon’s Auto-Rama for weeks now. Although the sticker says $2,999, Kyle 

figures he can probably get this baby for a cool $2,000; now that GM has discontinued the Oldsmobile 

mark as part of its efforts to remake itself as a lean, mean car company, many people will figure that 

parts will be hard to find. Besides, Jon’s dilapidated showroom and seedy lot make it look like just 

the kind of place that’s hungry to move some cars.

Kyle did his homework on the Web. First he found out the wholesale value of similar used Aleros 

from the Kelley Blue Book (kbb.com), and then he scouted out some cars for sale in his area at cars 

.com. So, Kyle figures he’s coming in loaded for b e a r-h e ’s going to show these guys they're not deal

ing with some rube.

Unlike some of the newer, flashy car showrooms he’s been in lately, this place is a real nuts- 

and-bolts operation; it’s so dingy and depressing he can’t wait to get out of there and take a shower. 

Kyle dreads the prospect of haggling over the price, but he hopes to convince the salesperson to take 

his offer because he knows the real market value of the car he wants. At the Auto-Rama lot, big signs 

on all the cars proclaim that today is Jon’s Auto-Rama Rip Us Off Day! Things look better than Kyle 

expected-m aybe he can get the car for even less than he hoped. He’s a bit surprised when a salesper

son comes over to him and introduces herself as Rhoda. He expected to deal with a middle-aged man 

in a loud sport coat (a stereotype he has about used-car salespeople), but this is more good luck: He 

reasons that he won’t  have to be so tough if he negotiates with a woman his age.

Rhoda laughs when he offers her $1,800 for the Olds; she points out that she can’t take such a 

low bid for such a sweet car to her boss or she’ll lose her job. Rhoda’s enthusiasm for the car convinces 

Kyle all the more that he has to have it. When he finally writes a check for $2,700, he’s exhausted from 

all the haggling. What an ordeal! In any case, Kyle reminds himself that he at least convinced Rhoda 

to sell him the car for less than the sticker price, and maybe he can fix it up and sell it for even more 

in a year or two. That Web surfing really paid off: He’s a tougher negotiator than he thought.

Source: M ANDY GODBEHEAR/Shutterstock.

o b je c tiv e  i  Situational Effects 
S T Z S  on Consumer Behavior
influence the consumer’s
decision-making process. Even in tociay's buyer's market, many consumers dread the act
___________________  of buying a car. In fact, a survey by Yankelovich Partners found

that this transaction is the most anxiety-provoking and least 
satisfying of any retail experience.1 But change is in the wind, as dealers transform the 
car showroom. Car shoppers like Kyle log onto Internet buying services, call auto brokers
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Figure 9.1 ISSUES RELATED TO 
PURCHASE AND POSTPU RCH ASE 
ACTIVITIES

who negotiate for them, buy cars at warehouse clubs, and visit giant auto malls where 
they can easily comparison-shop.

Kyle's experience when he bought a car illustrates some of the concepts we'll dis
cuss in this chapter. Making a purchase is often not a simple, routine matter where you 
just pop into a store and make a quick choice. As Figure 9.1 illustrates, many contextual 
factors affect our choice, such as our mood, whether we feel time pressure to make the 
purchase, and the particular reason we need the product. In some situations, such as 
when we buy a car or a home, the salesperson or realtor plays a pivotal role in our final 
selection. Also, people today often use the Web to arm themselves with product and price 
information before they even enter a dealership or a store; this puts more pressure on 
retailers to deliver the value their customers expect.

But the sale doesn't end at the time of purchase. A lot of important consumer activity 
occurs after we bring a product home. Once we use a product, we have to decide whether 
we're satisfied with it. The satisfaction process is especially important to savvy marketers 
who realize that the key to success is not to sell a product one time, but rather to forge a 
relationship with the consumer so that he will come back for more. Finally, just as Kyle 
thought about the resale value of his car, we must also consider how consumers dispose 
of products and how we often rely on secondary markets (e.g., used-car dealers) to obtain 
what we want. We'll consider these issues in this chapter.

A consumption situation includes a buyer, a seller, and a product or service—but also 
many other factors, such as the reason we want to make a purchase and how the physical 
environment makes us feel.2 Common sense tells us that we tailor our purchases to spe
cific occasions and that the way we feel at a specific point in time affects what we want to 
do—or buy. Smart marketers understand these patterns and plan their efforts to coincide 
with situations in which we are most prone to purchase. For example, book clubs invest 
heavily in promotional campaigns in June because many people want to stock up on 
"beach books" to read during the summer; for the same reason, we get tons of featured 
fun fiction books for our Kindles and Nooks in April and May. Our moods even change 
radically during the day, so at different times we might be more or less interested in what 
a marketer offers. Social media platforms also are looking at ways to adapt quickly to 
situational changes. Facebook is testing ads targeted in real time based on users' status 
updates ("What's on your mind?") and wall posts. Theoretically, a user who posts near 
the end of his workday that "It's Miller time" could immediately be served a promotion 
from MillerCoors or another beer company.3

A study used a technique researchers call the day reconstruction method to track 
these changes. More than 900 working women kept diaries of everything they did during 
the day, from reading the paper in the morning to falling asleep in front of the TV at night. 
The next day they relived each diary entry and rated how they felt at the time (annoyed, 
happy, etc.). Overall, researchers found that the study participants woke up a little grumpy 
but soon entered a state of mild pleasure. This mood increased by degrees through the 
day, though it was punctuated by occasional bouts of anxiety, frustration, and anger. Not 
surprisingly, the subjects were least happy when they engaged in mundane activities
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like commuting to work and doing housework, whereas they rated sex, socializing with 
friends, and relaxing as most enjoyable. Contrary to prior findings, however, the women 
were happier when they watched television than when they shopped or talked on the 
phone. They ranked taking care of children low, below cooking and not far above house
work. The good news: Overall, people seem to be pretty happy, and these ratings aren't 
influenced very much by factors such as household income or job security. By far, the two 
factors that most upset daily moods were a poor night's sleep and tight work deadlines.4

In addition to the functional relationships between products and usage situation, an
other reason to take environmental circumstances seriously is that a person's situational 
self-image—the role she plays at any one time—helps to determine what she wants to buy 
or consume (see Chapter 5).5 A guy who tries to impress his date as he plays the role of 
"man-about-town" may spend more lavishly, order champagne instead of beer, and buy 
flowers—purchases he would never consider when he hangs out with his friends, slurps 
beer, and plays the role of “one of the boys.” Let's see how these dynamics affect the way 
people think about what they buy.

If we systematically identify important usage situations, we can tailor market seg
mentation strategies to ensure that our offerings meet the specific needs these situations 
create. For example, we often tailor our furniture choices to specific settings. We prefer 
different styles for a city apartment, a beach house, or an executive suite. Similarly, we 
distinguish motorcycles in terms of how riders use them, including commuting, riding 
them as dirt bikes, or on a farm versus highway travel.6

Clothing choices are often heavily 
influenced by the situation in which we 
need to wear them.
Source: Courtesy of Hart Schaffner Marx/Hartmarx.

H a r t m a r x
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A Person-Situation Segmentation Matrix for Suntan Lotion

Young Children Teenagers Adult Women Adult Men

Fair Dark Fair Dark Fair Dark Fair Dark
Situation Skin Skin Skin Skin Skin Skin Skin Skin Benefits/Features

Beach/boat Combined Summer a. Product serves as windburn protection
sunbathing insect perfume b. Formula and container can stand heat

repellent c. Container floats and is distinctive
(not easily lost)

Home-poolside
sunbathing

Combined
moisturizer

a. Product has large pump dispenser
b. Product won’t stain wood, concrete, 

furnishings

Sunlamp bathing Combined 
moisturizer 
and massage 
oil

a. Product is designed specifically 
for type of lamp

b. Product has an artificial tanning 
ingredient

Snow skiing Winter
perfume

a. Product provides special protection 
from special light rays and weather

b. Product has antifreeze formula

Person benefit/ 
features

Special
protection

Special
protection

Special
protection

Special
protection

a. Protection 
is critical

b. Formula is 
non-poisonous

a. Product fits
in jean pocket

b. Product used by 
opinion leaders

Female perfume Male perfume

Source: Adapted from Peter R. Dickson, “Person-Situation: Segmentation’s Missing Link,” Journal of Marketing 46 (Fall 1982): 62. By permission of American Marketing 
Association.

Table 9.1 gives one example of how a marketer fine-tunes its segmentation strategy 
to the usage situation. When we list the major contexts in which people use a product 
(e.g., snow skiing and sunbathing for a suntan lotion) and the different types of people 
who use the product, we can construct a matrix that identifies specific product features 
we should emphasize for each situation. During the summer a lotion manufacturer might 
promote the fact that the bottle floats and is hard to lose, but during the winter season it 
could tout its nonfreezing formula.

Our Social and Physical Surroundings
A consumer's physical and social environment affects her motives to use a product, as 
well as how she will evaluate the item. Important cues include her immediate environ
ment as well as the amount and type of other consumers who are there as well. Dimen
sions of the physical environment, such as decor, odors, and even temperature, can 
significantly influence consumption. One study even found that if a Las Vegas casino 
pumped certain odors into the room, patrons fed more money into the slot machines!7 
We'll take a closer look at some of these factors a bit later in this chapter when we con
sider how important store design is to consumer behavior.

In addition to physical cues, though, groups or social settings significantly 
affect many of our purchase decisions. In some cases, the sheer presence or absence of 
co-consumers, the other patrons in a setting, actually is a product attribute; think about 
an exclusive resort or boutique that promises to provide privacy to privileged customers. 
At other times, the presence of others can have positive value. A sparsely attended ball 
game or an empty bar can be a depressing sight.

TABLE 9.1
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Have you ever experienced a panicky feeling if you're trapped in the middle of a big 
crowd? The presence of large numbers of people in a consumer environment increases 
physiological arousal levels, so our experiences are more intense. This boost, however, 
can be positive or negative; the experience depends on how we interpret this arousal. It is 
important to distinguish between density and crowding for this reason. The former term 
refers to the actual number of people who occupy a space; whereas the unpleasant psy
chological state of crowding exists only if a negative affective state occurs as a result of this 
density.8 For example, 100 students packed into a classroom designed for 75 may result 
in an unpleasant situation for all, but the same number of people jammed together at a 
party—and who occupy a room of the same size—might just make for a great time. Indeed, 
one recent study even suggests that crowded consumers react by making more varied and 
unique choices in a store setting, perhaps as a way to rebel against feeling confined.9

In addition, the type of consumers who patronize a store or service or who use a 
product affects our evaluations. We often infer something about a store when we exam
ine its customers. For this reason, some restaurants require men to wear jackets for din
ner (and supply rather tacky ones if they don't), and bouncers at some "hot" nightspots 
handpick people who wait in line based on whether they have the right "look" for the 
club. To paraphrase the comedian Groucho Marx, "I would never join a club that would 
have me as a member!"

Net Profit
Geospatial applications such as Foursquare and Gowalla now make patronizing a place 
repeatedly into a sport. Avid users compete to check in as many times as they can to earn 
the title of "Mayor." Now, some smart retailers are figuring out that it makes sense to 
reward others who check in, even if they don't win this coveted honor. Recently 60 mer
chants, including Whole Foods and Starwood Hotels, partnered with American Express 
to offer cash rewards to customers who check in on Foursquare and buy something at 
the store. Although these platforms have yet to catch on among most of the mainstream 
public, certainly other location-aware mobile services (such as GPS navigation, weather 
alerts, and store locators) are already widely accepted. Indeed, already more than half of 
American consumers who own devices with GPS capability use them for these purposes— 
and already a third of this group have already applied them for purchasing and e-coupons. 
One app, ShopKick, has been adopted by retailers such as American Eagle, Macy's, Sports 
Authority, and Target, and it already boasts more than 1 million active users.10

Temporal Factors
Time is one of consumers' most precious resources. We talk about "making time" or 
"spending time" and we frequently remind others that "time is money." Common sense 
tells us that we think more about what we want to buy when we have the luxury to take our 
time. Even a normally meticulous shopper who never buys before she compares prices 
might sprint through the mall at 9:00 p .m . on Christmas Eve to scoop up anything left 
on the shelves if she needs a last-minute gift. The same logic applies to online market
ing; open rates (the percentage of people who open an email message from a marketer) 
vary throughout the day. The peak time for high open rates: mid-day on weekdays 
(presumably when all those people at work take a lunch break).11

Economic Time
Time is an economic variable; it is a resource that we must divide among our activities.12 
We try to maximize satisfaction when we allocate our time to different tasks. Of course, 
people’s allocation decisions differ; we all know people who seem to play all of the time, 
and others who are workaholics. An individual's priorities determine his tim estyle.13 
People in different countries also “spend" this resource at different rates. A social scientist 
compared the pace of life in 31 cities around the world as part of a study on timestyles.14
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He and his assistants timed how long it takes pedestrians to walk 60 feet and the time 
postal clerks take to sell a stamp. Based on these responses, he claims that the fastest and 
slowest countries are:

Fastest countries—(1) Switzerland, (2) Ireland, (3) Germany, (4) Japan, (5) Italy

Slowest countries—(31) Mexico, (30) Indonesia, (29) Brazil, (28) El Salvador, 
(27) Syria

Many consumers believe they are more pressed for time than ever before; marketers 
label this feeling time poverty. The problem appears to be more perception than fact. The 
reality is that we simply have more options for spending our time, 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 (6 days per week), and women did 27 hours of housework per week, com
pared to less than 5 hours weekly now. Of course, there are plenty of husbands who share 
these burdens more, 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 Chapter 4). Ironically, though hus
bands do help out a lot more than they used to, married women spend a lot more time on 
housework than do single women (having kids to take care of figures in there). Married 
men and single women do roughly the same amount each week and (surprise!) single 
men average the least time of anyone (about 7 to 8 hours per week). Still, about a third of 
Americans report always feeling rushed, up from 25 percent of the population in 1964.15

Psychological Time
"Time flies when you're having fun," but other situations (like some classes?) seem to last 
forever. Our experience of time is very subjective; our immediate priorities and needs de
termine how quickly time flies. It's important for marketers to understand the fluidity of 
time because we're more likely to be in a consuming mood at some times than at others.

A study examined how the timestyles of a group of American women influence their 
consumption choices.16 The researchers identified four dimensions of time: (1) the social 
dimension refers to individuals' categorization 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 al
ludes to different time management styles varying on a continuum from analytic to spon
taneous; and (4) the polychronic orientation dimension distinguishes between people 
who prefer to do one thing at a time from those who have multitasking timestyles. After 
they interviewed and observed these women, the researchers identified a set of five meta
phors that they say 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 they 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 analytic planners and have a poly
chronic 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 ori
entation. They view time as something they consume to pursue sensory pleasure and 
gratification, and for this reason they value hedonic consumption and variety-seeking.

Our experience of time is largely a result of our culture, because people around the world 
think about the passage of time very differently. To most Western consumers, time is a neatly
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Introducing Campbell’s Soup at Hand.™
A whole new way to eat right when you’re on the run.

Now you can er\joy sippable 
soup, anytime, anywhere, 
with new Campbell’s Soup 
at Hand. Four deliciously 
satisfying soups in sippable, 
heat-and-go microwavable 
cups. Sure your hands are 
full, but it’s amazing what 
you can do with new Soup 
at Hand from Campbell’s.

M’m! M’m! Good!

<5 2002 Campbell Soup Company

Campbell’s'Save 50*”1
CONSUMER: One coupon per purchase. Good only on product indicated 
sales tax Void it sold. exchanged or transferred 
RETAILER: Redeem on terms st 
OTHER USE CONSTITUTES FRAI 
Coupon Ret

coupons may void all coupons submitted. l 
other than retailers of our products. Cash value 1/100«. 

07041

Time poverty is creating opportunities for 
many new products (like portable soups) 
that let people multitask.
Source: Courtesy of Campbell Soup Company.

compartmentalized thing: We wake up in the morning, go to school or work, come home, eat 
dinner, go out, go to sleep, wake up, and do it all over again. We call this perspective linear 
separable time—events proceed in an orderly sequence and "There's a time and a place for 
everything." There is a clear sense of past, present, and future. We perform many activities as 
the means to some end that will occur later, such as when we "save for a rainy day."

This perspective seems natural to us, but not all others share it. Some cultures run on 
procedural time and ignore the clock completely; people simply decide to do something 
"when the time is right." For example, in Burundi people might arrange to meet when the 
cows return from the watering hole. If you ask someone in Madagascar how long it takes 
to get to the market, you will get an answer such as, "in the time it takes to cook rice."

Alternatively, in circular or cyclic time, natural cycles such as the regular occurrence 
of the seasons govern people's sense of time (a perspective many Hispanic cultures share). 
To these consumers, the notion of the future does not make sense; that time will be much 
like the present. Because the concept of future value does not exist, these consumers often
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prefer to buy an inferior product that is available now rather than wait for a better one that 
may become available later. Also, it is hard to convince people who function on circular time 
to buy insurance or save for a rainy day when they don't think in terms of a linear future.

To appreciate all the different ways people think about time, consider those who speak 
Aymara, an Indian language of the high Andes. They actually see the future as behind them 
and the past ahead of them! Aymara call the future qhipa pacha/timpu, meaning back or 
behind time, and the past nayra pacha/timpu, meaning front time. And they gesture ahead 
of them when remembering things past and backward when talking about the future. An
thropologists explain that people in this culture distinguish primarily between what they 
know and what they don't—and they know what they see in front of them with their own 
eyes. So, because they know the past, it lies ahead of them. The future is unknown, so it 
lies behind them where they can't see it.17 Just imagine trying to sell them life insurance!

The sketches in Figure 9.2 illustrate what happened when a researcher asked college 
students to draw pictures of time. The drawing at the top left represents procedural time; 
there is lack of direction from left to right and little sense of past, present, and future. The 
three drawings in the middle denote cyclical time, with markers that designate regular 
cycles. The bottom drawing represents linear time, with a segmented time line moving 
from left to right in a well-defined sequence.18

The psychological dimension of time—how we actually experience it—is an impor
tant factor in queuing theory, the mathematical study of waiting lines. As we all know, 
our experience when we wait has a big effect on our evaluations of what we get at the 
end of the wait. Although we assume that something must be pretty good if we have to 
wait for it, the negative feelings that long waits arouse can quickly turn people off.19 In a 
survey, NCR Corp. found that standing around the local Department or Division of Motor 
Vehicles is the most dreaded wait of all. Waiting in line at retail outlets came in a close 
second, followed by registering at clinics or hospitals, checking in at airports, and order
ing at fast-food restaurants or deli counters. On average, consumers estimate that they 
spend more than 2 days per year waiting in line for service, and half believe they waste 
between 30 minutes and 2 hours each week on lines.20

Figure 9.2 DRAWINGS OF TIME
Source: Esther S. Page-Wood, Carol J. Kaufman, 
and Paul M. Lane, (1990) "The Art of T im e.” 
Proceedings of the 1990 Academy of 
Marketing Science conference, ed B. J. Dunlap, 
Vol. xili, Cullowhee, NC: Academ y of M arketing 
Science, 56-61. Copyright © 1990 Academ y of 
Marketing Science. Used with perm ission.
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Marketers use "tricks" to minimize psychological waiting time. These techniques 
range from altering customers' perceptions of a line's length to providing distractions 
that divert attention from waiting:21

•  One hotel chain received excessive complaints about the wait for elevators, so it in
stalled mirrors near the elevator banks. People's natural tendency to check their ap
pearance reduced complaints, even though the actual waiting time was unchanged.

•  Airline passengers often complain about the wait to claim their baggage. In one air
port, they would walk 1 minute from the plane to the baggage carousel and then wait
7 minutes for their luggage. When the airport changed the layout so that the walk 
to the carousel took 6 minutes and bags arrived 2 minutes after that, complaints 
disappeared.22

•  Restaurant chains are scrambling to put the "fast" back into fast food, especially for 
drive-through lanes, which now account for 65 percent of revenues. In a study that 
ranked the speed of 25 fast-food chains, cars spent an average of 203.6 seconds from 
the menu board to departure. Wendy's was clocked the fastest at 150.3 seconds. To 
speed things up and eliminate spills, McDonald's created a salad that comes in a 
container to fit into car cup holders. Arby's is working on a "high viscosity" version of 
its special sauce that's less likely to spill. Burger King is testing see-through bags so 
customers can quickly check their orders before speeding off.23

Queuing theory must take cultural differences into account, because these affect how 
we behave while in line. One Hong Kong researcher maintains, for example, that Asians 
and others in more collective cultures compare their situation with those around them. 
This means they're more likely to stand patiently in a long line: They are likely to compare 
their situation to the number of people behind them rather than to the number ahead 
of them. By contrast, Americans and others in more individualistic societies don't make 
these "social comparisons." They don't necessarily feel better that more people are be
hind them, but they feel bad if too many people are in front of them. A Disney executive 
claims that Europeans also exhibit different behaviors depending on their nationality. He 
notes that at the Disneyland Resort Paris, British visitors are orderly but the French and 
Italians "never saw a line they couldn't be in front of."25

Net I rofit

The Walt Disney Co. is 
counting on our cell phones 
to enhance our theme park 
experiences. Guests who 

wait in line for a comedy show at Walt Disney 
World can text-message jokes that may be 
included in the show they go to see. As one 
executive explained, “It works as our warm-up 
act essentially for the show, but it also . . . 
keeps them entertained while they’re wait
ing.” In a deal with Verizon Wireless, park 
visitors can use their mobiles to save a spot 
in a line at a popular ride or even to deter
mine where they can find Mickey Mouse at 
the momen t to get an autograph. Visitors can 
download an app to plan their trips, make 
hotel reservations, and create a checklist 
of must-sea attractions. They’ll be able to 
check wait times at rides or locate the clos
est pizza vendor when they use Mousewait. 
Disney recommends alternative activities with 
faster wait l imes and even suggests places to 
see based on the user’s current location in 
the park. They can follow up with personal
ized mementos of the trip, such as a digital 
photo of Sleeping Beauty who thanks a child 
for coming.24

OBJECTIVE 2
The information a store 
or Web site provides 
strongly influences a 
purchase decision, 
in addition to what a 
shopper already knows or 
believes about a product.

The Shopping Experience
Our mood at the time of purchase can really affect what we 
feel like buying.26 Recall that in Chapter 4 we talked about 
how we direct our behavior to satisfy certain goal states. If you 
don't believe it, try grocery shopping on an empty stomach! Or 
make a decision when you're stressed, and you'll understand 
how a physiological state impairs information-processing and 
problem-solving abilities.27

Two basic dimensions, pleasure and arousal, determine whether we will react posi
tively or negatively to a consumption environment.28 What it boils down to is that you can 
either enjoy or not enjoy a situation, and you can feel stimulated or not. As Figure 9.3 indi
cates, different combinations of pleasure and arousal levels result in a variety of emotional 
states. 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). So, a specific 
mood is some combination of pleasure and arousal. The state of happiness is high in pleas
antness and moderate in arousal, whereas elation is high on both dimensions.29 A mood 
state (either positive or negative) biases our judgments of products and services in that 
direction.30 Put simply, we give more positive evaluations when we're in a good mood (this 
explains the popularity of the business lunch!).

Many factors, including store design, the weather, and whether you just had a fight 
with your significant other, affect your mood. Music and television programming do 
as well.31 When we hear happy music or watch happy programs, we experience more

M yM arketingLab
V is itwww.pearsonglobaieditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

http://www.pearsonglobaieditions.com/
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Figure 9.3 DIMENSIONS 
OF EMOTIONAL STATES AROUSING
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positive reactions to commercials and products.32 And when we're in a good mood, we 
process ads with less elaboration. We pay less attention to the specifics of the message 
and we rely more on heuristics (see Chapter 8).33

Our emotional reactions to marketing cues are so powerful that some high-tech com
panies study mood in very small doses (in 1/30 of a second increments) as they analyze 
people's facial reactions when they see ads or new products. They measure happiness as 
they look for differences between, for example, a true smile (which includes a relaxation 
of the upper eyelid) and a social smile (which occurs only around the mouth). Whirlpool 
used this technique to test consumers' emotional reactions to a yet-to-be-launched gen
eration of its Duet washers and dryers. The company’s goal: To design an appliance that 
will actually make people happy. Researchers discovered that even though test subjects 
said they weren't thrilled with some out-of-the-box design options, such as unusual color 
combinations, their facial expressions said otherwise.34

When the Going Gets Tough, the Tough Go Shopping
We all know some people who shop simply for the sport of it, and others whom we have to 
drag to a mall. Shopping is how we acquire needed products and services, but social motives 
for shopping also are important. Thus, shopping is an activity that we can perform for either 
utilitarian (functional or tangible) or hedonic (pleasurable or intangible) reasons.35

So, do people hate to shop or love it? We segment consumers in terms of their 
shopping orientation, or general attitudes about shopping. These orientations vary de
pending on the particular product categories and store types we consider. Rob hates to 
shop for a car, but he may love to browse in music stores. A shopper's motivation influ
ences the type of shopping environment that will be attractive or annoying; for example, 
a person who wants to locate and buy something quickly may find loud music, bright 
colors, or complex layouts distracting, whereas someone who is there to browse may 
enjoy the sensory stimulation.36

Some scale items that researchers use to assess our shopping motivations illustrate the 
diverse reasons we may shop. One item that measures hedonic value is "During the trip,
I felt the excitement of the hunt." When we compare that type of sentiment to a functional 
statement, "I accomplished just what I wanted to on this shopping trip," there's a clear con
trast between these two dimensions.37 Hedonic shopping motives include the following:38

•  Social experiences—The shopping center or department store replaces the traditional 
town square or county fair as a community gathering place. Many people (especially in 
suburban or rural areas) have almost no other places to spend their leisure time. That 
probably explains the popularity of late-night games college students in some rural areas
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play at their local Walmart. In addition to sports such as scavenger hunts, aisle football, 
and a relay race limbo under the shopping-cart stand, "10 in 10" is a big attraction. To 
play this game, students form into teams; each team has 10 minutes to put 10 items from 
anywhere in the store in a shopping cart. Then they turn their cart over to the opposing 
team, which has to figure out where the items came from and return them to the shelves 
where they belong (not so easy in a store stocked with more than 100,000 different items). 
The first team back to the checkout counters with an empty cart wins.39 Note: If you get 
busted for playing this game, you did NOT learn about it here.

•  Sharing of common interests—Stores frequently offer specialized goods that allow 
people with shared interests to communicate.

•  Interpersonal attraction—Shopping centers are a natural place to congregate. The 
shopping mall is a favorite "hangout" for teenagers. It also represents a controlled, 
secure environment for the elderly, and many malls now feature "mall walkers' clubs" 
for early morning workouts.

•  Instant status—As every salesperson knows, some people savor the experience of be
ing waited on, even though they may not necessarily buy anything. One men's cloth
ing salesman offered this advice: "Remember their size, remember what you sold 
them last time. Make them feel important! If you can make people feel important, 
they are going to come back. Everybody likes to feel important!"40 When a team of 
researchers conducted in-depth interviews with women to understand what makes 
shopping a pleasurable experience, they found one motivation was role-playing. For 
example, one respondent dressed up for shopping excursions to upscale boutiques 
because she likes to pretend she is wealthy and have salespeople fall all over her.41

•  The thrill of the hunt—Some people pride themselves on their knowledge of the 
marketplace. Unlike our car-buying friend Kyle, they may love to haggle and bargain.

E-Commerce: Clicks versus Bricks
As more and more Web sites pop up to sell everything from refrigerator magnets to Mack 
trucks, marketers continue to debate how the online world affects their business.42 In 
particular, many lose sleep as they wonder whether e-commerce will replace traditional 
retailing, work in concert with it, or perhaps even fade away to become another fad your 
kids will laugh about someday (OK, that's not real likely).

One thing to keep in mind is that the experience of acquiring the good may be quite 
different offline versus online. This aspect of the transaction can provide value added over 
and above the good or service you buy. We clearly see this difference between the two 
worlds when we compare how people gamble in casinos versus online. When researchers 
interviewed 30 gamblers to explore these experiences, they found sharp contrasts. Those 
who enjoy casino gambling have a strong sense of connection to fellow gamblers, so it's 
very much a social experience. Online gamblers enjoy the anonymity of the Internet. 
Casino gamblers get turned on by the sensual experiences and excitement of the casino, 
whereas online gamblers gravitate more to the feeling of safety and control they get be
cause they stay at home. Casino gamblers talked about the friendly atmosphere, while 
those who stayed online reported behaviors that a real casino wouldn't tolerate, such as 
taunts and bullying.43 Although both groups aim to have fun and hope to make money, 
it's a safe bet that their experiences are quite different.

For marketers, the growth of online commerce is a sword that cuts both ways. On 
the one hand, they reach customers around the world even if they're physically located 
100 miles from nowhere. On the other hand, they now compete not only with the store 
across the street but also with thousands of Web sites that span the globe. Also, when 
consumers obtain products directly from the manufacturer or wholesaler, this eliminates 
the intermediary—the loyal, store-based retailers that carry the firm's products and sell 
them at a marked-up price.44

So what makes e-com m erce sites successful? Some e-tailers take advantage of 
technology to provide extra value to their customers that their land-locked rivals can't. 
eBay offers a feature within its Fashion app called "See It On" that allows the user to
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E-commerce sites like Bluefly give shoppers 
the option of shopping without leaving home.
Source: Courtesy of Bluefly.com.

virtually try on sunglasses in real time using an iPhone 4 or iPod Touch. He or she 
can adjust the fit, choose different styles, frames, lenses, and colors to find the per
fect look, and then browse through eBay to find the perfect price.45 Other new fashion 
sites, such as Net-a-Porter and Gilt Groupe, directly connect buyers and sellers so that 
designers can be more nimble and react quickly to changing consumer tastes. Others 
like Threadless, ModCloth, Lookk, and Fabricly go a step further: They crowdsource 
fashion to determine what styles they will actually produce based on what customers 
tell them they will buy. Indeed, the high-fashion site ModaOperandi bills itself as a 
pretailer; it provides exclusive styles by prodding manufacturers to produce runway 
pieces they wouldn't otherwise make because store buyers weren't sure anyone would 
pay the money for them.46

More generally, online shoppers value these aspects of a Web site:

•  The ability to click on an item to create a pop-up window with more details about the 
product, including price, size, colors, and inventory availability.

•  The ability to click on an item and add it to your cart without leaving the page you're on.

tuesday, 11:15 p.m. 
t: buying a new dress
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S h O p f c i c h  THEAPP ABOUT COMMUNITY PRESS LOCAL CONTACT HELP/FAQ

The App | Your favorite stores just got better.

shopklck gives you awesome deals and rewards simply for walking into your
favorite stores. You can collect your kicks™ rewards at millions of stores in
America, and great deals at many of the top national retailers. Crazy, but true.
jg} Co llec t walk-in rewards: Have you ever gotten rewarded simply tor walking into stores -  

yes. ]ust for visiting'? Now you can collect boatloads of kicks™ In the kicks Reward Program 
and unlock awesome exclusive deals at your favorite stores Just walk Mo 1.300 Best Buy 
stores in an 50 states, and hundreds of Target stores, Macy's, American Eagle. Sports 
Authority Crate&Barrel. West Elm, Wet Seal and the largest Simon mads! Open the 
shopkick app on your IPhone or Android phone in the entrance area, and wart for a few 
seconds That’s it! Your shopklck app will reward you instantly ifs  fun shopkick is adding 
more stores m more cities every month

fCjj Get exclusive deals: Discover and unlock awesome deals in the shopkick app at dozens 
of national stores, many of them are exclusively offered to shopkick users only

(g) Co llect scan rewards Collect additional kicks rewards by scanning barcodes of featured 
products with your phone at 250.000 stores across the United States

Redeem your k icks™  to r rewards! Get cool rewards like iTunes gift cards restaurant 
vouchers Best BuyrrargeUMacy's/Amertcan Eagte/Sports Authority Instant gift cards. 
Facebook Credits, movie tickets, or If you go all out. a 3D 55' Sony Bravia HDTV or a cruise 
around the world! And If you want to change the work), donate your kicks to 30 different 
causes!

Shopkick is a location-based smartphone 
application that unlocks deals and rewards 
when shoppers enter participating stores.
Source: Courtesy of shopkick.

•  The ability to "feel" merchandise through better imagery, more product descriptions, 
and details.

•  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.47

Table 9.2 summarizes some of the pros and cons of e-commerce. It's clear that tra
ditional shopping isn't quite dead yet, but brick-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. Now let's check out how they're doing that.

Pros and Cons of E-Commerce

Benefits of E-Commerce Limitations of E-Commerce

TABLE 9.2

For the Consumer
Shop 24 hours a day 
Less traveling
Can receive relevant information in seconds from any location 
More choices of products
More products available to less-developed countries
Greater price information
Lower prices so that less affluent can purchase
Participate in virtual auctions
Fast delivery
Electronic communities

For the Marketer
The world is the marketplace 
Decreases costs of doing business 
Veiy specialized business can be successful 
Real-time pricing

For the Consumer
Lack of security 
Fraud
Can’t touch items
Exact colors may not reproduce on computer monitors 
Expensive to order and then return 
Potential breakdown of human relationships

For the Marketer
Lack of security
Must maintain site to reap benefits 
Fierce price competition 
Conflicts with conventional retailers 
Legal issues not resolved

Source: Adapted from Michael R. Solomon and Elnora W. Stuart, Welcome to Marketing.com: The Brave New World of E-Commerce (Upper Saddle River, NJ: Prentice Hall, 2001).
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Retailing as Theater
At several U.S. malls, shoppers show up in shorts and flip-flops. They're turning out to 
ride a Flowrider, a huge wave-making m achine.48 Shopping center developers turn to 
attractions like this to lure reluctant customers back to malls. The competition for cus
tomers becomes even more intense as nonstore alternatives, from Web sites and print 
catalogs to TV shopping networks and home shopping parties, continue to multiply.

With all of these shopping alternatives available, how can a traditional store com 
pete? Many malls are giant entertainm ent centers, almost to the point that their tra 
ditional retail occupants seem like an afterthought. Today, it's com m onplace to find 
carousels, m iniature golf, skating rinks, or batting cages in a suburban mall. Hershey 
opened a make-believe factory smack in the middle of Times Square. It features four 
steam m achines and 380 feet of neon lighting, plus a moving message board that lets 
visiting chocoloholics program messages to surprise their loved ones.49

The quest to entertain means that many stores go all out to create imaginative envi
ronments that transport shoppers to fantasy worlds or provide other kinds of stimulation. 
We call this strategy retail theming. Innovative merchants today use four basic kinds of 
theming techniques:

1 Landscape themes rely on associations with images of nature, Earth, animals, and the 
physical body. Bass Pro Shops, for example, creates a simulated outdoor environ
ment, including pools stocked with fish.

2 Marketscape themes build on associations with m anm ade places. An example is The 
Venetian hotel in Las Vegas, which lavishly recreates parts of the real Italian city.

3 Cyberspace themes build on images of information and communications technology. 
eBay's retail interface instills a sense of community among its vendors and traders.

4 Mindscape themes draw on abstract ideas and concepts, introspection and fantasy, 
and often possess spiritual overtones. The Kiva day spa in downtown Chicago offers 
health treatm ents based on a them e of Native American healing ceremonies and 
religious practices.50

One popular theming strategy is to convert a store into a being space. This environ
ment resembles a commercial living room where we can go to relax, be entertained, hang 
out with friends, escape the everyday, or even learn. W hen you think of being spaces, 
Starbucks probably comes to mind. The coffee chain's stated goal is to become our "third 
place" where we spend the bulk of our time, in addition to hom e and work. Starbucks 
led the way when it outfitted its stores with comfy chairs and Wi-Fi. But there are many 
other marketers who m eet our needs for exciting commercial spaces—no m atter what 
those needs are. 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-centered 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 hom e-based 
workers.51

Reflecting the ever-quickening pace of our culture, m any of these being spaces 
come and go very rapidly—on purpose. Pop-up stores appear in many forms around 
the world. Typically, these are temporary installations that do business only for a few 
days or weeks and then disappear before they get old. The Swatch Instant Store sells 
lim ited-edition watches in a major city until the masses discover it; then it closes and 
moves on to another "cool" locale. The Dutch beer brand Dommelsch organized pop-up 
concerts: Fans entered barcodes they found on cans, beer bottles, and coasters on the 
brewer's Web site to discover dates and locations. You may even run into a pop-up store 
on your campus; several brands, including the Brazilian flip-flop maker Havaianas, 
Victoria's Secret's Pink, and sustainable-clothing brand  RVL7, run pop-up projects 
around the United States.52
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CB AS I SEE IT
Professor Cele Otnes, University of Illinois at Urbana-Champaign

H o w  can retailers make consumers’ 
in-store experiences more meaning
ful in order to positively influence key 
attitudinal and behavioral measures, 
such as brand loyalty and likelihood of 
repeat purchasing? One research topic 
that relates to this question is how 
retailers use in-store rituals to shape

consumers’ experiences. Rituals are 
expressive, dramatic events we repeat 
over time (for more on rituals, see 
Chapter 14).

Our research explores whether 
and how these types of rituals actu
ally affect customers’ experience with 
a brand. We have interviewed more 
than 20 retailers and service provid
ers who identify themselves as using 
rituals designed for their employees 
or customers in order to enhance their 
relationships with these stakeholders, 
to improve efficiency, and to differenti
ate themselves from their competitors. 
We’re exploring such issues as how 
consumers resist rituals, how consum
ers help co-create rituals with other

shoppers and with retailers (as is the 
case at Buiid-A-Bear, when consumers 
engage in grooming rituals with the 
toys they’ve just created), and whether 
and how these rituals actually en
hance consumers’ retail experiences. 
From a strategic perspective, we will 
also explore whether ritualizing the 
shopping e>perience allows retailers to 
charge premium prices, to be forgiven 
more easily if they make mistakes 
with consumers, and to allocate less 
of their money to marketing commu
nications. So next time you stand in 
line at Marble Slab Creamery or wear 
a “birthday sombrero” on your head 
at your favorite Mexican restaurant, 
remember— you’ve been ritualized!

Store Image
As so many stores compete for customers, how do we ever pick one over others? Just 
like products (see Chapter 6), stores have “personalities." Some shops have very clearly 
defined images (either good or bad). Others tend to blend into the crowd. What factors 
shape this personality, or store image? Some of the im portant dimensions of a store's 
image are location, m erchandise suitability, and the knowledge and congeniality of the 
sales staff.53

These design features typically work together to create an overall impression. When 
we think about stores, we don't usually say, "Well, that place is fairly good in terms of con
venience, the salespeople are acceptable, and services are good." We're more likely to pro
claim, "That place gives me the creeps,” or "It's so much fun to shop there.” We quickly get 
an overall impression of a store, and the feeling we get may have more to do with intangibles, 
such as interior design and the types of people we find in the aisles, than with the store's 
return policies or credit availability. As a result, some stores routinely pop up in our consid
eration sets (see Chapter 8), whereas we never consider others ("Only geeks shop there!").54

Atmospherics
Retailers want you to come in—and stay. Careful store design increases the am ount of 
space the shopper covers, and stimulating displays keep them in the aisles longer. This 
"curb appeal" translates directly to the bottom line: Researchers tracked grocery shop
per's movements by plotting the position of their cell phones as they moved about a store. 
They found that when people lingered just 1 percent longer, sales rose by 1.3 percent.

Of course, grocers know a lot of tricks after years of observing shoppers. For example, 
they call the area just inside a superm arket's entrance the "decompression zone": People 
tend to slow down and take stock of their surroundings when they enter the store, so store 
designers use this space to prom ote bargains rather than to sell. Similarly, W almart's 
"greeters” help customers to settle in to their shopping experience. Once they get a seri
ous start, the first thing shoppers encounter is the produce section. Fruits and vegetables 
can easily be damaged, so it would be more logical to buy these items at the end of a shop
ping trip. But fresh, wholesome food makes people feel good (and righteous) so they're 
less guilty when they throw the chips and cookies in the cart later.55
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Because marketers recognize that a store's image is a very im portant part of the 
retailing mix, store designers pay a lot of attention to atmospherics, the "conscious de
signing of space and its various dimensions to evoke certain effects in buyers.”56 These 
dimensions include colors, scents, and sounds. For example, stores with red interiors 
tend to make people tense, whereas a blue decor imparts a calmer feeling.57 As we noted 
in Chapter 2, some preliminary evidence also indicates that odors (olfactory cues) influ
ence our evaluations of a store's environment.58

A store's atmosphere in turn affects what we buy. In one study, researchers asked 
shoppers how much pleasure they felt five minutes after they entered a store. Those who 
enjoyed their experience spent more time and money.59 To boost the entertainm ent value 
of shopping (and to lure online shoppers back to brick-and-mortar stores), some retailers 
offer activity stores that let consumers participate in the production of the products or 
services they buy there. One familiar example is the Build-A-Bear Workshop chain, where 
customers dress bear bodies in costumes.60

Retailers cleverly engineer their store designs to attract customers. Light colors im 
part a feeling of spaciousness and serenity; signs in bright colors create excitement. When 
the fashion designer Norma Kamali replaced fluorescent lights with pink ones in depart
m ent store dressing rooms to flatter shoppers' faces and banish wrinkles, women were 
more willing to try on (and buy) the company's bathing suits.61 Walmart found that sales 
were higher in areas of a prototype store lit in natural daylight com pared to the artificial 
light in its regular stores.62 One study found that shoppers in stores with brighter in-store 
lighting examined and handled more m erchandise.63

In addition to visual stimuli, all sorts of sensory cues influence us in retail settings.64 
For example, patrons of country-and-western bars drink more when the jukebox music is 
slower. According to a researcher, "Hard drinkers prefer listening to slower-paced, wailing, 
lonesome, self-pitying music."65 Music also can affect eating habits. Another 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 5 pounds a month!66

In-Store Decision Making
Despite all their efforts to "pre-sell" consumers through advertising, marketers increas
ingly recognize that the store environment exerts a strong influence on many purchases. 
Women tell researchers, for example, that store displays are one of the major information 
sources they use to decide what clothing to buy.67 This influence is even stronger when 
we shop for food: Analysts estimate that shoppers decide on about two out of every three 
supermarket purchases while they walkthrough the aisles.68 Research evidence indicates 
that consumers have mental budgets for grocery trips that are typically composed of both 
an itemized portion and in-store slack. This means they typically decide beforehand on an 
amount they plan to spend, but then they have an additional am ount in m ind (slack) they 
are willing to spend on unplanned purchases—if they come across any they really want 
to have. Thus stores should encourage consumers to spend all of their m ental budgets 
by offering samples or posting rem inder placards as they approach the checkout lines to 
remind them of things they may have forgotten.69

Mobile shopping apps on smartphones provide imaginative new ways for retailers 
to guide shoppers through the experience, as they do everything from locate m erchan
dise, identify the nearest restroom in a mall, or scout out sales. Some help you remember 
where you parked your car; others actually provide reward points when you visit cer
tain stores. The apps also promise to provide a solution to the major hassles that drive 
consumers away from bricks-and-mortar stores, especially long checkout times and in
competent (or MIA) sales associates. One survey reported that nearly 3 in 10 store vis
its ended with an average of $132 unspent because shoppers gave up in frustration and 
abandoned their carts. The study also found that more than 40 percent of shoppers who 
received guidance from a retail associate arm ed with a handheld mobile computer re
ported an improved shopping experience. To rub salt into the wound, more than half
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of store employees agreed that because use of online shopping tools is escalating, their 
customers were more knowledgeable about their products than the salespeople are!70

Marketers work hard to engineer purchasing environments that allow them  to con
nect with consumers at the exact time they make a decision. This strategy even applies to 
drinking behavior: Diageo, the world's largest liquor company, discovered that 60 percent 
of bar customers don 't know what they will drink until seconds before they place their 
orders. To make it more likely that the custom er's order will include Smirnoff vodka, 
Johnnie Walker Scotch, or one of its other brands, Diageo launched its Drinks Invigora- 
tion Team to increase what it calls its "share of throat." The Dublin-based team experi
ments with bar "environments" and bottle-display techniques, and comes up with drinks 
to match customers' moods. For example, the company researchers discovered that bub
bles stimulate the desire for spirits, so it developed bubble machines it places in back of 
bars. Diageo even categorizes bars into types and identifies types of drinkers—and the 
drinks they prefer—who frequent each. These include "style bars," where cutting-edge 
patrons like to sip fancy fresh-fruit martinis, and "buzz bars," where the clientele likes to 
drink Smirnoff mixed with energy brew Red Bull.71

Spontaneous Shopping
When a shopper suddenly decides to buy something in the store, one of two different 
processes explains this:

1 She engages in unplanned buying when she's unfamiliar with a store's layout or per
haps she's under some time pressure. Or, if she sees an item on a store shelf, this might 
remind her she needs it. About one-third of all unplanned buying occurs because a 
shopper recognizes a new need while she's in the store.72

2 She engages in impulse buying when she experiences a sudden urge she simply can't 
resist/3 A consumer whom researchers asked to sketch a typical impulse purchaser 
drew Figure 9.4.

Figure 9.4 ONE CONSUMER’S IMAGE 
OF AN IMFULSE BUYER
Source: Denris Rook, “Is Impulse Buying (Yet) 
a Useful Marketing Concept?” (unpublished 
manuscript, University of Southern California,
Los Angeles, 1990): Fig. 7-A.

DRAW -A-PICTURE

1. Think about your image of what 
kind of person an impulse buyer 
is. In the space provided below, 
draw a picture of your image of y  j | # 
a typical impulse buyer who is -ffo*
about to make an impulse 
purchase. Be creative and 
don’t worry about your artistic 
skills! If you feel that some 
features of your drawing are 
unclear, don't hesitate to identify 
them with a written label.

2. After you have completed your 
drawing, imagine what is going 
through your character’s mind as 

he or she *s 
about to make 

his or her impulse purchase. Then 
write down your shopper’s 
thoughts in a speech balloon (like 
you might see in a cartoon strip) 
that connects to your character’s 
head.
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Retailers typically place so-called impulse items, such as candy and gum, near the 
checkout to cater to these urges. Similarly, many supermarkets install wider aisles to en
courage browsing, and the widest tend to feature products with the highest profit m ar
gins. They stack low markup items that shoppers purchase regularly in narrower aisles to 
allow shopping carts to speed through. Starbucks encourages impulse purchasing when 
it charges customers who want to download songs they hear over the store's speakers 
directly onto their iPhones.74 A hint to policymakers who want to discourage impulse 
purchases of unhealthy snack items or fast food: Limit the use of credit cards. A study 
that analyzed the actual shopping behavior of 1,000 households over a period of 6 months 
reported that shopping baskets have a larger proportion of food items rated as impulsive 
and unhealthy when shoppers use credit or debit cards to pay for the purchases.75 Also, 
don 't feel so righteous when you decide to pass up that tem pting candy bar: Another 
study found that shoppers who refrain now are more likely to reward themselves later 
with an indulgent purchase!76

Point-of-Purchase Stimuli
A well-designed in-store display boosts impulse purchases by as m uch as 10 percent. 
That explains why U.S. com panies spend about $19 billion each year on point-of- 
purchase (POP) stimuli.7'

A POP can be an elaborate product display or demonstration, a coupon-dispensing 
machine, or an employee who gives out free samples of a new cookie in the grocery aisle. 
Now the pace of POP spending will probably pick up even more: An alliance of major 
marketers, including Procter & Gamble, Coca-Cola, 3M, Kellogg, Miller Brewing, and 
Walmart, is using infrared sensors to m easure the reach of in-store marketing efforts. 
Retailers have long counted the num ber of shoppers who enter and exit their stores, and 
they use product barcode data to track what shoppers buy. But big consum er-products 
companies also need to know how many people actually walk by their promotional dis
plays, so that they can evaluate how effective these are. Although it's possible to fool 
these sensors (they still can 't tell if someone simply cuts through to reach the other end 
of the store), this sophisticated m easurem ent system is a valuable first step that many 
advertisers eagerly await.78

The importance of POP 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:

NXT body wash/moisturizer cans light up 
on the store shelf.
Source: Courtesy of NXT/Clio Designs 
Incorporated.

•  In the past 100 years, Pepsi changed the look of its can, and before that its bottles, only 
10 times. Now the company switches designs every few weeks. It's also testing cans 
that spray an aroma when you open one to match the flavor of the drink, such as a 
wild cherry scent misting from a Wild Cherry Pepsi can.
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The growing practice of mobile couponing 
encourages in-store decision making.
Source: Courtesy of Hardees.

c H a / td e e & '

•  Coors Light bottles sport labels that turn blue when the beer is chilled to the right 
tem perature.

•  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.

•  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 
package of cheese could say "I go well with Triscuit crackers" when a shopper takes 
it off the shelf. Of course, this attention-getting trick could backfire if everyone starts 
to do it. As one ad executive commented, "If you're walking down a row in a super
market and every package is screaming at you, it sounds like a terrifying, disgusting 
experience."79

objective 3 The Salesperson:
a  salesperson often ¡s ^  Lead Role in the Play
the crucial connection J
to a purchase. The salesperson is one of the most im portant players in the re- 
----------------------------  tailing dram a—as Kyle learned in his interaction with Rhoda.80

As we saw way back in Chapter 1, exchange theory stresses that 
every interaction involves a trade of value. Each participant gives something to the other 
and hopes to receive something in return .81 A (com petent) salesperson offers a lot of 
value because his or her expert advice makes the shopper's choice easier.
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Marketing Pitfall

Not all sales interactions 
are positive, but some 
really stand out. Here 
are a few incidents that 

make the rest of them easier to swallow:

• A woman sued a car dealer in Iowa, 
claiming that a salesperson persuaded 
her to climb into the trunk of a Chrysler 
Concorde to check out its spaciousness. 
He then slammed the trunk shut and 
bounced the car several times, apparently 
to the delight of his coworkers. The man
ager had offered a prize of $100 to the 
salesperson who could get a customer to 
climb in.88

• A Detroit couple filed a $100 million 
lawsuit against McDonald’s, alleging 
that three McDonald’s employees beat 
them after they tried to return a watery 
milkshake.

• In Alabama, a McDonald’s employee 
was arrested on second-degree assault 
charges after she stabbed a customer in 
the forehead with a ballpoint pen.89

Consumers aren’t the only ones who get 
angry about frustrating sen/ice interactions. 
Many employees have an axe to grind as well. 
At a Web site put up by a disgruntled former 
employee of a certain fast-food franchise, 
we share the pain of this ex-burger flipper: “I 
have seen the creatures that live at the bot
tom of the dumpster. I have seen the rat by 
the soda machine. I have seen dead frogs in 
the fresh salad lettuce." Fries with that?

At the customerssuck.com Web site, res
taurant and store workers who have to grin 
and bear it all day go to vent. Once off the 
clock, they share their frustrations about the 
idiocy, slovenliness, and insensitivity of their 
customers. Some contributors to the Web 
site share stupid questions their customers 
ask, such as “How much is a 99-cent cheese
burger?” whereas others complain about 
working conditions and having to be nice to 
not-so-nice people. The slogan of the site is 
“the customer is never right.”90

A buyer-seller situation is like many other dyadic encounters (two-person groups); it's 
a relationship in which both parties must reach some agreement about the roles of each 
participant during a process of identity negotiation . 8 2  For example, if Rhoda immediately 
establishes herself as an expert, she is likely to have more influence over Kyle through 
the course of the relationship. Some of the factors that help to define a salesperson's role 
(and effectiveness) are her age, appearance, educational level, and motivation to sell.83 
Another variable is similarity between the seller and the buyer. In fact, even incidental 
similarity, such as a shared birthday or growing up in the same place, can be enough to 
boost the odds of a sale.84

In addition, more effective salespersons usually know their custom ers' traits and 
preferences better than do ineffective salespersons, and they adapt their approach to 
m eet the needs of each specific custom er.85 The ability to be adaptable is especially 
vital when customers and salespeople have different interaction styles.86 We each vary in 
the degree of assertiveness we bring to interactions. At one extreme, nonassertive people 
believe it's not socially acceptable to complain, and sales situations may intimidate them. 
Assertive people are more likely to stand up for themselves in a firm but nonthreatening 
way. Aggressives may resort to rudeness and threats if they don 't get their way (we've all 
run into these folks).87

objective 4 Postpurchase Satisfaction
Marketers need to be

concerned about a I n  a  s u r v e y  0f 48q chjef marketing officers (CMOs), 58 percent
consumer’s evaluations of rep0rted that their companies do not reward their employees if 
a product after he or she customer satisfaction improves. More than one-third said they 
buys it as well as before. have no way to track word of m outh am ong customers, and 

less than three in ten said their firms are good at resolving 
customers' complaints.91 W hat's wrong with this picture?

Our overall feelings about a product after we've bought it—what researchers call 
consumer satisfaction/dissatisfaction (CS/D)—obviously play a big role in our future 
behavior. It's a lot easier to sell something once than to sell it again if it bom bed the first 
time. We evaluate the things we buy as we use them  and integrate them  into our daily 
consumption activities.92 In a sense, each of us is a product reviewer, whether or not we 
bother to talk or blog about our experiences.

Companies that score high in custom er satisfaction often have a big competitive 
advantage—especially when so many firms skimp on the attention they pay to cus
tomers. A 5-year study of customer satisfaction in the Canadian banking industry pro
vides typical results: Banks that provided better service com m anded a larger "share of 
wallet" than did others (i.e., their customers entrusted them  with a larger proportion of 
their money).93

Good marketers constantly look for reasons why their customers might be dissatis
fied so that they can try to improve.94 For example, United Airlines' advertising agency 
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 colored in these stages, using hot hues to symbolize areas that cause 
stress and anger and cool colors for parts of the trip they associate with satisfaction 
and calm feelings. Although many of them  painted jet cabins in a serene aqua, they 
colored the ticket counters orange and term inal w aiting areas fire-red. As a result, 
United focused more on improving its overall operations instead of only the in-flight 
experience.95

Just What Is Quality?
What do consumers look for in products? That's easy: They want quality and value.96 
However, these terms have slippery meanings that are hard for us to pin down. We infer
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quality when we rely on cues as diverse as brand name, price, product warranties, and 
even our estimate of how much money a company invests in its advertising.97

In the book Zen and the Art o f Motorcycle Maintenance, a cult hero of college students 
in an earlier generation literally went crazy as he tried to figure out the meaning of qual
ity.98 Marketers appear to use the word quality as a catchall term  for good. Because of its 
wide and imprecise usage, the attribute of quality threatens to become a meaningless 
claim. If everyone has it, what good is it?

To muddy the waters a bit more, satisfaction or dissatisfaction is more than a reaction 
to how well a product or service performs. According to the expectancy disconfirmation 
model, we form beliefs about product performance based on prior experience with the 
product or communications about the product that imply a certain level of quality.99 When 
something performs the way we thought it would, we may not think much about it. If it 
fails to live up to expectations, this may create negative feelings. However, if performance 
happens to exceed our expectations, we're happy campers.

To understand this perspective, think about how you decide if a restaurant is good or 
bad depending on the type of place it is. You expect sparkling clear glassware at a fancy 
eating establishment, and you're not happy if you discover a grimy glass. However, you 
may not be surprised if you see fingerprints on your beer mug at a local greasy spoon; you 
may even shrug off this indiscretion because it's part of the place's "charm.”

This perspective underscores how im portant it is to manage expectations. We often 
trace a customer's dissatisfaction to his erroneous expectations of the company's ability 
to deliver a product or service. NO company is perfect. It's just not realistic to think that 
everything will always turn out perfectly (although some firms don 't even come close!).

There are various strategies a firm can choose when customers expect too much. The 
organization can either accom m odate these dem ands as it improves the range or quality 
of products it offers, alter these expectations, or perhaps choose to "fire the custom er” if 
it is not feasible to meet his needs (banks and credit card companies often do this when 
they identify customers who don 't make them  enough money to justify keeping their 
accounts).100 How can a m arketer alter expectations? For example, a waiter can tell a 
diner in advance that the portion size she ordered isn’t very big, or a car salesperson can 
warn a buyer that he may smell some strange odors during the break-in period. A firm 
also can underpromise, as Xerox routinely does when it inflates the time it will take for a 
service rep to visit. When the rep arrives a day earlier than expected, this impresses the 
customer.

When a product doesn't work as we expect or turns out to be unsafe (like the recent 
spate of hazardous products from China, ranging from toothpaste to dog food), it's the 
understatem ent of the year to say we're not satisfied. In these situations, marketers must 
immediately take steps to reassure us or risk losing a customer for life. If the company con
fronts the problem truthfully, we are often willing to forgive and forget; we've seen this hap
pen in incidents over the years when a firm suffers a negative incident. Examples include 
Tylenol (product tampering), Chrysler (the company disconnected the odometers on ex
ecutives' cars and resold them as new—well before the carmaker declared bankruptcy!), 
or Perrier (traces of the chemical benzene turned up in the drink). But if the firm seems to 
be dragging its heels or covering up, our resentm ent grows. This is what happened during 
the BP oil spill and corporate scandals such as the collapse of Enron and AIG.

What Can We Do When We’re Dissatisfied?
Fifty-four million dollars for a pair of missing pants? A judge in Washington, D.C., made 
headlines when he filed a $54 million lawsuit against his neighborhood dry cleaner be
cause it lost a pair of his pinstriped suit pants. He claimed that a local consumer protec
tion law entitled him to thousands of dollars for each day over nearly four years in which 
signs at the shop promised "same day service" and "satisfaction guaranteed." The suit 
dragged on for several m onths, but at the end of the day the plaintiff went hom e with 
empty pockets.101 And some people claim we have too many lawsuits in this country!
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This ad for Ford relies on a common claim 
about quality.
Source: Courtesy of Ford Motor Co.

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):102

1 Voice response—You can appeal directly to the retailer for redress (e.g., a refund).
2 Private response—You can express your dissatisfaction to friends and boycott the 

product or the store where you bought it.
3 Third-party response—Like the pantless judge, you can take legal action against the 

merchant, register a complaint with the Better Business Bureau, or write a letter to 
the newspaper.

In one study, business majors wrote complaint letters to companies. When the firm 
sent a free sample in response, this action significantly improved how they felt about it. 
This didn't happen, however, when they only received a letter of apology—but no swag. 
Even worse, students who got no response reported an even more negative image than 
before. This shows that any kind of response is better than none.103

A num ber 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.104 Ironically, consumers 
who are satisfied with a store in general are more likely to complain if they experience

Quality is Job 1
Profile In Quality #13:
R ec o g n itio n .
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something bad; they take the time to complain because they feel connected to the store. 
Older people are more likely to complain, and they are much more likely to believe that 
the store will actually resolve the problem. And, if a company resolves the problem, a 
customer feels even better about it than if she hadn 't complained in the first place!105

However, if the consum er does not believe that the store will respond to her com 
plaint, she will be more likely to simply switch than fight, as she just takes her business 
elsewhere.107 The moral: 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.108

TQM: Going to the Gemba
Many analysts who study consum er satisfaction, or those who design new products or 
services to increase it, recognize that it is crucial to understand how people actually in
teract with their environment to identify potential problems. To do so, they typically con- 
duct focus groups, in which a small set of consumers comes into a facility to try a new item 
while company personnel observe them  from behind a mirror. However, some research
ers advocate a more up-close-and-personal approach that allows them to watch people 
in the actual environment where they consume the product. This perspective originated 
in the Japanese approach to total quality management (TQM)—a complex set of m an
agement and engineering procedures that aims to reduce errors and increase quality.

To help them achieve more insight, researchers go to the gemba, which to the Japanese 
means "the one true source of information.” According to this philosophy, it's essential to 
send marketers and designers to the precise place where consumers use the product or 
service rather than to ask laboratory subjects to use it in a simulated environment.

Figure 9.5 illustrates this idea in practice. Host Foods, which operates food conces
sions in major airports, sent a team to the gemba—in this case, an airport cafeteria—to 
identify problem areas. Employees watched as customers entered the facility, and then 
followed them  as they inspected the menu, procured silverware, paid, and found a ta 
ble. The findings were crucial to Host's redesign of the facility. For example, the team 
identified a common problem that many people traveling solo experience: the need to 
put down one's luggage to enter the food line and the feeling of panic you get because 
you're not able to keep an eye on your valuables when you get your meal. This simple in
sight allowed Host to modify the design of its facilities to improve a patron's line-of-sight 
between the food area and the tables.109

l 9  From ihatestarbucks 
IT )  .com to boycottwalmart 

.meetup.com, pissed-off 
customers have launched 

hundreds of gripe sites to air their griev
ances against companies. The practice is so 
widespread that some firms proactively buy 
unflattering domain names to keep other 
people from buying them. Xerox, for example, 
registered xeroxstinks.com, xeroxcorpora- 
tionsucks.com and ihatexerox.net. One study 
identified about 20,000 domain names 
that end ir “sucks.com.” About one-third of 
these sites are registered to none other than 
the companies they slam; owners include 
Walmart Stores, Coca-Cola, Toys “R” Us, 
Target, ant Whole Foods Market.106

Beverages

Figure 9.!> GOING TO THE GEMBA
Source: © Quality Function Deployment Institute. 
Used with pei mission.
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objective 5 Product Disposal
Getting rid of products

when consumers no Because we do form strong attachm ents to some products, it
longer need or want can t0 djsp0se 0f some of our things. Our possessions
them is a major concern anchor our identities; our past lives on in our things.110 Some 
both to marketers and to Japanese ritually "retire" worn-out sewing needles, chopsticks, 
public policymakers. a n c j e v e n  c o m p U te r  chips when they burn them  in a ceremony

to thank them  for years of good service.111
Still, we all have to get rid of our "stuff" at some point, either because it has served 

its purpose or perhaps because it no longer fits with our view of ourselves (as when new
lyweds "upgrade" to a real place). Concern about the environment, coupled with a need 
for convenience, makes ease of product disposal a key attribute in categories from razors 
to diapers. Furthermore, our dem and for sustainable products that don 't harm  the en
vironment when we're done with them  creates new markets and new opportunities for 
entrepreneurs who find a better alternative.

For example, Terra Cycle sells an "exotic" product: A key ingredient on its label is 
"liquefied worm poop." A 25-year-old college dropout founded the company. (Company 
literature confesses that he was trying to grow "certain plants" in a worm bin inside his 
college apartm ent in order to "harvest the buds" when he stumbled on the idea. Inspira
tion comes from many sources!) Terra Cycle makes fertilizer products that it packages 
in used plastic bottles, many of which the company itself collects through a nationwide 
recycling program it organized. Terra Cycle claims that waste packaged in waste makes 
it the "ultimate eco-friendly" product. The fertilizer comes from containers filled with 
shredded newspaper, food scraps—and worms that eat this waste and digest it. The re
sulting "poop" happens to make great plant food.112

Disposal Options
In many cases we acquire a new product even though the old one still functions— 
perhaps that's one of the hallmarks of our materialistic society. Some reasons to replace 
an item include a desire for new features, a change in the individual's environm ent 
(e.g., a refrigerator is the wrong color for a freshly painted kitchen), or a change in the 
person's role or self-image.113

The issue of product disposition is vital because of its enorm ous public policy im 
plications. We live in a throwaway society, which creates problems for the environment 
and also results in a great deal of unfortunate waste. One study reported that we never 
use as much as 12 percent of the grocery products we buy; consumers buy nearly two- 
thirds of these abandoned products for a specific purpose such as a particular recipe and 
then change their plans. Because we don 't use these items immediately, they slowly get 
pushed to the back of the cupboard and forgotten.114 Some of those "science projects" 
that grow in the back of your refrigerator might qualify. In another survey, 15 percent of 
adults admitted they are pack rats, and another 64 percent said they are selective savers. 
In contrast, 20 percent say they throw out as much garbage as they can. The consumers 
most likely to save things are older people and those who live alone.115

Training consumers to recycle has become a priority in many countries. In Japan, 
residents sort their garbage into as many as 44 different categories; for example, if they 
discard one sock, it goes into a bin for burnables, but if they throw out a pair it goes into 
used cloth, though only if the socks "are not torn, and the left and right sock match."116

A study examined the relevant goals consumers have when they recycle. It used a 
means-end chain analysis of the type described in Chapter 4 to identify how consumers link 
specific instrumental goals to more abstract terminal values. Researchers identified the most 
important lower-order goals to be "avoid filling up landfills," "reduce waste," "reuse mate
rials," and "save the environment." They linked these to the terminal values of "promote 
health/avoid sickness," "achieve life-sustaining ends," and "provide for future generations."

Another study reported that the perceived effort involved in recycling was the 
best predictor of whether people would go to the trouble. This pragmatic dimension
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outweighed general attitudes toward recycling and the environment in predicting inten
tion to recycle.117 When researchers apply these techniques to study recycling and other 
product disposal behaviors, it will be easier for social marketers to design advertising 
copy and other messages that tap into the underlying values that will motivate people to 
increase environmentally responsible behavior.118 Of course, one way to ease the pain is 
to reward consumers for recycling. Gap tried this when it teamed up with Cotton Incorpo
rated to collect old denim, which will be turned into insulation and donated to com m uni
ties to help them build new houses. The sweetener in the deal: Those who donated got a 
30 percent discount on new jeans purchases and a 40 percent discount to those who buy 
the pants on Gap's Facebook page.119

Lateral Cycling: Junk versus “Junque”
During lateral cycling, one consumer exchanges something she owns with someone else 
for something the other person owns. Reusing other people's things is especially impor
tant in our throwaway society because, as one researcher put it, "there is no longer an 
'away' to throw things to."120 Although traditional marketers don 't pay much attention to 
used-product sellers, factors such as concern about the environment, demands for quality, 
and cost and fashion consciousness make these "secondary" markets more im portant.121 
In fact, economic estimates of this underground economy range from 3 to 30 percent of 
the gross national product of the United States and up to 70 percent of the gross domestic 
product of other countries. Trade publications such as Yesteryear, Swap Meet Merchan
dising, Collectors Journal, The Vendor Newsletter, and The Antique Trader offer reams of 
practical advice to consumers who want to bypass formal retailers and swap merchandise.

In the United States alone, there are more than 3,500 flea markets—including at least 
a dozen huge operations such as the 60-acre Orange County Marketplace in California— 
that operate nationwide to produce upward of $10 billion in gross sales.122 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. A new gen
eration of secondhand store owners is developing markets for everything from used office 
equipment to cast-off kitchen sinks. Many are nonprofit ventures started with government 
funding. A trade association called the Reuse Development Organization (redo.org) 
encourages them .123

Again, social m edia platforms offer new ways to recycle. Numerous sharing sites 
like SnapGoods, NeighborGoods.com, and ShareSomeSugar base their business models 
around allowing people to share, exchange, and rent goods in a local setting. In fact, some 
research indicates that people who participate in these sites also benefit because they feel 
they are part of a community. One study found that when people post messages on Twitter 
(also part of a community), this releases oxytocin, a neurotransm itter that evokes feelings 
of contentm ent and is thought to help induce a sense of positive social bonding. The re
searcher observed that this interaction "reduces stress hormones, even through the Web. 
You're feeling a real physiological relationship to that person, even if they are online."124

Lateral cycling is literally a lifestyle for some people with an anticonsumerist bent 
who call themselves freegans (this label is a takeoff on vegans, who shun all animal prod
ucts). Freegans are modern-day scavengers who live off discards as a political statement 
against corporations and consumerism. They forage through supermarket trash and eat 
the slightly bruised produce or just-expired canned goods that we routinely throw out, and 
negotiate gifts of surplus food from sympathetic stores and restaurants. Freegans dress in 
castoff clothes and furnish their homes with items they find on the street. They get the 
word on locations where people throw out a lot of stuff (end-of-semester dorm cleanouts 
are a prime target) as they check out postings at freecycle.org, where users post unwanted 
items and at so-called freemeets (flea markets where no one exchanges money).125

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 organizer to help
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them declutter and simplify their lives; in essence, the organizer is an intermediary who 
helps the person to detach from reminders of his former life so that he can move on.126

Some researchers examined how consumers practice divestment rituals, in which 
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 Chapter 14). As we noted in our earlier 
discussion about brand personality in Chapter 6, anthropom orphic beliefs about objects 
lead people to treat them as if they were alive. In one study, consumers who were encour
aged to think about their car in anthropom orphic terms were less willing to replace it. So, 
as many of us know, when it's finally time to get rid of a valued item, this can be a very 
painful process; sort of like saying goodbye to an old friend.127

How do we ease the pain? As they observed people getting items ready to be sold at 
garage sales, a set of 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 attic before we dispose of them.
•  Ritual cleansing—Washing, ironing, and/or meticulously wrapping the item.128

CHAPTER SUMMARY

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

1. Many factors at the time of purchase dramatically 
influence the consumer’s decision-making process.

Many factors affect a purchase. These include the con
sumer's antecedent state (e.g., his or her mood, time pres
sure, or disposition toward shopping). Time is an important 
resource that often determines how much effort and search 
will go into a decision. Our moods are influenced by the 
degree of pleasure and arousal a store environment creates.

The usage context of a product is a segm entation 
variable; consum ers look for different product attri
butes depending on the use to which they intend to put 
their purchase. The presence or absence of other people 
(co-consum ers)—and the types of people they are—can 
also affect a consum er's decisions.

The shopping experience is a pivotal part of the pur
chase decision. In many cases, retailing is like theater: The 
consumer's evaluation of stores and products may depend 
on the type of "performance" he witnesses. The actors 
(e.g., salespeople), the setting (the store environment), and 
the props (e.g., store displays) influence this evaluation. Like 
a brand personality, a number of factors, such as perceived 
convenience, sophistication, and expertise of salespeople, de
termine store image. With increasing competition from non
store alternatives, creating a positive shopping experience has 
never been more important. Online shopping is growing in 
importance, and this new way to acquire products has both 
good (e.g., convenience) and bad (e.g., security) aspects.

2. The information a store or Web site provides strongly 
influences a purchase decision, in addition to what a 
shopper already knows or believes about a product.

Because we don 't make many purchase decisions until 
we're actually in the store, point-of-purchase (POP) stim
uli are very im portant sales tools. These include product 
samples, elaborate package displays, place-based media, 
and in-store promotional materials such as "shelf talkers.” 
POP stimuli are particularly useful in promoting impulse 
buying, which happens when a consum er yields to a sud
den urge for a product. Increasingly, mobile shopping 
apps are also playing a key role.

3. A salesperson often is the crucial link to a purchase.

The consum er's encounter with a salesperson is a com 
plex and im portant process. The outcome can be affected 
by such factors as the salesperson 's similarity to the 
customer and his or her perceived credibility.

4. Marketers need to be concerned about a consumer’s evalu
ations of a product after he or she buys it as well as before.

A person's overall feelings about the product after he buys 
determ ine consum er satisfaction/dissatisfaction. Many 
factors influence our perceptions of product quality, in 
cluding price, brand name, and product perform ance. 
Our degree of satisfaction often depends on the extent 
to which a product's performance is consistent with our 
prior expectations of how well it will function.

5. Getting rid of products when consumers no longer need 
or want them is a major concern to both marketers and 
public policymakers.

Product disposal is an increasingly important problem. Re
cycling is one option that will become more crucial as con
sumers' environmental awareness grows. Lateral cycling 
occurs when we buy, sell, or barter secondhand objects.
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REVIEW

1 What do we m ean by situational self-image? Give an ex
ample of this phenom enon.

2 Describe the difference between density and crowding. 
Why is this difference relevant in purchase environments?

3 W hat is time poverty, and how can it influence our pur
chase decisions?

4 W hat are the two dim ensions that determ ine w hether 
we will react positively or negatively to a purchase 
environment?

5 List three separate motivations for shopping, and give an 
example of each.

6 What are some im portant pros and cons of e-commerce?
7 List three factors that help to c etermine store image.
8 What is the difference between unplanned buying and im 

pulse buying?
9 How do a consum er's prior expectations about product 

quality influence his satisfaction with the product after he 
buys it?

10 List three actions a consum er can take if she is dissatisfied 
with a purchase.

11 What is the underground economy and why is it important 
to marketers?

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 Is the customer always right? Why or why not?
2 Are pop-up stores simply a fad, or a retailing concept that's 

here to stay?
3 Discuss some of the shopping motivations the chapter de

scribes. How might a retailer adjust its strategy to accom
m odate these motivations?

4 What are some positive and negative aspects of a policy 
that requires employees who interact with customers to 
wear a uniform?

5 Think about exceptionally good and bad salespeople you 
have encountered as a shopper. What qualities seem to dif
ferentiate them  from others?

6 Discuss the concept of "timestyle.” Based on your own ex
periences, how might we segment consum ers in terms of 
their timestyles?

7 Several m en's clothing retailers nationwide now provide 
free booze to their male clientele to encourage them  to 
hang out in their stores.129 Is it ethical to encourage cus
tomers to get wasted before they shop?

8 Compare and contrast different cultures' conceptions of 
time. What are some implications for marketing strategy 
within each of these framewor ks?

9 The m ovem ent away from a "disposable consum er soci
ety" toward one that emphasizes creative recycling creates 
many opportunities for marketers. Can you identify some?

10 Some retailers work hard to cultivate a certain look or im
age, and they may even choose employees who fit this look. 
Abercrombie & Fitch, for example, seems to link itself to 
a clean-cut, all-American image. At one point a lawsuit 
claimed that Abercrombie & Fitch systematically "refuses 
to hire qualified minority applicants as brand representa
tives to work on the sales floor and discourages applica
tions from minority applicants' (Abercrombie replied that 
it has "zero tolerance for discrimination").130 We know that 
the Hooters restaurant chain is notorious for its attrac
tive female waitresses. Should a retailer have the right to 
recruit employees who are consistent with its image even if 
this m eans excluding certain types of people (e.g., non- 
Caucasians, men) from the sales floor?
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11 The mall of the future will most likely be less about pur
chasing products than about exploring them in a physical 
setting. This m eans that retail environments will have to 
become places to build brand images, rather than simply 
places to sell products. What are some strategies stores can 
use to enhance the em otional/sensory experiences they 
give to shoppers?

12 The store environm ent is heating up as more and more 
com panies pu t their prom otional dollars into point-of- 
purchase efforts. Some stores confront shoppers with 
videos at the checkout counter, com puter m onitors 
attached to their shopping carts, and ads stenciled on the 
floors. We're also increasingly exposed to ads in nonshop
ping environments. A health club in New York was forced 
to remove TV m onitors that showed advertising on the 
Health Club Media Networks, after exercisers claimed that

the programming interfered with their workouts. Do you 
feel that these innovations are overly intrusive? At what 
point might shoppers rebel and dem and some peace and 
quiet when they shop? Do you see any market potential in 
the future for stores that "countermarket'' by promising a 
"hands-off" shopping environment?

13 Courts often prohibit special-interest groups from dis
tributing literature in shopping malls. Mall managements 
claim that these centers are private property. However, 
these groups argue that the mall is the m odern-day 
version of the town square and as such is a public forum. 
Find some recent court cases involving this free-speech 
issue, and examine the arguments pro and con. What is the 
current status of the mall as a public forum? Do you agree 
with this concept?

■  APPLY

1 Conduct naturalistic observation at a local mall. Sit in a cen
tral location and observe the activities of mall employees 
and patrons. Keep a log of the nonretailing activity you ob
serve (e.g., special performances, exhibits, socializing, etc.). 
Does this activity enhance or detract from business the 
mall conducts? As malls become more like high-tech game 
rooms, how valid is the criticism that shopping areas only 
encourage more loitering by teenage boys, who don't spend 
a lot in stores and simply scare away other customers?

2 Select three competing clothing stores in your area and 
conduct a store image study for them. Ask a group of con
sum ers to rate each store on a set of attributes and plot 
these ratings on the same graph. Based on your findings, 
are there any areas of competitive advantage or disadvan
tage you could bring to the attention of store management?

3 Using Table 9.1 as a model, construct a person-situation 
segmentation matrix for a brand of perfume.

4 W hat applications of queuing theory can you find that 
local services use? Interview consumers as they wait in line 
to determ ine how their experience affects their satisfaction 
with the service.

5 Many retailers believe that when they pile a lot of stuff 
around their store, this cluttered look encourages shoppers 
to hunt for items and eventually buy more. Dollar General 
recently raised the height of its shelves to more than six feet; 
J. C. Penney transformed empty walls into jewelry and ac
cessory displays; Old Navy added lanes lined with items 
like water bottles, candy, and lunchboxes. Best Buy is even 
testing the im pact of filling aisles with bulky items like 
Segways and bicycles to compensate for the smaller space

that thin TVs and sm aller speakers take up. Notably, 
Walmart recently did an abrupt about-face: The company 
only recently remodeled its stores by eliminating the pal
lets of items it used to stack in the centers of aisles, and it 
reduced overall inventory by about 9%. Customers loved 
the leaner, cleaner look. Only one problem: They bought 
less stuff. As a senior W almart executive com m ented, 
"They loved the experience. They just bought less. And that 
generally is not a good long-term strategy." Now, Walmart 
is adding inventory back in and is once again piling stacks 
of merchandise in aisles.131 W hat's your take on these store 
stocking strategies? Visit several "big-box" stores in your 
area, such as Walmart, Target, Best Buy, Costco, and so on. 
If possible, interview shoppers about their experiences. Do 
they have trouble navigating around the store? Do they en
joy the clutter? Does it feel like a "treasure hunt" when they 
have to pick their way around piles and pallets? If you were 
designing a store, how would you craft a stocking strategy 
that would make it easy to shop there?

6 Interview people who are selling items at a flea m arket 
or garage sale. Ask them  to identify some items to which 
they had a strong attachment. Then, see if you can prom pt 
them  to describe one or more divestm ent rituals they 
went through as they prepared to offer these items for sale.

7 Identify three people who own electric coffeemakers. 
Then, "go to the gemba" by observing them  as they actually 
prepare coffee in the appliance at home. Based on these ex
periences, what recom m endations might you make to the 
designer of a new coffeemaker model that would improve 
customers' experiences with the product?

MyMarketingLab Now that you have completed this chapter, return to www
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.
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Case Study
GIVING AND RECEIVING ON FREECYCLE.ORG
Like it or not, we live in a disposable society. And it isn't just pa
per products and fast-food containers we throw away. We use 
our televisions, computers, cell phones, furniture, clothing, and 
other products until something better comes along, and then 
we toss them. Landfills everywhere reel under the onslaught of 
the trash we create.

But what if people could find som eone to take their old 
junk off their hands? Or what if individuals could find a needed 
item  that som eone else just happens to be throwing away? 
Freecycle.org meets this need. This Web site came into being 
as a recycling concept to reduce the strain on landfills and cut 
down on consumer wastefulness. Freecycle, which uses a bul
letin board structure, works so well because it's so simple. It 
connects people who have items to give away with others who 
need them, and vice versa. It's basically like an “eBay for free." 
Indeed, many users call the site by its nickname of “Freebay."

From its hum ble beginnings in the Tucson, Arizona, area 
in 2003, today there are millions of members who constitute 
thousands of user communities in more than 75 countries; they 
say they are "changing the world one gift at a time." Freecycle 
.org is one of the most popular nonprofit destinations in cyber
space; Time dubbed it “one of the 50 coolest" Web sites. This 
notoriety comes within a few short years and with no prom o
tion other than word of m outh and plenty of free publicity.

Anyone can join this 24/7 virtual garage sale, and m em ber
ship is free. In fact, the m ain rule of Freecycle.org is that you 
can only offer free items. Givers and receivers contact each 
other via email and then arrange for delivery. The site's founder 
estim ates that the average freecycled item weighs 1 pound. 
That m eans that the Freecycle m ovem ent keeps 400 tons of 
“garbage" out of landfills every day.

This is certainly a sign of success. But other measures of 
success have become apparent as well, like the satisfaction of 
all those involved. What one person doesn't want, someone else 
will take off their hands. In this exchange everyone wins. “It's 
become a huge gift economy and very life affirming for everyone 
who has given away something. You can't help but get a good 
feeling when you've helped another person," the founder said.

As long as people want to get rid of or acquire an old couch, 
a six-year-old husky, a storm door, a van that needs a transm is
sion, or even horse manure, Freecycle has a bright future. “When 
it comes to the Internet and connecting with one another, there 
are no limitations," Beal said. "We'll continue growing and 
experiencing the goodness that comes from giving."

DISCUSSION QUESTIONS

1 Why do you think Freecycle.org has achieved such high 
levels of growth in such a shori period of time?

2 Freecycle created an alternative disposal option that is 
rapidly growing. Discuss ways that freecycling might affect 
the purchase habits of consumers.

3 Should for-profit businesses like eBay get into the freecy- 
cling business? Should companies motivate more consum 
ers to give things away that they might otherwise be able to 
sell or auction? Can they still make a profit while they help 
to eliminate waste?

Sources: "A Brief H istory," www.freecycle.org, a ccessed  June 13, 2011; 
"C leanup Idea K eeps u p  w ith  the  T im es," NG News (June 11,2011), h t tp ://  
N ew sw ire.Freecycle.O rg/2011 /0 6 /1 1/N g-N ew s-C leanup-Idea-K eeps-U p- 
W ith-T he-T im es/, accessed  June 13, 2011; T am sin  Kelly, "M ulti-B argain 
Swap Shop," Daily Telegraph (July 7, 2007): 13; "Free Swap P rogram  Finds 
H om es for Recycled G oods," Wall Street Journal (January  2, 2008); M ac 
M cLean, "D on’t T hrow  U n w an ted  Item s Away," Bristol Herald Courier 
(Jan u ary  13, 2009): h t tp : / /w w w 2 .tr ic itie s .c o m /rn /n e w s /2 0 0 9 /ja n /1 3 / 
freecycling_strikes_the_right_note-ar-249741/, accessed S eptem ber 11,2011.
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NIELSEN NUGGET ■III
EXERCISE #4 For Chapter 9 Buying and Disposing

Scenario: Bubbles is a well-established premium brand 
in the soft drinks category. The brand is being negatively 
impacted by both the economic climate and increasing 
promotional pressure from its key competitor, Squeeze. If 
the trend continues, Bubbles will face a loss of more than 
$2.5M next year.

Challenge: Bubbles seeks to understand how to better 
utilize its promotional spending more effectively and effi
ciently to stem the sales decline and stabilize the brand’s 
business. The key question is which promotions Bubbles

should focus on, and with which retailers, to achieve this 
objective.

After reviewing the data provided:

1 Analyze the relative successes of Bubble promotions 
at each of the four retailers.

2 Do you think either of the forms of spontaneous 
shopping described in this chapter could be at work 
in this case? Why or why not?

3 Why do you think point-of-purohase stimuli are so 
strongly associated with this product category?

Soft drinks category-value ($) share of trade share
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Retailer share of trade peaks during Bubble promotions. The continuous Squeeze promotions do not have as strong 
an impact for retailers.
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When you finish reading this chapter you will understand why:

1. Marketers often need to understand consumers' behavior rather than a consumer’s 
behavior.

2. Companies as well as individuals make purchase decisions.

3. Our traditional notions about families are outdated.

4. Many important demographic dimensions of a population relate to family and household 
structure.

5. Members of a family unit play different roles and have different amounts of influence 
when the family makes purchase decisions.

6. Children learn over time what and how to consume.
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Amanda is about as nervous as she can 

be. Tonight she and her partner Orlando 

are throwing their first party in their new 

apartment, and it’s really coming down to the wire. Some of her friends and family who were skeptical 

about Amanda’s plan to move out of her parents' house to live with a man will have the chance to say 

“I told you so” if this debut of her new living arrangement self-destructs.

Life hasn’t exactly been a bed of roses since she and Orly moved in together. It’s a bit of a 

mystery: Although his desk is tidy and organized at the publishing company where they both work, his 

personal habits are another story. Orly’s really been making an effort to clean up his act, but Amanda 

has taken on more than her share of cleaning duties— partly out of self-defense, because they have to 

share a bathroom! And she’s learned the hard way not to trust Orly to do the grocery shopping; he goes 

to the store with a big list of staples and returns with beer and junk food. You would think that a man 

who negotiates major computer purchases for his company would have a bit more sense when it comes 

to sticking to a budget and picking out the right household supplies. What’s even more frustrating is 

that although Orly can easily spend a week digging up information about the new big-screen TV they’re 

buying (with her bonus!), she has to virtually drag him by the ear to look at dining room furniture. Then, 

to add insult to injury, he’s quick to criticize her choices-especially if they cost too much.

So, how likely is it that while she’s at work Orlando has been home cleaning up the apartment 

and making some hors d’oeuvres as he promised? Amanda did her part by downloading a recipe for 

crabmeat salad and wasabi caviar from the entertaining section on epicurious.com. She even jotted 

down some adorable table setting ideas, such as napkin holders made out of homegrown bamboo 

at Martha Stewart’s Web site.1 And, of course she totally coordinated the guest list on Evite and has 

carefully kept track of who has said they’re coming. The rest is up to him. At this point she’d be happy 

if Orly remembers to pick up his underwear from the living room couch. This soiree could turn out to 

be a real proving ground for their relationship. Amanda sighs as she walks into an editors’ meeting.

She sure has learned a lot about relationships since she set up a new household; living together is 

going to be a lot bumpier than romance novels make it out to be.

Organizational Decision Making
Amanda's trials and tribulations with Orlando illustrate the joint 
nature of many consum er decisions. The individual decision
making process that we described in detail in Chapter 8 often is 
overly simplistic. This is because in many situations, more than 

one person participates in the problem-solving sequence—from initial problem recogni
tion and information search to evaluation of alternatives and product choice. To further
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complicate matters, these decisions often include two or more people who may not have 
the same level of investment in the outcome, the same tastes and preferences, or the same 
consumption priorities. If you've ever debated where to go out to eat with your friends, 
or perhaps bickered about whose turn it is to do the dishes, you get the picture. You can 
read 50 restaurant reviews on Yelp! and still it's like pulling teeth to reach a consensus.

In this chapter we examine collective decision making— situations in which more 
than one person chooses the products or services that multiple consum ers use. In the 
first part of the chapter we look at organizational decision making, in which one person 
or a group decides on behalf of a larger group. We then move on to focus more spe
cifically on one of the most im portant organizations to which we belong: the family unit. 
We'll consider how members of a family negotiate among themselves and how important 
changes in modern family structure affect this process. We conclude with a look at how 
"new employees"—children—learn to be consumers.

Why do we lump together big corporations and small families? One im portant simi
larity is that in both cases individuals or groups play a num ber of specific roles when they 
choose products or services for their organizational unit.2 Depending on the decision, the 
choice may include some or all of the group members, and different group members play 
important roles in what can be a complicated process. These roles include the following:

•  Initiator—The person who brings up the idea or identifies a need.
•  Gatekeeper—The person who conducts the information search and controls the 

flow of information available to the group. In organizational contexts, the gatekeeper 
identifies possible vendors and products for the rest of the group to consider.

•  Influencer—The person who tries to sway the outcome of the decision. Some people 
may be more motivated than others to get involved, and participants also possess 
different amounts of power to get their point across.

•  Buyer—The person who actually makes the purchase. The buyer may or may not 
actually use the product.

•  User—The person who actually consumes the product or service.

objective 2 Organizational Buyers
Companies as well D e c j s j o n  M a k j n g
as individuals make
purchase decisions. Many employees of corporations or other organizations make
---------------------------- purchase decisions on a daily basis. Organizational buyers are

people like Orlando who purchase goods and services on behalf 
of companies for the companies' use in manufacturing, distribution, or resale. These 
individuals buy from business-to-business (B2B) marketers who must satisfy the needs 
of organizations such as corporations, government agencies, hospitals, and retailers. In 
terms of sheer volume, B2B is where the action is: Roughly $2 trillion worth of products 
and services change hands among organizations, which is actually more than end con
sumers purchase.

Organizational buyers have a lot of responsibility. They decide on the vendors with 
whom they want to do business and what specific items they require from these sup
pliers. The items they consider range in price and significance from paper clips (by the 
case, not the box) to Orlando's multimillion-dollar computer system. Obviously, there's 
a lot of good reasons (about 2 trillion, to be exact) for marketers to understand how these 
organizational consumers make these important decisions.

A num ber of factors influence the organizational buyer's perception of the purchase 
situation. These include his expectations of the supplier (e.g., product quality, the com
petence and behavior of the firm's employees, and prior experiences in dealing with that 
supplier), the organizational climate of his own company (i.e., how the company rewards 
performance and what it values), and the buyer's assessment of his own performance 
(e.g., whether he believes in taking risks).3

Like other consumers, organizational buyers engage in a learning process in which 
employees share information with one another and develop an "organizational memory"

http://www.pearsonglobaleditions.com/
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that consists of shared beliefs and assumptions about the best choices to make.4 Just as 
our "market beliefs" influence him when he goes shopping with the family on the weekend 
(see Chapter 8), the same thing happens at the office. He (perhaps with fellow employees) 
solves problems as he searches for information, evaluates alternatives, and makes deci
sions.5 There are, of course, some important differences between the two situations.

How Does Organizational Decision Making 
Compare to Consumer Decision Making?
Let's summarize the major differences between organizational and industrial purchase 
decisions versus individual consum er decisions:6

•  The purchase decisions that companies make frequently involve many people, in
cluding those who do the actual buying, those who directly or indirectly influence this 
decision, and the employees who will actually use the product or service.
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•  Organizations and companies often use precise technical specifications that require 
a lot of knowledge about the product category.

•  Impulse buying is rare (industrial buyers do not suddenly get an "urge to splurge" on 
lead pipe or silicon chips). Because buyers are professionals, they base their decisions 
on past experience and they carefully weigh alternatives.

•  Decisions often are risky, especially in the sense that a buyer's career may ride on his 
judgment.

•  The dollar volume of purchases is often substantial—it dwarfs m ost individual 
consumers' grocery bills or mortgage payments. One hundred to two hundred fifty 
organizational customers typically account for more than half of a supplier's sales 
volume, which gives the buyers a lot of influence over the supplier.

•  Business-to-business marketing often emphasizes personal selling more than ad
vertising or other forms of promotion. Dealing with organizational buyers typically 
requires more face-to-face contact than when marketers sell to end consumers.

We must consider these important features when we try to understand the purchas
ing decisions organizations make. Having said that, however, there are actually more 
similarities between organizational buyers and ordinary consumers than many people 
realize. True, organizational purchase decisions do tend to have a higher economic or 
functional com ponent compared to individual consumer choices, but emotional aspects 
do play a role. Organizational buyers may appear to the outsider to be models of rational
ity, but at times they base their decisions on brand loyalty, on long-term relationships 
with particular suppliers or salespeople, or even on aesthetic preferences. Even investors, 
who are supposed to make cold, calculated judgm ents about the worth of companies 
based on financial indicators, sometimes are influenced instead by other concerns; for 
instance, they may be biased toward companies that provide better working conditions 
for employees or that are unusual in some other way.7

How Do Organizational Buyers Operate?
Like end consumers, both internal and external stimuli influence organizational buyers. 
Internal stimuli include the buyer's unique psychological characteristics, such as his will
ingness to make risky decisions, job experience, and training. External stimuli include the 
nature of the organization for which he works as well as the overall economic and tech
nological environment in which the industry operates. Another set of factors is cultural: 
We find vastly different norms for doing business in different countries. For example, 
Americans tend to be less formal in their interactions than are many of their European 
or Asian counterparts.

As you'd expect, the organizational buyer's decision-making process depends on just 
what he needs to buy. As with consumer purchases, the more complex, novel, or risky the 
decision, the more effort he devotes to information search and to evaluating his alterna
tives. However, if he relies on a fixed set of suppliers for routine purchases, he greatly 
reduces his information search and effort.8 Typically, a group of people (members of a 
buying center) play different roles in more complex organizational decisions. As we will 
see later on, this joint involvement is somewhat similar to family decision making, where 
family members are likely to participate in more im portant purchases.

The Buyclass Framework
When we apply the buyclass theory of purchasing, we divide organizational buying deci
sions into three types ranging from the least to the most complex. Three decision-making 
dimensions describe the purchasing strategies of an organizational buyer:9

1 The level of information he must gather before he makes a decision.
2 The seriousness with which he m ust consider all possible alternatives.
3 The degree to which he is familiar with the purchase.
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In practice, these three dim ensions relate to how m uch cognitive effort the buyer 
expends when he decides. Three types of "buyclasses," or strategies determ ined by these 
dimensions, encompass most organizational decision situations.10 Each type of purchase 
corresponds to one of the three types of decisions discussed in Chapter 8: habitual deci
sion making, limited problem solving, and extensive problem solving. Table 10.1 sum 
marizes these strategies.

•  A straight rebuy is a habitual decision. It's an automatic choice, as when an inven
tory level reaches a preestablished reorder point. Most organizations m aintain an

Types of Organizational Buying Decisions

Buying Situation Extent of Effort Risk Buyer’s Involvement

Straight rebuy Habitual decision making Low Automatic reorder

Modified rebuy Limited problem solving Low to moderate One or a few

New task Extensive problem solving High Many

Source: Adapted from Patrick J. Robinson, Charles W. Faris, and Yoram Wind, Industrial Buying and Creative Marketing (Boston: Allyn & Bacon, 1967).

TABLE 10.1
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approved vendor list, and as long as experience with a supplier is satisfactory, there 
is little or no ongoing information search or evaluation.

•  A modified rebuy situation involves limited decision making. It occurs when an orga
nization wants to repurchase a product or service but also wants to make some minor 
modifications. This decision might involve a limited search for information among a 
few vendors. One or a few people will probably make the final decision.

•  A new task involves extensive problem solving. Because the company hasn 't made a 
similar decision already, there is often a serious risk that the product w on't perform 
as it should or that it will be too costly. The organization designates a buying center 
with assorted specialists to evaluate the purchase, and they typically gather a lot of 
information before they come to a decision.

B2B E-Commerce
Business-to-business (B2B) e-commerce refers to Internet interactions between two 
or more businesses or organizations. This includes exchanges of information, products, 
services, or payments. The Web revolutionized the way companies communicate with 
other firms and even the way they share information with their own people. Roughly 
half of B2B e-commerce transactions take the form of auctions, bids, and exchanges in 
which num erous suppliers and purchasers interact.11 For example, more than 50 m a
jor corporations that belong to The Worldwide Retail Exchange (WWRE), such as CVS 
Corporation, Best Buy, Target, Tesco, JCPenney, and The Gap, participate in an online 
exchange community to complete their commercial transactions. This collaboration al
lows the members to work together on product development, production planning, and 
inventory replenishm ent.12

The Open-Source Revolution
In the simplest form of B2B e-commerce, the Internet provides an online catalog of prod
ucts and services businesses need. Companies like Dell Computer use their Internet site 
to deliver online technical support, product information, order status information, and 
customer service to corporate customers. Early on, Dell discovered that it could serve 
the needs of its customers more effectively if it tailored its Internet presence to different 
customer segments. Today Dell's Internet site allows shoppers to get recommendations 
based on their customer segment (home, home office, government, small business, and 
education). The company saves millions of dollars a year as it replaces hard-copy m anu
als with electronic downloads. For its larger customers, Dell provides customer-specific, 
password-protected pages that allow business customers to obtain technical support or 
to place an order.13

As social networking technologies proliferate among end users, businesses adopt 
these approaches also. In fact, a 2010 survey reported that fully 86 percent of businesses 
use social media as part of their B2B marketing communications—even though most are 
just using these technologies very sporadically until they figure out the best ways to take 
advantage of these emerging platforms.15

The advertising agency Avenue A Razorfish adopted an open-source wiki platform 
as its intranet; this lets several people change a docum ent on a Web page and then track 
those changes (of course, the most famous wiki is Wikipedia). High-tech companies 
like Intel and SAP are experimenting with recording meetings that get downloaded to 
iPods, blogs where employees can talk back to their bosses, and internal Web pages like 
GoogleDocs that allow people to read their colleagues' meeting notes and add their own. 
A few companies even use Facebook as an intranet site for their employees.16

Prediction Markets
Are all of us sm arter than each of us? A prediction market is one of the hottest new 
trends in organizational decision-making techniques. This approach asserts that groups 
of people with knowledge about an industry are, collectively, better predictors of the 
future than are any of them as individuals.
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In a prediction market framework, companies from Microsoft to Eli Lilly and Hewlett- 
Packard empower their employees as "traders." Like a stock market, traders place bets on 
what they think will happen regarding future sales, the success of new products, or how 
other firms in a distribution channel will behave—and they often receive a cash reward 
if their "stock picks" pan out. For example, the pharm aceutical giant Eli Lilly routinely 
places multimillion-dollar bets on drug candidates that face overwhelming odds of fail
ure. The relatively few new com pounds that do succeed have to make enough money to 
cover the losses the others incur. Obviously, the company will benefit if it can separate the 
winners from the losers earlier in the process. Lilly ran an experiment in which about 50 
of its employees involved in drug development, including chemists, biologists, and proj
ect managers, traded six mock drug candidates through an internal market. The group 
correctly predicted the three most successful drugs.17 At the publicly accessible predic
tion market Intrade (intrade.com ) participants bet on the outcomes of political races, 
financial activities, or even the market value of rare wines and artwork. Or, surf over to 
the Hollywood Stock Exchange (hsx.com ) to check out which celebrities and new movie 
releases ưaders think will succeed or bomb; you can bet Hollywood executives do!18

Crowdsourcing
In another emerging application, many companies find that it's both cost efficient and 
productive to call on outsiders from around the world to solve problems their own scien
tists can 't handle. Just as firms might outsource production to subcontractors, they are 
crowdsourcing. Dell's Ideastorm site solicits solutions and new product ideas from geeks 
worldwide, as does NineSigma, where companies solicit technical contributions to allow 
them  to accelerate their rate of product innovation.19

OBJECTIVE 3
Our traditional notions 
about families are 
outdated.

The Family
In 2010, our culture marked a milestone: Married couples rep
resented just 48 percent of American households. In contrast, 
back in 1950 78 percent of households were occupied by m ar

ried couples. New Census data also revealed that just a fifth of households were com 
posed of traditional families—m arried couples with children—compared to 43 percent 
in 1950.20 Does this m ean that families are obsolete?

Hardly. The reality is that many other types of families continue to grow rapidly. 
Indeed, some experts argue that as traditional family living arrangements wane, we place 
even greater emphasis on siblings, close friends, and other relatives who provide com pan
ionship and social support.21 Some people join intentional families) groups of unrelated 
people who meet regularly for meals and who spend holidays together.22 Indeed, for some 
the act of meeting together to consume hom em ade food plays a central role in defining 
family: It is a symbolic way to separate a family unit from other social groups by allow
ing the cook(s) to personalize the meal and express affection via the effort that went into 
preparing the feast.23

Marketing Opportunity

The open-source revolution 
is part of a seismic shift in 

w  ^  the way some cutting-edge 
companies think about 

their business model. One label for this new 
approach is freemium-you distribute a free 
version of your product that’s supported by a 
paid premium version. The idea is to encour
age the msximum number of people to use 
your product and eventually convert a small 
fraction of them to paying customers. In the 
process you accumulate a sizable customer 
base that has value to advertisers (Exhibit A: 
Google). This also creates a network effect, 
whereby each person who uses the product 
or service benefits as more people partici
pate. For erample, if you check out restau
rant reviews on Zagat, you’d rather know what 
1,000 dinets thought of a place than to settle 
for feedback from just 10 cranky people.

The freemium model pops up in all sorts 
of places: People play free online games, they 
listen to fre i music on Pandora (legally), they 
trash their cable service and watch free TV 
shows and movies on Hulu, and they cancel 
their landliies in favor of free international 
calls on Skype. The new and booming mar
ket for iPhone apps follows the freemium 
principle also when you download a pro
gram like Idp Tap Revenge (like the popular 
game Guitar Hero, you have to hit notes that 
stream down your screen). Millions of people 
downloaded the app, and then some of them 
forked over cash when the creator offered 
paid versions built around real bands like 
Weezer and Nine Inch Nails.14 In the wacky 
world of Wiib 2.0, you give something away 
to make money. Go figure.

OBJECTIVE 4
Many important 
demographic dimensions 
of a population relate to 
family and household 
structure.

The Modern Family
The extended family used to be the most common family unit. 
It consists of three generations who live together, and it often 
includes grandparents, aunts, uncles, and cousins. Like the 
Cleavers of Leave It to Beaver and other TV families of the 1950s, 

__________________  the nuclear family—a mother, a father, and one or more chil
dren (perhaps with a sheepdog thrown in for good m easure)— 

largely replaced the extended family, at least in American society. However, we've 
witnessed many changes since the days of Beaver Cleaver. Although many people con
tinue to base their image of the typical family on old TV shows, demographic data tell us 
that this "ideal" image of the family is no longer realistic. The U.S. Census Bureau regards
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American Girl produces historical-period 
characters complete with books, dolls, and 
accessories, as well as modern-period dolls. 
The company also operates The American 
Girl Place, where young girls who own the 
dolls drag their parents and grandparents 
to attractions including dioramas and a 
doll hair salon. Consumer researchers who 
studied the American Girl phenomenon 
concluded that part of the brand’s huge 
popularity is due to its multigenerational 
appeal. After they interviewed numerous 
girls, mothers, and grandmothers, they 
found that consumers of all ages valued the 
opportunities for family connection and also 
learning about their heritage and those 
of other cultures.24
Source: Reprinted with permission of American 
Girl Inc.

any occupied housing unit as a household, regardless of the relationships among the 
people who live there. Thus, one person living alone, three roommates, or two lovers 
(whether straight or gay) constitute a household.

Furthermore, as we've already seen, marriage as an institution is evolving. A 2011 
report released by the U.S. Census Bureau said that nearly half of all women between the ages 
of 25 and 29 have never been married, up from about a quarter of that age group in 1986. 
In 1950, the median age of first marriages was 23 for men and 20 for women. In 2009, it 
was 28 for m en and 26 for women.25 The recession is also taking its toll on families: The 
Census Bureau report a sharp rise in the num ber of children living with their grandpar
ents as mothers increasingly take jobs outside the home. Overall, 6.5 percent of children 
in the United States live with their grandparents, which is double the rate from 1970.26

The ways people get into (and out of) relationships also continues to evolve, as 
people increasingly rely on dating sites and social networks to find mates. A survey by the 
dating site Match.com reported that one in six couples who got m arried in the last year 
m et online.27 Another study by the dating Web site OK Cupid, however, found that the 
romantic relationships of active Twitter users don 't last as long as those of the rest of the 
population.28 Maybe people who meet up in cyberspace are just used to clicking at will 
to find other options.

Also, due in part to harsh economic conditions, children are m ore likely to live at 
home after graduating from college rather than taking their own places. Demographers 
call these returnees boomerang kids (you throw them  o u t . ..  they keep coming back). 
In today's shrinking job market (and in some cases the lucky few who do initially get job 
offers find out the offers have been rescinded!), many young people are forced to redefine 
the assumption that college graduation automatically m eans living on their own. Even 
before the recession we saw this trend quickening. As of 2007, 55 percent of men and
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48 percent of women ages 18 to 24 lived with their parents.29 In addition, many adults care 
for their own parents as well as for their children. In fact, Americans on average spend
17 years caring for children, but 18 years assisting aged parents.30 Some label middle- 
aged people the Sandwich Generation, because they m ust support both the generation 
above them  and the one below them.

Young adults who do leave the nest to live by themselves are relatively unlikely to 
return, whereas those who move in with roommates are more likely to come back. Young 
people who move in with a romantic partner are more likely than average to end up back 
home if the relationship fails!31 If the dismal economic environm ent continues, it will 
affect a variety of markets, as boom erang kids spend less on housing and staples and 
more on discretionary purchases such as entertainment.

Family Size
Family size depends on such factors as educational level, the availability of birth control, 
and religion. Demographers define the fertility rate as the num ber of births per year 
per 1,000 women of childbearing age. Marketers keep a close eye on the population's 
birth rate to gauge how the pattern of births will affect dem and for products in the future. 
The U.S. fertility rate increased dramatically in the late 1950s and early 1960s, when the

Edinburgh from £9.50 one way. naHonal express Many boomerang kids today return home 
to live with their parents-voluntarily or not.
Source: Cop /right Cdp-Travissully Ltd.



402 SECTION 3 Consumers as Decision Makers

The Tangled Web

As avatars socialize in 
virtual worlds like Second 
Life (SL), it’s inevitable 
that some will pair up. 

Linden Lab, the creator of SL, reports that 
more than 35,000 of its residents enter for
mal partnerships with other residents (a part
nership is like a virtual marriage and players 
include this information on their avatar user 
profiles). Avatars can have sex with one an
other in SL, but we won’t go there. Suffice it 
to say that this is a fairly common activity and 
that there have even been reports of rape. 
Sometimes these partnerships lead to real- 
world contact-and as in RL, these relation
ships can turn bad. It’s not unheard of for an 
SL resident to leave his or her RL partner for 
an avatar partner. As one woman who ditched 
her RL boyfriend explained, "My real-life boy
friend used to walk past the screen and see 
what was happening and I used to tell him it 
was no big deal and it was just a game. I felt 
guilty about it.” As more people enter virtual 
worlds, family decision-making research may 
have to include our virtual partners (and chil
dren?) as well.36

Even Facebook has an impact on relation
ships, perhaps because the platform makes 
it easier for people to rekindle old romances. 
In a recent survey of attorneys, two-thirds of 
divorce lawyers identified Facebook as the 
primary source of evidence in divorce cases. 
The large majority reports that evidence for in
fidelity also turns up on online photo albums, 
profile pages, and Tweets.37

On a more positive note, online video 
calling services like Skype and iChat may 
transform family relationships, particularly 
when they allow family members who live far 
apart to regularly speak to and see one an
other onscreen (for free). Many grandparents 
who previously didn't know an HTML from a 
VoIP enthusiastically embrace technology 
when it means they can virtually visit far-away 
grandchildren up close and personal on a 
regular basis. The American Association of 
Retired Persons (AARP) reports that nearly 
half of American grandparents live more than 
200 miles from at least one of their grand
children. What’s more, two-thirds of grand
children see one or both sets of grandparents 
at most a few times a year.38 Digital platforms 
create a lot of opportunities for family mem
bers to connect-and for savvy marketers to 
connect to them.

parents of so-called baby boomers began to reach childbearing age. It declined in the 
1970s and began to climb again in the 1980s as baby boomers began to have their own 
children in a new "baby boomlet" (more on these groups in Chapter 13).

Worldwide, surveys show that many women want smaller families today. This trend 
is a problem for European countries whose fertility rates have plum m eted during past 
decades. Ironically, while populations boom in many underdeveloped parts of the world, 
industrialized countries face future crises because there will be relatively fewer young 
people to support their elders. For population levels to remain constant, the fertility rate 
has to be 2.0 so that the two children can replace their parents. That's not happening 
in places such as Spain, Sweden, Germany, and Greece, where the fertility rate is 1.4 or 
lower. As a benchmark, the U.S. rate is 2.1. More babies were born in the United States in 
2007 than in any other year in American history—but this figure mostly reflects a greater 
num ber of women of childbearing age.32

Some countries are weighing measures to encourage people to have more children. 
For example, Spain is looking at cheaper utility bills for large families, assisting young 
couples who are trying to buy homes, and creating hundreds of thousands of new pre
schools and nursery schools. The Italian government provides mothers with nearly full sal
ary compensation for about half a year of maternity leave, but many women still refuse to 
have more kids. There are many reasons for this shift from past eras when heavily Catholic 
countries tended to have large families: Contraception and abortion are more readily avail
able, divorce is more common, and older people who used to look after grandchildren now 
pursue other activities such as travel. Some experts also cite the fact that many Italian men 
live with their mothers into their 30s, so when they do get married they're not prepared 
to help out at home. One analyst commented, "Even the most open-minded guy—if you 
scratch with the nail a little bit, there's the mother who did everything for him."33

In the United States, the National Center of Health Statistics confirms that the per
centage of women of childbearing age who define themselves as voluntarily childless 
is rising. Twenty percent of women ages 40 to 44 have no children, double the level of 
30 years ago. Women with advanced degrees are more likely to be childless, the study 
found. Of women who gave birth in 2006,36 percent were separated, widowed, divorced, 
or never married.34

Childless couples are an attractive market segment for some companies (but obviously 
not for others, such as Gerber Baby Food). So-called DINKS (double income, no kids) cou
ples are better educated on average than are two-income couples with children. According 
to the U.S. Census Bureau, 30 percent of childless couples consist of two college graduates, 
compared with 17 percent of those with kids. The childless are more likely to have profes
sional or managerial occupations (24 percent versus 16 percent of dual-employed couples 
with children). Dave and Buster's, a Dallas-based restaurant chain, caters to this group 
as it enforces strict policies to deter families with small children. However, many child
less couples feel snubbed by a child-oriented society. In recent years they have formed 
networking organizations such as Childfree by Choice to support this lifestyle decision.35

Animals Are People Too! Nonhuman Family Members
Almost one-third of all U.S. households have at least one pet, and 92 percent of pet 
owners consider their furry friends members of the family—83 percent call themselves 
"Mommy" or "Daddy" when they talk to their pets.39 Many of us assume that pets share 
our emotions; perhaps that helps to explain why more than three-quarters of domestic 
cats and dogs receive presents on holidays and birthdays.40 We've doubled our spending 
on our pets in the past decade, and today the pet industry pulls in more revenue (almost 
$40 billion annually) than either the toy or candy industries. Even in the recession, con
sumers don 't make their pets pay the price, although we pay more for pet food, supplies, 
and services than ever. Here are a few examples of pet-sm art marketing:41

•  Kennels look a lot more like spas for the furry. At some of them, dogs can hike, swim, 
listen to music, watch TV, and even get a pedicure—complete with nail polish. Heated



The author’s pug, Kelbie Rae.

CHAPTER 10 Organizational and Household Decision Making 403

tile floors and high-tech ventilation systems are common. When a dog stays in the 
"ambassador suite" at Club Bow-Wow, a staff m em ber sleeps overnight in the room. 
PetSmart, the largest U.S. pet-store chain, opened a chain of PetsHotels, where furry 
guests lounge on hypoallergenic lambskin blankets and snack on lactose-free, fat-free 
ice cream. The suites feature raised dog beds and a television that plays videos, such 
as Lady and the Tramp and 101 Dalmatians.

•  Com panies that make hum an products, such as Gucci, Juicy Couture, Harley- 
Davidson, IKEA, Lands' End, Paul Mitchell, and Ralph Lauren, also sell products for 
pets, ranging from sham poos to nail polish to gold-plated bowls. Harley-Davidson 
started its pet collection after it noticed that customers at rallies and other events 
bring along their dogs; some ride shotgun in the motorcycles' saddle bags or side cars. 
Customers can buy denim and leather jackets for their pets, as well as riding goggles, 
bandanas, spiked leather collars, and even squeaky toys shaped like oil cans.

•  Designer water for dogs? A California company started things off when it introduced 
a vitam in-enriched water product for dogs. A Florida com pany sells "DogWater" 
in containers that double as throwing toys. Then there's K9 Water Inc., a company 
whose catalog lists products such as "Gutter Water" and chicken-flavored "Toilet 
Water." Make that a double.

•  What happens when our four-legged com panion goes to the great kennel in the sky? 
One trend is to freeze-dry the departed pet rather than bury it or cremate it. The be
reaved say that turning furry friends into perm a-pets helps them  deal with loss and 
maintains a connection to their former companions. Once dried, the animal's body 
doesn't decay, so it can continue to occupy that special place on the couch.

The Family Life Cycle
Many factors affect what a family spends, including the num ber of people (children and 
adults) in the family, their ages, and whether one, two, or more adults work outside of the 
home. Two especially im portant factors that determ ine how a couple spends time and 
money are (1) w hether they have children and (2) whether the woman works.

Family Life-Cycle Models
Because they recognize that family needs and expenditures change over time, marketers 
apply the family life cycle (FLC) concept to segment households. The FLC combines
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Pet Airways is the first pets-only airline. 
The “pawsengers” fly in pet carriers 
aboard Beechcraft planes along with a pet 
attendant. There are separate sections for 
cats and dogs-but no first-class cabin.42 
Source: Pet Airways, Inc.
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trends in income and family composition with the changes these dem ands place on this 
income. As we age, our preferences and needs for products and activities tend to change. 
Twenty-somethings spend less than average on most products and services because their 
households are small and their incomes are low (especially today!). 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 upscale home furnish
ings.43 In addition, we don't need to repeat many purchases we make when we start out. 
For example, we tend to accumulate durable goods such as large appliances and replace 
them only as necessary.

As Amanda and Orlando discovered when they moved in together, a life-cycle 
approach to the study of the family assumes that pivotal events alter role relationships and 
trigger new stages of life that alter our priorities. In addition to the birth of a first child, 
other pivotal events include the departure of the last child from the house, the death of a 
spouse, retirement of the principal wage earner, and divorce. At Web sites like The Bump, 
women find tools such as an Ovulation Calculator and lists of baby names; The Knot 
offers a range of wedding-related services when those babies grow up and get hitched. As 
people move through these life stages, we observe significant changes in expenditures in 
leisure, food, durables, and services, even after we adjust the figures to reflect changes 
in income.44 We can simply attribute some of these changes to variations in functional 
needs, whereas others reflect deeper motivations as we transition from one role to an 
other. For example, researchers find that new m others undergo profound changes in 
self-concept during pregnancy and after delivery; these changes influence the types of 
products they consume to reflect their new identities.45

Life-Cycle Effects on Buying
It's particularly useful to get a handle on longitudinal changes in priorities when we want 
to predict dem and for specific product categories over time. For example, the money a 
couple with no children spends on dinners out and vacations will go to quite different 
purchases after the birth of a child, when a night on the town becomes a distant memory. 
Ironically, although the entertainm ent industry focuses on winning the hearts and wal
lets of young consumers, it's the senior citizens who have become America's true party
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Pets are as important to people 
in South Africa as they are here.
Source: Courtesy of Euro RSCG South Africa.

animals. The average household headed by a 65- to 74-year-old spends more on enter
tainm ent than does the average household in which the primary wage earner is under 
age 25 (more on this in Chapter 13).46

Over the years, researchers have proposed several models to describe family life
cycle stages, but with limited effect because most failed to take into account such im por
tant social trends as the changing role of women, the acceleration of alternative lifestyles, 
childless and delayed-child marriages, and single-parent households. We need to focus 
on four variables to adequately describe these changes: (1) age, (2) marital status, (3) the 
presence or absence of children in the home, and (4) the ages of children, if present. In 
addition, we have to relax our definition of marital status to include any couple living 
together in a long-term relationship. Thus, although we might not consider roommates 
"married," for marketing purposes a m an and wom an who have established a house
hold would be, as would two homosexual men or lesbian women who have a similar 
understanding. When we update our outlook, we identify a set of categories that includes 
many more types of family situations.47 Consumers we classify into these categories show 
marked differences in consum ption patterns:

•  Young bachelors and newlyweds are the most likely to exercise; to go out to bars, concerts, 
movies, and restaurants; and to drink alcohol. Although people in their 20s account for 
less than 4 percent of all household spending in the United States, their expenditures are 
well above average in such categories as apparel, electronics, and gasoline.48

•  Families with young children are more likely to consume health foods such as fruit, 
juice, and yogurt; those m ade up of single parents and older children buy more junk 
foods. The dollar value of homes, cars, and other durables is lowest for bachelors and 
single parents but increases as people go through the full-nest and childless-couple 
stages.

•  Partly because they score wedding gifts, newlyweds are the most likely to own ap
pliances such as toaster ovens and electric coffee grinders. Babysitter and day-care 
usage is, of course, highest among single-parent and full-nest households, whereas 
older couples and bachelors are most likely to employ home m aintenance services 
(e.g., lawn mowing).
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The Intimate Corporation: 
Family Decision Making
The decision process within a household unit resembles a busi
ness conference. Certain matters go on the table for discussion, 
different m em bers advocate different actions based on their 
differing priorities and agendas, and there may be power strug
gles to rival any tale of corporate intrigue. In just about every 
living situation, whether it's a conventional family or students 

who share a sorority house or apartment, group members assume different roles just as 
purchasing agents, engineers, account executives, and others do within a company.

W hen Chevrolet w anted to win drivers over to its Venture minivan, the com 
pany sent team s of anthropologists out to observe families in their natural habitats. 
Conventional wisdom says that minivan buyers are practical; they care about afford
ability, lots of features, and plenty of room. But these researchers discovered a differ
ent story: People see the vehicles as part of the family. When they asked consum ers to 
identify the best m etaphor for a minivan, many picked a photo of a hang glider because 
it represents freedom and families on the go. The advertising slogan for the Venture 
became, "Let's go."49

Families make two basic types of decisions:50

1 In a consensual purchase decision, members agree on the desired purchase; they 
disagree only in terms of how they will make it happen. In these circumstances, the 
family will most likely engage in problem solving and consider alternatives until they 
find a way to satisfy everyone in the group. For example, in a family that decides to 
get a dog, some of the members (you can guess who) voice concerns about who will 
take care of it. The solution is to draw up a chart that assigns family m em bers to 
specific duties.

2 In an accommodative purchase decision, however, group m em bers have differ
ent preferences or priorities and can't agree on a purchase that satisfies everyone's 
needs. It is here that they use bargaining, coercion, and compromise to achieve 
agreem ent on what to buy or who gets to use it. Conflict occurs w hen there is 
incomplete correspondence in family m em bers' needs and preferences. Although 
household spending and budgeting is the most common source of conflict in these 
disputes, TV-viewing choices come in a close second!51

Decisions create conflict among family m em bers to the extent that the issue is 
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.52 Some specific factors that determine how much family 
decision conflict there will be include:53

•  Interpersonal need—(a person's level of investment in the group): A teenager may 
care more about what her family buys for the house than will a college student who 
lives in a dorm.

•  Product involvement and utility—(the degree to which a person will use the prod
uct to satisfy a need): A m other who is an avid coffee drinker will obviously be more 
interested in the purchase of a new coffeemaker than will her teenage son who swigs 
Coke by the gallon.

•  Responsibility—(for procurem ent, m aintenance, payment, and so on): People are 
more likely to have disagreements about a decision if it entails long-term conse
quences 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 m em ber exerts influence over the others): 
In traditional families, the husband tends to have more power than the wife, who in 
turn has more than the oldest child, and so on. Conflict can arise when one person

OBJECTIVE 5
Members of a family unit 
play different roles and 
have different amounts 
of influence when the 
family makes purchase 
decisions.
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continually uses the power he has within the group to satisfy his own priorities. For 
example, if a child believed that his life would end if he did not receive a Kinect for his 
birthday, he might be more willing to "cash in some chips” and throw a tantrum.

One analysis of family decision making took a closer look at the idea that family 
members mutually construct a family identity that defines the household both to m em 
bers and to insiders.54 According to this perspective (which is similar to the role-theory 
approach to consumer behavior discussed in Chapter 1), family rituals, narratives (stories 
the m em bers tell about the family), and everyday interactions help families m aintain 
their structure, maintain their family character (day-to-day characteristics of family life), 
and clarify mem bers' relationships to one another. The value of this approach to m ar
keters is that it rem inds us of how often products and services help to define the fam
ily identity. For example, a father might take his young children out for ice cream every 
Saturday afternoon, so this becomes a predictable ceremony that defines their relation
ship. Or, a mom might seek the comfort of her iPod to shield her from the noise when her 
kids play after school, while a TiVo "saves marriages" because it allows family members 
to compromise when they decide who gets access to the TV.

The Family as Customer Network
Earlier we noted that com panies are a lot like families (though some are more dysfunc
tional than others!). A 2011 perspective comes at this idea from the other direction, as 
it com pares families to companies. The researchers looked at the family unit as a set of 
customer networks; in the commercial space, these are structures that invest in prod
ucts and services to help them  reach collective identity goals, recognizing that these 
pursuits may com pete with rather than  com plem ent individual interests. They applied 
this concept to the context of family vacations to understand how marketers can suc
ceed by reconciling the goals of different family m em bers (especially w hen some of 
these are individual goals and others involve cooperation with other members).

Anyone who has "endured" a family vacation understands that the process of 
maximizing everyone's fun can be m ore com plicated than a United Nations resolu
tion. So, the goal here is to customize product and service offerings to make it more 
likely that all m em bers' goals will be fulfilled. For example, one solution is to structure 
the situation so that m em bers can engage in parallel activity; they can participate in 
similar activities concurrently to achieve goals that overlap in character but occur at 
different levels. Nike could help m em bers build collective, relational, and individual 
identities grounded in running experiences and enhance network satisfaction through 
flexible online tools for coordinating group runs, uploading times to a com m unity Web 
site, and m apping out individual routes. By participating in the same activity as coali
tions or individuals, m em bers can address goals at different levels while solidifying 
the character elem ents that unite them . These approaches tend to work better than 
"something-for-everyone" packages that wind up satisficing everyone but making no 
one really happy (maximizing).55

Sex Roles and Decision-Making Responsibilities
When the Indian com poser A. R. Rahman accepted two Oscars for his work on the hit 
movie Slumdog Millionaire, he thanked his m o ther. . .  as an afterthought he also rem em 
bered to thank his wife. India’s culture strongly encourages a doting relationship between 
m others and sons. It's com m on for many successful m en to consult their m others for 
advice daily, and some tycoons put their mothers on their boards of directors. Hinduism 
stresses powerful female gods, and many citizens refer to the country as M other India. 
Clearly, older decision makers in the family unit carry a lot of weight, both in the house 
and out: Young people often take their parents to their first job interview.56 Americans 
may not lag far behind if the num ber of helicopter moms continues to swell: These are 
overprotective m others who "hover" around their kids and insert them selves into 
virtually all aspects of their lives—including, in some cases, job interviews!57
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Johnson & Johnson en
countered a firestorm of 
protest from irate moth
ers (not a smart group to 

mess with) after the company ran an online 
advertisement for its over-the-counter pain 
pill Motrin. The spot intended to target moth
ers who get back pain when they carry their 
babies in slings, but many women felt the ad 
was an insensitive portrayal of women’s pain 
as well as of their preferred method of carry
ing their babies. Within days after the launch, 
calls for a boycott began to gather on blogs, 
YouTube, and Twitter. J&J quickly pulled the 
ad-but it learned the hard way how mothers 
tune into social media today.62

So, who "wears the pants" in the family? Sometimes it's not obvious which spouse 
makes the decisions. Indeed, although many men literally wear the pants, it's women who 
buy them. Haggar's research showed that nearly half of married women bought pants for 
their husbands without the husbands being present, so the firm started to advertise its 
menswear products in women's magazines. When one family member chooses a product, 
we call this an autonomic decision. In traditional households, for example, men often 
have sole responsibility to select a car, whereas decorating choices fall to women. Syncretic 
decisions, such as a vacation destination, might involve both partners. These choices 
are common for vacations, homes, appliances, furniture, hom e electronics, and long
distance phone services. As the couple's educational level increases, they are more likely 
to make decisions together.58 Roper sees signs of a shift in marital decision making toward 
more compromise and turn-taking. For example, the survey finds that wives tend to win out 
in arguments about how the house is kept, whereas husbands get control of the remote.59

The proportion of autonomic decisions is steadily tipping toward women. It's not 
news to claim that women hold the purse strings in many families. However, this dom i
nance is accelerating because, in a departure from the past, many women are not just the 
spenders, they are also the earners. Today the U.S. workforce is almost 50 percent female, 
and a majority of high-paying m anagem ent and professional jobs are held by women. 
For every two males who graduate from college or get a higher degree, three women do. 
Although overall women still earn less than men, about a third of them  earn more than 
their husbands. This shift is occurring around the world; some analysts argue that we are 
entering a sheconomy where women will dominate emerging markets.

Here in the United States a study of 30- to 44-year-olds showed that when a husband 
is the primary or sole breadwinner, household spending decisions are divided roughly 
equally. He makes about a third of them, she makes a third, and they make a third jointly. 
But, in the 22 percent of households in which the wife earned more, she made more than 
twice as many decisions as her husband about where the money would go. The more 
money women earn, the exponentially more money they manage. These shifts even oc
cur in areas where m en have dominated. Women make up almost half of the $200 billion 
consumer-electronics business, and $105 billion of the $256 billion hom e-im provem ent 
market. Even 44 percent of NFL fans are women!60 In contrast, single m en remain a pow
erful and often ignored force in the marketplace. Right now, 3 out of 10 m en are single, 
and more than 80 percent of them  make the sole or key big-ticket decisions in their 
households—at least for now.61

To what degree are traditional sex roles changing? Recent evidence says quite a bit; men 
and women increasingly express similar attitudes about how they prefer to balance home 
life and work. Some experts argue that the gender revolution is developing into gender con
vergence. A comprehensive view of current research reported more similarities than differ
ences between American men and women. Most people recognize that mothers work more 
and do less housework, and that men work less and do more housework and childcare than 
their fathers, although they still shoulder significantly less of the burden than do women.63

In any case, spouses typically exert significant influence on decision making, even 
after one of them has died. An Irish study found that many widows claim to sense the 
continued presence of their dead husbands and to regularly conduct "conversations" 
with them  about household matters!64 Comments from married women who participated 
in focus groups conducted by Redbook magazine illustrate some of the dynamics of auto
nomic versus syncretic decision making:

"We just got our steps done and that was a big project. The contractor would talk 
(to my husband) and not talk to me. And I said, 'Excuse me, I'm  here, too.'"
"We are looking for a house now, and we're making decisions on which side of town 
we want it on, what size house do we want, and it's a together decision. That's never 
how my m other did it."
"My husband did not want a van, because we have just one child, but I said, 'I want 
a van. And it's not because everyone else has a van. I want comfort.' He wanted a 
convertible. And we got a van."65
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Marketers need to figure out who makes the buying decisions in a family because 
this information tells them who to target and whether they need to reach both spouses to 
influence a choice. For example, marketing research in the 1950s indicated that women 
were beginning to play a larger role in household purchasing decisions. In response, 
lawn mower manufacturers emphasized the rotary mower over other power mowers to 
downplay women's fears of injury. Rotary models, which conceal the cutting blades and 
engine, began to pop up in ads that depicted young women and smiling grandmothers 
as they cut the grass.66

Researchers pay special attention to which spouse plays the role of the family 
financial officer (FFO)—the individual who keeps track of the family's bills and decides 
how to spend any surplus funds. Newlyweds tend to share this role, and then over time 
one spouse or the other takes over these responsibilities.67 In traditional families (and 
especially those with low educational levels), women are primarily responsible for family 
financial management: The m an makes it and the woman spends it. Each spouse "spe
cializes" in certain activities.68

The pattern is different among families where more m odern sex-role norms operate. 
These couples believe that both people should participate in family m aintenance activi
ties. In these cases, husbands assume more responsibility for laundering, housecleaning, 
grocery shopping, and so on, in addition to such traditionally "male" tasks as home m ain
tenance and garbage removal.69 Shared decision making is the norm for most American 
couples today: A Roper poll reported that 94 percent of partnered women say they make 
the decision or share equally in hom e furnishing selections (not a huge surprise), but 
in addition, 81 percent said the same for financial savings/investments, and 74 percent 
participate when the couple decides what car to buy.70

Working mothers often struggle with what one researcher calls the juggling lifestyle: 
a frenzied, guilt-ridden compromise between conflicting cultural ideals of m otherhood 
and professionalism.71 This frantic way of life isn't surprising in light of a survey by the 
U.S. Department of Labor showing that the average working woman spends about twice 
as much time as the average working m an on household chores and the care of children. 
She also gets about an hour less sleep each night than the average stay-at-home mom.72

Cultural background plays a big role in determ ining whether husbands or wives 
control purchase decisions. For example, husbands tend to dominate decision making 
among couples with a strong Hispanic ethnic identification. Vietnamese Americans also 
are more likely to adhere to the traditional model: The m an makes the decision regarding 
any large purchase, whereas the woman gets a budget to manage the home. In a study 
that compared marital decision making in the United States and China, American women 
reported more "wife decides" situations than did the Chinese. Advertising and marketing 
strategies often reflect assum ptions about "who's the boss." These examples illustrate 
some cross-cultural differences:73

•  The Coca-Cola Company developed a campaign to appeal to Latin American women 
based on a big research project the com pany conducted in Brazil. It found that a 
m otherly female kangaroo was m ost likely to appeal to women who shop for their 
families—and who happen to account for 80 percent of Coke's $3.5 billion in Brazilian 
sales. Coke used the them e "Mom knows everything," after women in focus groups 
said they felt the media neglected them  even though they purchased virtually every 
product in their households.

•  Butterfly, an Indian program, enlists village medicine m en to convince local women 
to take birth control pills. A big obstacle is that women are not accustomed to making 
these decisions. The response of one village resident is typical: "I have never taken 
contraceptives. My husband is my m aster—he will decide."

•  Traditional sex-role norms also influenced a commercial that Procter & Gamble pro
duced for its Ariel laundry detergent in India. It shows a m an nam ed Ravi doing the 
laundry, which is highly unusual there. A female voice questions, "Where's the wife? 
Are you actually going to wash them? . . .  [A] m an should not wash clothes . . .  [He is] 
sure to fail."
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W h a t d o  y o u  see? W e see

it': ỳI

and a b etter w ay to reach  her.

Catch mom at one of those rare limes wh«n «bo's actually sitting stHIỆ KidCARE TV network delivers your 
commercials via broadband right in the pediatrician's waiting room. In fact, our unique educational programming, 
produced in conformanco with American Academy of Pediatrics resources, is 85% moro trusted than regular TV. 
magazines or tho Internet*1.

KidCARE TV reaches 3,8 million adult viewers per month*”
• Audioncs: 81% femateẽ 18+ and 95% agree KidCARE TV ¡8 good to have in tho 

waiting roomưỉ
• Ad recall: 53% recall of any ad and average number of ads recalled Is 1.7*»
• Shopping behavior: 69% wHI go shopping the samo day and 72% will shop at 

a grocory or drug store*5*

Mothers take on many responsibilities 
as they care for the family unit.
Source: Courtesy KidCare TV.

In general, four factors appear to determ ine the degree to which one or the other 
spouse or both jointly will decide what to buy:74

1 Sex-role stereotypes—Couples who believe in traditional sex-role stereotypes tend 
to make individual decisions for sex-typed products (i.e., those they consider “m as
culine" or "feminine," as discussed in Chapter 5).

2 Spousal resources—The spouse who contributes more resources to the family has 
the greater influence.

3 Experience—Couples who have gained experience as a decision-making unit make 
individual decisions more frequently.

4 Socioeconomic status—Middle-class families make more joint decisions than do 
either higher- or lower-class families.

Despite recent changes in decision-making responsibilities, women are still prim ar
ily responsible for the continuation of the family's kin-network system: They maintain 
ties among family members, both im m ediate and extended. W omen are more likely 
to coordinate visits among relatives, stay in touch with family members, send greeting 
cards, and arrange social engagements.75 This organizing role means that women often 
make important decisions about the family's leisure activities, and they are more likely 
to decide with whom the family will socialize.

•  Ads showing men doing housework are risky in Asia as well, even though today more 
Asian women work outside the home. A South Korean vacuum cleaner ad flashed to 
a woman who lies on the floor; she gives herself a facial with slices of cucumber while 
her husband vacuums around her. Women there d idn 't appreciate this ad. As a local 
ad executive put it, they regarded the ad as a challenge to "the leadership of women 
in the home."

a mother, wife, homemaker, 
tutor, chauffeur, employee, 

pTA member, neighborhood 
watch organizer, community 
volunteer, environmentalist, 
consumer, decision-maker, 

purchasing agent
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Heuristics in Joint Decision Making
The synoptic ideal calls for the husband and wife to take a com m on view and to act 
as joint decision makers. According to this view, they would very thoughtfully weigh al
ternatives, assign one another well-defined roles, and calmly make mutually beneficial 
consum er decisions. The couple would act rationally and analytically, and use as much 
information as possible to maximize joint utility. Do you know anyone who does that? In 
reality, spousal decision making may be more about choosing whatever option will result 
in less conflict. A couple "reaches" rather than "makes" a decision. Researchers simply 
describe this process as "muddling through."76

One common technique to simplify the decision-making process uses heuristics (see 
Chapter 8). The following decision-making patterns, which realtors frequently observe 
when a couple decides on a new house, illustrate how couples use heuristics.

The couple defines their areas of common preference on obvious, objective dim en
sions rather than subtler, hard-to-define cues. For example, they may easily agree on the

CB AS I SEE IT
Professor Alladi Venkatesh, University of California, Irvine

A s  new technologies diffuse into the 
home, new terminology has begun to 
emerge as, for example, smart homes, 
home automation, digital home, digital 
living, networked home, home of the 
future, smart appliances, and so on.
To further complicate the technological 
scene, we are witnessing enormous 
growth of social media (Facebook, 
MySpace, YouTube, etc.). We will use 
the term smart home technologies to de
scribe these and other similar technolo
gies. Although smart home technologies 
have developed in different directions 
because of the types of industry players 
involved, some common themes 
underlie these developments. For ex
ample, family shopping behavior— from 
online product information search to 
payments, vacation planning, and 
communication— are some of the many 
activities that families undertake using 
these new technologies. They all seem 
to point to a great sense of anticipation 
that home life as we have understood it 
in the past 50 or 60 years will

undergo some fundamental changes.
It is claimed that some of these 
changes may be the result of advances 
at the technological frontier.

Embedded in the concept of the 
smart home are smart appliances, 
multimedia systems, energy devices, 
sensors, lighting systems, sensors 
and control systems, and home ro
bots that manifest basic qualities of 
programmable machine intelligence. 
However, their implementation has not 
been very successful and has been 
a little slow. Recent developments, 
however, seem to suggest that smart 
home concepts are closer to reality 
and must be taken seriously.

To put these developments in a 
historical perspective, one can trace all 
such advances to the early 1980s when 
the PC was introduced into the home. 
This was also the period when various 
electronic gadgets entered the domestic 
space: VCRs, microwave ovens, answer
ing machines, and cable TV, to name 
an important few. A lot has happened 
since then. In the 1990s, the techno
logical scene changed dramatically with 
the arrival of the Internet, connecting 
the household to the external environ
ment in some fundamental views. In 
the beginning of the 21st century, the 
introduction of mobile phones and 
wireless technologies has further ex
panded the technological boundaries. 
The possibilities seem endless. In this

ever-increasing technological frenzy, 
some caution must be exercised as 
new technologies knock on the door 
to gain acceptance by families. Our 
previous studies show that families are 
reluctant to “overtechnologize” their 
homes, but at the same time are quite 
open to technologies that fit with their 
current patterns of behaviors and possi
bly add value to the family life. It is this 
balance between too much and too little 
technology that one must seek.

Given the developments described 
previously, technology diffusion into 
the home remains an unexplored area 
in the field of consumer research. For 
consumer researchers, the challenging 
questions are:

• How c re smart home technolo
gies diffusing into the home?

• How is the family changing
as a result of new technologies 
coming into the home?

• Who Eire the innovators? And 
what are the characteristics of 
their products and services?

• What are the models of technol
ogy and appropriate adoption 
and use?

• How ere the family roles trans
formed in light of these new 
changes?

• What are the implications for 
product advertising in light of 
social media?
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num ber of bedrooms they need in the new home, but they have a harder time when they 
need to agree on how the home should look.

The couple negotiates a system of task specialization in which each is responsible 
for certain duties or decision areas and does not intrude on the other's "turf." For many 
couples, sex roles often dictate just what these territories are. For example, the wife may 
do advance scouting for houses that m eet their requirements, and the husband deter
mines whether the couple can obtain a mortgage.

The likelihood of one partner conceding to the wishes of the other depends on how 
passionately each person desires a specific outcome. One spouse yields to the influence 
of the other in many cases simply because his or her preference for a certain attribute is 
not particularly intense. In other situations he is more willing to fight for what he wants 
(in other words, "choose your battles").77 In cases where intense preferences for different 
attributes exist, rather than attempting to influence each other, spouses will "trade off” 
a less-intense preference for a more strongly felt desire. For example, a husband who is 
somewhat indifferent about kitchen design may give in to his wife in exchange for permis
sion to design his own garage workshop.

drive. Many advertise in child-oriented areas such as gyms that cater to kids, social net
working sites that young people visit frequently, and the Saturday morning cartoons. In 
Whyville.net, a virtual world where nearly 2 million children aged 8 to 15 hang out, kids 
can buy virtual Scion xBs if they have enough "clams" (Whyville's m onetary unit). If not, 
they can m eet with Eric, a virtual Toyota Financial Services advisor, to finance an xB 
replica they can use to tool around while in-world. Small wonder: A study Nickelodeon 
conducted reported that almost two-thirds of parents now say their children "actively 
participate" in car-buying decisions.78

This early involvement in decision making helps to explain why Disney works so 
hard to reach parents and really young kids—that is, so young they're not even born yet. 
Disney estimates the North American baby market, including staples like formula, to 
be worth $36.3 billion annually. A representative of the Disney Baby program that op
erates in 580 maternity hospitals in the United States visits a new m other and offers a 
free Disney Cuddly Bodysuit, a variation of the classic Onesie. The rep provides bedside 
demonstrations and asks mothers to sign up for e-mail alerts fromDisneyBaby.com. As 
one company executive observes, "To get that mom thinking about her family's first park 
experience before her baby is even born is a hom e run."79

Anyone who has had the "delightful" experience of grocery shopping with children in 
tow knows that kids often have a say (sometimes a loud, whiny one) in what their parents 
buy. Children make up three distinct markets:80

1 Primary Market—Kids spend a lot on their own wants and needs, which include toys, 
apparel, movies, and games. When marketers at M&Ms candy figured out who actu
ally buys a lot of their products, they redesigned vending m achines with coin slots 
lower to the ground to accommodate shorter people, and sales rose dramatically.81

2 Influence Market—Parental yielding occurs w hen a parental decision maker 
"surrenders" to a child's request.82 Yielding drives many product selections because 
about 90 percent of these requests are for a specific brand. Researchers estimate 
that children directly influence about $453 billion w orth of family purchases in 
a year. They report that on average children weigh in with a purchase request every
2 m inutes w hen they shop with paren ts.83 In recognition of this influence, 
Mrs. Butterworth's Syrup created a $6 million campaign to target kids directly with 
humorous ads that show the lengths to which adults will go to get the syrup bottle

OBJECTIVE 6
Children learn over 
time what and how 
to consume.
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to talk to them. An executive who worked on the campaign explained, “We needed 
to create the nag factor [where kids demand that their parents buy the product]."84

The likelihood of yielding depends partly on the dynamics within a particular 
family. As we all know, parental styles range from permissive to strict, and they also 
vary in terms of the am ount of responsibility parents give their children.85 Income 
level also comes into play; kids at the lower end of the spectrum have a greater say 
in brand purchases than those from high-income families. Parents whom children 
can most easily influence also tend to be highly receptive to advertising; according 
to a major research firm, these “child influenced shoppers” are twice as likely as 
the average U.S. adult to agree that if they see a brand-nam e product on a TV show, 
this reassures them  it's a good product. They're also twice as likely to say that they'll 
probably try a new product if they see a character in a movie use it.

One study docum ented the strategies kids use to request purchases. Although 
most children simply ask for things, some other com m on tactics included saying 
they had seen it on TV, saying that a sibling or friend has it, or offering to do chores in 
exchange. Other actions—which included directly placing the object in the cart and 
continuous pleading—were less innocuous, but no less "persuasive" behaviors!86 
In addition, the am ount of influence children have over consum ption is culturally 
determined. Children who live in individualistic cultures such as the United States 
have more direct influence, whereas kids in collective cultures such as Japan get their 
way more indirectly.87
Future Market—Kids have a way of growing up to be adults, so savvy marketers try 
to lock in brand loyalty at an early age. That explains why Kodak encourages kids 
to become photographers. Currently, only 20 percent of children aged 5 to 12 own 
cameras, and they shoot an average of only one roll of film a year. The company 
produces ads that portray photography as a cool pursuit and as a form of rebellion. 
It packages cameras with an envelope to mail the film directly back so parents can't 
see the photos.

Marketing Pitfall

Toys are fun to play 
with, but often a hidden 
agenda is that they’re 
also socialization agents 

that teach kids about life. Sometimes, per
haps, they can be a bit too realistic. Some 
critics objected to a new doll called Baby 
Alive Learns to Potty. She comes with a pink 
plastic toilet. When a child presses the doll’s 
bracelet, sie chirps, “Sniff sniff. I made a 
stinky!” The doll also comes with “green 
beans” and “bananas” that the child feeds to 
the doll—tl" en they come out the other end. 
Put Baby Alive on her toilet and a magnet 
triggers a change in the bowl: The “water” is 
replaced with “potty waste,” which the child 
can flush (with appropriate sound effects). 
Critics charge that some things are better left 
to the land of make-believe. Indeed, most 
child psychologists agree that the best toys 
encourage children to use their imaginations.90

Consumer Socialization
We've seen that kids are responsible for a lot of marketplace activity, but how do they 
know what they like and want? Children do not spring from the womb with consum er 
skills in place. Consumer socialization is the process "by which young people acquire 
skills, knowledge, and attitudes relevant to their functioning in the m arketplace.”88 
From where does this knowledge come? Friends and teachers certainly participate in 
this process. For instance, children talk to one another about consum er products, and 
this tendency increases as the kids age.89 Especially for young children, though, the two 
primary socialization sources are the family and the media.

Parents’ Influence
Parents influence consum er socialization both directly and indirectly. They deliberately 
try to instill 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 television, salespeople, and peers.91 
Cultural expectations regarding children's involvement in purchase decisions influ
ence when and how parents socialize their kids as consumers. For example, parents in 
traditional cultures such as Greece and India rely on later development timetables for 
consum er-related skills and understanding of advertising practices than do American 
and Australian parents.92

Grown-ups also serve as significant models for observational learning (see Chapter 3). 
Children learn about consumption as they watch their parents' behaviors 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 evi
dence of intergenerational influence when they study the product choices of mothers and 
their daughters.93
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The process of consum er socialization begins with infants; w ithin the first
2 years, children request products they want. By about age 5, most kids make purchases 
with the help of parents and grandparents, and by age 8 most buy things on their own.94 
Figure 10.1 summarizes the sequence of stages as kids turn into consumers.

Parents exhibit different styles when they socialize their children:95

#  Authoritarian parents are hostile, 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 also are detached from their children, and the parents 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.

Television and the Web: Electric Babysitters
Advertising starts to influence us at a very early age. As we've seen, many marketers push 
their products on kids to encourage them to build a lifelong habit. One controversial ex
ception occurred in France. An ad McDonald's placed in the magazine Femme Actuelle 
actually encouraged parents to limit kids' visits to its outlets when it proclaimed, "There 
is no reason to eat excessive am ounts of junk food, nor go more than once a week to 
McDonald's." A spokesperson for M cDonald's in the United States said the company 
did not agree with the views the ad expressed.96 That's unfortunate: One study funded by 
the National Institutes of Health projected that a ban on fast-food advertising to children 
would cut the national obesity rate by as much as 18 percent.97

In two studies, British researchers com pared the effects of television advertising 
on the eating habits of 152 kids between the ages of 5 and 11. In both studies, the kids 
watched 10 ads followed by a cartoon. In one session, the kids saw ads for toys before 
they watched a video. In another session, the researchers replaced the toy ads with food 
ads that commonly run during children's programs. After both viewings, held 2 weeks 
apart, the kids were allowed to snack as much as they w anted from a table of low-fat 
and high-fat snacks, including grapes, cheese-flavored rice cakes, chocolate buttons, and

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.

Figure 10.1 FIVE STAGES OF 
CONSUMER DEVELOPMENT BY 
EARLIEST AGE AT ONSET AND 
MEDIAN AGE AT ONSET

Stage 1: Observing 

Stage 2: Making requests 

Stage 3: Making selections 

Stage 4: Making assisted purchases 

Stage 5: Making independent purchases

0 1 2 3 4 5 6 7 8

■  EARLIEST AGE AT ONSET
■  MEDIAN AGE AT ONSET
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potato chips. The 5- to 7-year-old kids who saw the food ads ate 14 to 17 percent more 
calories than those who saw the toy ads. The results were even more dramatic among 
9- to 11-year-olds. Those in the food ad condition ate from 84 to 134 percent more 
calories than did those in the toy ad condition.98

As we've already seen, a lot of kids divide their time between the TV set and the com 
puter (and their cell phones as well). In the United States, about 80 percent of children 
age 5 and under use the Internet at least once a week. W hat's more, like their older broth
ers and sisters, little kids are avid multitaskers: A Nielsen study reported that 36 percent 
of kids ages 2 to 11 watch online content and TV at the same time.99 Now, to hasten kids' 
introduction to social media, a team  of Finnish designers invented a block-sorting toy 
that also works like Twitter. It allows preverbal kids to grab colorful blocks with icons for 
sleeping, eating, or brushing their teeth; fit them  into slots to indicate what they're up to; 
then the device transmits the “status update" to light up the corresponding block-shape 
on the same toy in another household.100

Sex-Role Socialization
Children pick up on the concept of gender identity (see Chapter 5) at an earlier age than 
researchers previously believed—by as young as age 1 in some cases. By the age of 3, 
most U.S. children categorize driving a truck as masculine and cooking and cleaning as 
feminine.101 Even characters that cartoons portray as helpless are more likely to wear frilly 
or ruffled dresses.102

One function of child's play is to rehearse for adulthood. Children act out different 
roles they might assume later in life and learn about the expectations others have of them. 
The toy industry provides the props that children use to perform these roles.103 Depend
ing on which side of the debate you're on, these toys either reflect or teach children about 
what society expects of males and females. Preschool boys and girls do not exhibit many 
differences in toy preferences, but after the age of 5 they part company: Girls tend to stick 
with dolls, whereas boys gravitate toward "action figures" and high-tech diversions.

At Barbie.com, a girl can customize her 
avatar and ler room.104
Source: Courcesy of Mattel.
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Do marketers try to turn 
girls into women be
fore they should? Adult 
products and practices

increasingly trickle down to the younger set. 
Analysts estimate that girls 11 to 14 see 
about 500 advertisements a day. We read 
about elementary school students who spend 
the afternoon at the beauty salon and even
5-year-olds who have spa days and pedicure 
parties. In 2005, the NPD group reported 
that the average age at which women began 
to use beauty products was 17. By 2009, 
that average had dropped to 13. Another 
study by Experian found that 43 percent of
6- to 9-year-olds use lipstick or lip gloss, and 
38 percent use hairstyling products. In addi
tion to adult shows like Extreme Makeover, 
youngsters learn about makeup from the 
girls of Toddlers & Tiaras, and Little Miss 
Perfect.108

Now, even feminine hygiene products tar
get young girls. A Kotex Web site designed 
for mothers asks, “Some girls get their pe
riod as young as 8. Have you had the talk?” 
The company designed a pad specifically for 
8- to 12-year-olds that is shorter and nar
rower than other Kotex pads; it’s sold in glit
tery boxes decorated with hearts, stars, and 
swirls (which are also printed on the pads 
themselves). Kotex reports research show
ing that one out of three girls has no idea 
what is happening when her first period ar
rives, while four out of five mothers feel ill- 
prepared to educate their daughters about 
menstruation.109

Industry critics charge that this is because males dominate the toy industry, but toy 
company executives counter that they simply respond to kids' natural preferences.105 
Indeed, after two decades of trying to avoid boy-versus-girl stereotypes, many companies 
seem to have decided that differences are inevitable. Toys "R" Us unveiled a new store 
design after it interviewed 10,000 kids; the chain now has separate sections it calls Girls' 
World and Boys' World. According to the president of Fox Family Channels, "Boys and 
girls are different, and it's great to celebrate what's special about each." Boys tend to be 
more interested in battle and competition; girls are more interested in creativity and 
relationships. This is what experts refer to as "male and female play patterns."106

Some doll manufacturers recognize the powerful role toys play in consum er social
ization, so they create characters they hope will teach little girls about the real world—not 
the fantasy "bimbo" world that many dolls represent. Barbie's rebirth as a career woman 
illustrates how a firm takes concerns about socialization to heart. Although Mattel intro
duced a Barbie doll astronaut in 1964 and an airline pilot in 1999, it never provided much 
detail about the careers themselves. Today girls can choose to play with Working Woman 
Barbie. She comes with a miniature computer and cell phone as well as a CD-ROM about 
understanding finances. She dresses in a gray suit, but the skirt reverses to a red dress for 
her to wear with red platform shoes when she goes on after-work adventures with Ken.107

Cognitive Development
A child's ability to make mature, "adult" consumer decisions obviously increases with age 
(not that grown-ups always make mature decisions). Marketers segment kids in terms of 
their stage of cognitive development, or their ability to com prehend concepts of increas
ing complexity. Some evidence indicates that very young children learn consumption- 
related information surprisingly well.110

The Swiss psychologist Jean Piaget was the foremost proponent of the idea that chil
dren pass through distinct stages of cognitive development. He believed that a certain 
cognitive structure characterizes each stage as the child learns to process information.111 
In one classic dem onstration of cognitive development, Piaget poured the contents of 
a short, squat glass of lem onade into a taller, thinner glass that actually held the same 
amount of liquid. Five-year-olds, who still believed that the shape of the glass determined 
its contents, thought this glass held more liquid than the first glass. They are in what 
Piaget termed a preoperational stage o f development. In contrast, 6-year-olds tended to 
be unsure, but 7-year-olds knew the am ount of lemonade had not changed.

Many developm ental specialists no longer believe tha t children necessarily 
pass through these fixed stages at the same time. An alternative view proposes that they 
differ in information-processing capability, or ability to store and retrieve information 
from memory (see Chapter 3). Researchers who advocate this approach identify three 
developmental stages:112

1 Limited—Children who are younger than age 6 do not employ storage and retrieval 
strategies.

2 Cued—Children between the ages of 6 and 12 employ these strategies but only when 
prompted to do so.

3 Strategic—Children 12 and older spontaneously employ storage and retrieval 
strategies.

This sequence of development underscores the notion that children do not think in 
the same way adults do, and we can't expect them to use information the same way either. 
It also reminds us that they do not necessarily form the same conclusions as adults when 
they encounter product information. Kids are not as likely to realize that something they 
see on TV is not "real," and as a result they are more vulnerable to persuasive messages. 
Younger kids aren't able to distinguish media depictions from reality, so the more a child 
watches MTV's Laguna Beach or SpongeBob SquarePants, the more he will accept the 
images it depicts as real.113 Kids also see idealized images of what it is like to be an adult.
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Because children over the age of six do about a quarter of their television viewing during 
prime time, adult programs and commercials have a big effect on them. For example, 
young girls who see adult lipstick commercials associate lipstick with beauty.114

Research underscores the idea that children's understanding of brand nam es 
evolves as they age. Kids learn to relate to brand nam es at an early age; they recog
nize brand nam es in stores, develop preferences for some brands over others, and re
quest branded items by name. However, brand nam es function as simple perceptual 
cues for these children that let them  identify a familiar object with particular features. 
Conceptual brand meanings, which specify the nonobservable abstract features of the 
product, enter into the picture in middle childhood (about age 8); children incorporate 
them  into their thinking and judgm ents a few years later. By the time a child reaches
12 years of age, she thinks about brands on a conceptual or symbolic level and she's likely 
to incorporate these meanings into brand-related judgm ents.115

Several business ventures illustrate that using sound principles of consum er psy
chology can also make good financial sense. The trend started a long time ago with public 
television's Sesame Street, but today the for-profit networks are in the game as well. The 
first successful foray into the preschool market was Blue's Clues in 1996, which turned 
into a huge hit as viewers abandoned the smarmy Barney & Friends.

Now, when millions of preschoolers tune in to Nickelodeon's hit show Dora the 
Explorer, they don 't realize that they view content based on m ultiple-intelligence 
theory. This influential perspective argues for other types of intelligence, such as ath
letic prowess or musical ability, beyond the traditional math and verbal skills psycholo
gists use to measure IQ. Thus, when Dora consults her map, she promotes "spatial" skills. 
And when she asks her young viewers to help her count planks to build a bridge, Dora 
builds "interpersonal intelligence."116

Marketing Research and Children
The Walt Disney Co. recently assembled a team of anthropologists who spent 18 m onths 
studying 6- to 14-year-old boys. The company, which has tended toward girl-friendly 
fare like Hannah M ontana  and The Little Mermaid in recent years, wanted to get a better 
handle on a market segment that spends about $50 billion every year (it recentiy bought 
Marvel Comics to expand its reach to boys). After team  members observed boys in their 
natural habitats, they recom m ended subtle but im portant changes to programs that 
better capture this world:

•  The central character on the show Aaron Stone is a mediocre basketball player. The 
team learned that boys identify more with characters who try to improve than with 
those who easily win.

•  Actors on the show now carry their skateboards with the bottoms facing outward, 
because boys in real life do that to show off how they have personalized their boards.

•  The games section of the Disney XD Web site includes trophy cases, because the 
researchers found that players like to share their achievements with others.117

Compared to adults, kids are difficult subjects for market researchers. They tend to 
be unreliable reporters of their own behavior, they have poor recall, and they often do not 
understand abstract questions.118 Some European countries restrict marketers' ability to 
interview children, so it's even harder to collect this kind of data there. Still, as Disney 
discovered, market research can pay off.119

Product Testing
A particularly helpful type of research with children is product testing. Young subjects 
provide a valuable perspective on what products will succeed with other kids. Marketers 
obtain these insights as they watch kids play with toys or talk to them  in focus groups. 
The Fisher-Price Company maintains a nursery it calls the Playlab. Children (whom it 
chooses from a waiting list of 4,000) play with new toys while staff members watch from 
behind a one-way m irror.120
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Message Comprehension
Because children differ in their abilities to process product-related  inform ation, 
advertisers' direct appeals to them  raise m any serious ethical issues.121 C hildren's 
advocacy groups argue that kids younger than  age 7 do not understand  the persuasive 
in tent of commercials, and (as we've seen) younger children cannot readily d istin
guish between a commercial and programming. Kids' cognitive defenses are not yet 
sufficiently developed to filter out com m ercial appeals, so in a sense, altering their 
brand preferences may be likened to "shooting fish in a barrel," as one critic pu t it.122 
Figure 10.2 shows one attem pt to assess w hether kids can tell that a com m ercial is 
trying to persuade them.

Beginning in the 1970s, the Federal Trade Commission (FTC) took action to protect 
children. The agency limited commercials during "children's" programming (most often 
Saturday morning television) and required "separators" to help children discern when a 
program ended and a commercial began (e.g., "We'll be right back after these commercial 
messages"). The FTC reversed itself in the early 1980s during the deregulatory, probusi
ness climate of the Reagan administration. The 1990 Children's Television Act restored 
some of these restrictions. Still, critics argue that rather than sheltering children from 
marketplace influences, the dom inant way that marketers view them is as what one calls 
"kid customer."123

On the bright side, however, it seems that food companies are finally taking action to 
combat the growing problem of childhood obesity that they helped to create. Numerous 
corporations, including Sara Lee, Burger King, Campbell Soup Company, Coca-Cola, 
Pepsi, Dannon, General Mills, Hershey, Kellogg, Kraft Foods, Mars, McDonald's, and 
Nestlé, have joined the Council of Better Business Bureau's Children's Food and 
Beverage Initiative. They have pledged to market to kids 11 and under only products 
that meet government or American Heart Association standards for "healthy" foods. In 
addition, this agreement restricts the use of third-party licensed characters in ads tar
geted to child audiences, and sharply limits the usage of product images in places like 
elementary schools and video games.124 As we continue to witness pushback from par
ents and consumer groups, we can probably expect that other industries will follow suit 
in adopting more responsible guidelines as attitudes toward materialism and childhood 
socialization continue to evolve.

1 2

Figure 10.2 EAMPLES OF SKETCHES 
RESEARCHERS USE TO MEASURE 
CHILDREN’S PERCEPTIONS OF 
COMMERCIAL INTENT

3
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CHAPTER SUMMARY

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

1. Marketers often need to understand consumers' behavior 
rather than a consumer’s behavior.

More than one person actually makes many purchasing 
decisions. Collective decision making occurs whenever 
two or more people evaluate, select, or use a product or 
service. In organizations and in families, m em bers play 
several different roles during the decision-making pro
cess. These roles include gatekeeper, influencer, buyer, 
and user.

2. Companies as well as individuals make purchase 
decisions.

Organizational buyers are people who make purchasing 
decisions on behalf of a company or other group. Although 
many of the same factors that affect how they make deci
sions in their personal lives influence these buyers, their 
organizational choices tend to be more rational. Their de
cisions are also likely to involve more financial risk, and 
as the choices become more complex, it is probable that 
a greater num ber of people will be involved in making the 
decision. The am ount of cognitive effort that goes into or
ganizational decisions relates to internal factors, such as 
the individuals' psychological characteristics, and exter
nal factors, such as the company's willingness to tolerate 
risk. One of the most important determinants is the type of 
purchase the company wants to make: The extent of prob
lem solving required depends on whether the product or 
service it procures is simply a reorder (a straight rebuy), 
a reorder with m inor modifications (modified rebuy), or 
something it has never bought before or something com
plex and risky (new task). Online purchasing sites revo
lutionize the way organizational decision makers collect 
and evaluate product information in business-to-business 
(B2B) e-commerce.

3. Our traditional notions about families are outdated.

The num ber and type of U.S. households is changing in 
many ways, including delays in getting married and hav
ing children, and in the com position of family house
holds, which are increasingly headed by a single parent. 
New perspectives on the family life cycle, which focuses 
on how people's needs change as they move through dif
ferent stages in their lives, are forcing marketers to more 
seriously consider consumei segments such as gays and 
lesbians, divorced persons, and childless couples when 
they develop targeting strategies.

4. Many important demographic dimensions of a 
population relate to family i  nd household structure.

Demographics are statistics that measure a population's 
characteristics. Some of the m ost im portant of these 
relate to family structure (e.g., the birth rate, the marriage 
rate, and the divorce rate). A household is an occupied 
housing unit.

5. Members of a family unit play different roles and have 
different amounts of influence when the family makes 
purchase decisions.

Marketers have to understand how families make deci
sions. Spouses in particular have different priorities and 
exert varying am ounts of influence in terms of effort and 
power. Children are also increasingly influential in a 
widening range of purchase decisions.

6. Children learn over time whiit and how to consume.

Children undergo a process of socialization, during which 
they learn how to be consumers. Parents and friends instill 
some of this knowledge, but a lot of it comes from expo
sure to mass media and advertising. Because it's so easy to 
persuade children, consumer,», academics, and marketing 
practitioners hotly debate the ethical aspects of marketing 
to them.
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REVIEW

1 What are some factors that influence how an organiza
tional buyer evaluates a purchase decision?

2 What is a prediction market?
3 Summarize the buyclass m odel of purchasing. How do 

decisions differ within each class?
4 What are some of the ways in which organizational deci

sions differ from individual consumer decisions? How are 
they similar?

5 List at least three roles employees play in the organiza
tional decision-making process.

6 What is a nuclear family, and how is it different from an 
extended family?

7 How do we calculate a nation's fertility rate? What fertil
ity rate is required to ensure that population size does not 
decline?

8 What are boomerang kids?
9 What is the FLC, and why is it im portant to marketers?

10 List some variables we m ust consider when we try to 
understand different stages in the FLC.

11 W hat is the difference between a consensual and an 
accommodative purchase decision? What are some factors

that help to determ ine how m uch conflict the family will 
experience when it makes a decision?

12 What is the difference between an autonom ic and a syn
cretic decision?

13 What are some differences betw een “traditional” and 
"modern" couples in terms of how they allocate household 
responsibilities?

14 What factors help to determ ine if decisions will be made 
jointly or by only one spouse?

15 What is a kin-network system?
16 Describe a heuristic a couple might use when they make a 

decision, and provide an example of it.
17 What are three reasons why children are an im portant 

segment to marketers?
18 What is consumer socialization? Who are some im portant 

players in this process? How do toys contribute?
19 Discuss stages of cognitive developm ent and how these 

relate to the comprehension of marketing messages.
20 Why is it difficult to conduct m arketing research with 

children?

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 Is the family unit dead?
2 Discuss the pros and cons of the voluntarily childless 

movement. Are followers of this philosophy selfish?
3 The chapter m entions various marketing practices, such 

as sales of specially designed feminine hygiene products 
to 8- to 12-year-old girls. Do marketers rob kids of their 
childhood?

4 The Defense D epartm ent shut down a controversial 
research program following a public outcry. Its intent was 
to create a prediction market to forecast terrorist activities. 
Was the decision to term inate the program warranted? 
Why or why not?

5 Do kids spend too m uch time online? Why or why not?
6 Do you think m arket research should be performed with 

children? Give the reasons supporting your answer.
7 Marketers have been criticized when they donate prod

ucts and services to educational institutions in exchange 
for free promotion. In your opinion, is this a fair exchange,

or should corporations be prohibited from attem pting to 
influence youngsters in school?

8 For each of the following five product categories— 
groceries, au tom obiles, vacations, fu rn itu re , and  
appliances—describe the ways in which you believe 
having children or not affects a married couple's choices.

9 W hen they identify and target newly divorced couples, 
do you think marketers exploit these couples' situations? 
Are there instances in which you th ink m arketers may 
actually be helpful to them? Support your answers with 
examples.

10 Industrial purchase decisions are totally rational. Aesthetic 
or subjective factors don 't—and shouldn 't—play a role in 
this process. Do you agree?

11 We can think of college students who live away from hom e 
as having a substitute "family." Whether you live with your 
parents, with a spouse, or with other students, how are 
decisions made in your college residence "family"? Do some
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people take on the role of m other or father or child? Give a 
specific example of a decision that had to be made and the 
roles members played.

12 The prom otional products industry thrives on corporate 
clients that order $19 billion per year of T-shirts, mugs, 
pens, and other branded items that are intended to keep 
their organizations at the forefront of their custom ers' 
minds. This has caused a lot of backlash, especially in 
the m edical/pharm aceutical industry where critics worry 
about the undue influence of these advertising messages. 
Stanford University Medical Center prohibits its physi
cians from accepting even small gifts, such as pens and 
mugs, from pharm aceutical sales representatives, under 
a new policy that it hopes will limit industry influence on 
patient care and doctor education. The new policy is part 
of a small but growing movement among medical centers 
(Yale and the University of Pennsylvania have similar poli
cies). The policy also prohibits doctors from accepting free 
drug samples and from publishing articles ghostwritten by 
industry contractors in medical journals (a fairly common 
practice). These changes come at a time when many of us 
are concerned about the safety and rising cost of drugs and

medical devices. About 90 percent of the pharmaceutical 
industry's $21 billion marketing budget targets physicians. 
Some studies have shown that even small gifts create a 
sense of obligation; one critical study charged that free 
drug samples are "a powerful inducem ent for physicians 
and patients to rely on medications that are expensive but 
not m ore effective." Indeed, some industry docum ents 
from a civil lawsuit show thai: big pharm aceutical com 
panies sometimes calculate to the penny the profits that 
doctors could make from their drugs. Sales representa
tives shared those profit estimates with doctors and their 
staffs, the docum ents show.125 In response to pressure in 
the market, the pharmaceutical industry is largely banning 
the use of prom otional products. One result is that the 
businesses that supply these prem ium s will lose around 
$1 billion per year in sales. What do you think about this 
initiative? Is it fair to deprive an industry of its livelihood 
in this way? Why or why not? Where is the line between 
legitimate prom otion of one s products and unethical 
practice? Should professionals engage in organizational 
decision making that has such far-reaching medical and 
financial ramifications?

■  APPLY

1 Arrange to interview two married couples, one younger and 
one older. Prepare a response form that lists five product 
categories—groceries, furniture, appliances, vacations, and 
autom obiles—and ask each spouse to indicate, without 
consulting the other, whether purchases in each category 
are made by joint or unilateral decisions, and to indicate 
whether the unilateral decisions are made by the husband 
or the wife. Compare each couple's responses for agree
m ent between husbands and wives relative to who makes 
the decisions, and compare both couples' overall responses 
for differences relative to the num ber of joint versus unilat
eral decisions. Report your findings and conclusions.

2 Collect ads for three different product categories that tar
get families. Find another set of ads for different brands 
of the same items that don 't feature families. Prepare a 
report com paring the probable effectiveness of the two 
approaches. Which specific categories would most likely 
benefit from a family emphasis?

3 Pick three married couples and ask each husband and wife 
to list the nam es of all cousins, second cousins, and so on 
for both sides of the family. Based on the results, what can 
you conclude about the relative role of m en and women in 
maintaining the kin-network system?

4 Observe the interactions between parents and children 
in the cereal section of a local grocery store (remember to 
take earplugs with you). Prepaie a report on the num ber of 
children who expressed preferences, how they expressed 
their preferences, and how pa rents responded, including 
the num ber who purchased the child's choice.

5 Watch 3 hours of children's programming on commercial 
television stations. Evaluate the marketing techniques used 
in the commercials in terms oi the ethical issues raised in 
the final section of this chapter. Report your findings and 
conclusions.

6 Select a product category and using the life-cycle stages 
this chapter describes, list the variables likely to affect a 
purchase decision for the product by consumers in each 
stage of the cycle.

7 Consider three im portant changes in the m odern fam 
ily structure. For each, find an example of a m arketer 
who seems to be conscious of this change in its product 
com m unications, retailing innovations, or other aspects 
of the marketing mix. If possible, also try to find exam 
ples of m arketers who have failed to keep up with these 
developments.

MyMarketingLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.
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Case Study
THE TURKISH COFFEE EXPERIENCE: TESCO/ 
KIPA VS. COFFEE SHOPS
Coffee was brought to Istanbul in 1555 by two Syrian traders 
from Yemen and Turkish coffee rem ained an im portant rou
tine in Turkish households. Choice use to be limited to few local 
brands, and quality was important.

However, times have changed as the places where Turkish 
consumers buy coffee have widened to include fresh-ground 
coffee served in a myriad of coffee shops. The range of coffee 
types has also increased dramatically, including flavored cof
fee, varieties from all around the world, organic, and fair trade 
and decaffeinated, all prepared in multiple ways including 
latte, espresso, filtered. Finally, the reasons for consumption 
have shifted, ranging from a caffeine kick or a social break to a 
comfort nightcap.

An increasing need for convenience has also affected the 
market, too often downgrading coffee from a luxury product/ 
activity to a commodity.

In Turkey, total per-capita consumption of coffee jumped 
from less than 0.1 kg in 2000 to 0.4 kg in 2010, with younger 
consum ers increasingly preferring instant coffee—and thus 
dem onstrating possibilities for further growth. Nescafe cur
rently holds 68 percent of the market, followed by num erous 
niche brands both international and local including Lilly, lacobs, 
Ulker, and Tesco/Kipa's own labels. The increasingly affluent 
young urban population of Istanbul is driving the market.

Information overload has become the major problem. 
Though it is nice to have choices, sometimes there are just too 
many options! So how do you choose coffee? Baristas in coffee 
shops will tell you that acidity is probably the most important 
characteristic; the "body" of the coffee, referring to its texture, 
comes second; third is aroma, or the way the coffee smells; and 
fourth, flavor, combining the previous three points.

Tesco agrees that, in a supermarket setting, other variables 
are im portant, such as container size, brand imagery, shelf 
location, depth of ranges on offer, and price. Another important

factor is the potential sets of alternatives considered before 
buying coffee (e.g., tea, energy drink), a decision that is driven 
by psychological, cultural, and social influences. Considering 
coffee as a repeat purchase, brand loyalty and recognition, as 
well as advertisement at the point of sale, may also be crucial. 
Thus, many decisions are already m ade for the consum ers 
within the supply chain to influence decisions (e.g., packaging 
color). Under normal circumstances, consumers have very little 
access to information on market practices beyond the store 
shelf. In addition, coffee in a household setting is often aimed 
to satisfy more than one individual and for more than one 
occasion. Finally the coffee choice in Turkish households can 
depends on many day-to-day situations including special occa
sions, shopping at smaller stores where the preferred brand is 
not available, consumers who want an instant coffee, are loyal 
to a particular brand or prefer fair trade. As such, coffee choice 
is an acquired taste that will depend on the requirem ents and 
needs of the consumers.

DISCUSSION QUESTIONS

1 How might current trends in the family life cycle and 
changes in the decision-m aking process influence the 
Turkish coffee market?

2 What other factors—political, economic, social, technolog
ical, and cultural—are influencing the household decision
making process regarding the coffee category as a whole?

3 As students how are your coffees purchasing experiences 
differing from your parents and siblings?

4 As a consum er when does coffee m ean more than coffee 
and how are these situations influencing your purchase 
decision making?

Sources: h ttp ://w w w .le x io p h ile s .c o m /e n g lish /c o ffe e -d rin k in g -h a b its -  
in-turkey; h ttp ://w w w .tu rk ish co ffeew o rld .o rg /2 0 0 8 /0 7 /co ffee-d rin k in g - 
m ay-prolong-life.htm l; h ttp ://w w w .a llab o u ttu rk ey .co m /k ah v e .h tm ; www 
.eu rom onito r.com
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Section 4 • Consumers and Subcult

In this section we focus on the external factors that influence our social identities. Chapter 11 

provides an overview of group processes and discusses why we are motivated to conform to 

the expectations of others when we choose and display our purchases. In Chapter 12 we’ll 

look at variables that define our lifestyles, and how our social class exerts a strong pull on 

what we want to buy with the money we make. Chapter 13 discusses the ways in which our 

ethnic, racial, and religious identifications help to forge who we are. Chapter 14 considers 

how a person’s membership in a culture exerts strong influences on his or her buyer behavior.

C H A P T E R S  A H E A D
Chapter 11 Groups and Social Media

Chapter 12 Social Class and Lifestyles

Chapter 13 Subcultures

Chapter 14 Culture

427



Chapter 11 Groups and Social Media

Chapter
Objectives

MyMarketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. Other people and groups, especially those who possess some kind of social power, often 
influence our decisions about what to buy.

2. We seek out others who share our interests in products or services.

3. We are motivated to buy or use products in order to be consistent with what other people do.

4. Certain people are especially likely to influence others’ product choices.

5. The things other consumers tell us about products (good and bad) often are more 
influential than the advertising we see.

6. Online technologies accelerate the impact of word-of-mouth communication.

7. Social media are changing the way companies and consumers interact.

http://www.pearsonglobaleditions.com/


He spends a big chunk of the week worrying

about whether he’ll have a job, so work is pretty stressful these days. However, his day job only pays 

the bills to finance his real passion: cruising on his Harley-Davidson Road Glide Custom. His Facebook 

posts are filled with lunchtime laments about how much he’d rather be out on the road (hopefully his 

boss won’t try to friend him). Actually, Zach feels it’s worth the risk: He’s participating in Harley’s free 

country social media promotion that encourages riders to post their stories (“freedom statements”) 

on Facebook and Twitter to see if they’ll include one of his posts on a Harley banner ad.1 His girlfriend 

worries a bit about his getting totaled in an accident, but Zach knows if he stays alert the only way that 

will probably happen is if he can’t kick his habit of texting her while he’s driving the bike.

Come Friday evening, it’s off with the Brooks Brothers suit and on with the black leather, as 

he trades in his Lexus for his treasured Harley. A dedicated member of HOG (Harley Owners Group), 

Zachary belongs to the “RUBs” (rich urban bikers) faction of Harley riders. Everyone in his group wears 

expensive leather vests with Harley insignias and owns customized “low riders.” Just this week, Zach 

finally got his new Harley perforated black leather jacket at the company’s Motorclothes Merchandise 

web page.2 As one of the Harley web pages observed, “it’s one thing to have people buy your products. 

It’s another thing to have them tattoo your name on their bodies.” Zach had to restrain himself from 

buying more Harley stuff; there were vests, eyewear, belts, buckles, scarves, watches, jewelry, even 

housewares (“home is the road”) for sale. He settled for a set of Harley salt-and-pepper shakers that 

would be perfect for his buddy Dan’s new crib.

Zachary’s experiences on social media platforms make him realize the lengths to which some 

of his fellow enthusiasts go to make sure others know they are hog riders. Two of his riding buddies 

are in a lively competition to be “mayor” of the local Harley dealership on foursquare, while many 

others tweet to inform people about a group ride that will occur later in the day-kind of a flashmob 

on wheels.

Zach spends a lot of money to outfit himself to be like the rest of the group, but it’s worth it. He 

feels a real sense of brotherhood with his fellow RUBs. The group rides together in two-column forma

tion to bike rallies that sometimes attract up to 300,000 cycle enthusiasts. What a sense of power he 

feels when they all cruise together-it’s them against the world!

Of course, an added benefit is the business networking he’s accomplished during his jaunts with 

his fellow professionals who also wait for the weekend to “ride on the wild side-these days it would 

be professional suicide to let your contacts get cold, and you can’t just count on Linkedln to stay in 

the loop.”3



430 SECTION 4 Consumers and Subcultures

MyMarketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

objective i  Reference Groups
Other people and groups,
especially those who 
possess some kind

Humans are social animals. We belong to groups, try to please 
others, and look to others' behavior for clues about what we 

of social power, often should do in public settings. In fact, our desire to "fit in" or to 
influence our decisions identify with desirable individuals or groups is the primary mo- 
about what to buy. tivation for many of our consum ption behaviors. We may go to

great lengths to please the m em bers of a group whose accep
tance we covet.4

Zachary's biker group is an important part of his identity, and this membership influ
ences many of his buying decisions. He has spent many thousands of dollars on parts and 
accessories since he became a RUB. His fellow riders bond via their consumption choices, 
so total strangers feel an immediate connection with one another when they meet. The 
publisher of American Iron, an industry magazine, observed, "You don 't buy a Harley 
because it's a superior bike, you buy a Harley to be a part of a family.”5

Zachary doesn 't model himself after just any  biker—only the people with whom 
he really identifies can exert that kind of influence on him. For example, Zachary's 
group doesn 't have m uch to do with outlaw clubs whose blue-collar riders sport big 
Harley tattoos. The m em bers of his group also have only polite contact with "Ma and 
Pa" bikers, whose rides are the epitom e of comfort and feature such niceties as ra 
dios, heated handgrips, and floorboards. Essentially, only the RUBs comprise Zachary's 
reference group.

A reference group is "an actual or imaginary individual or group conceived of 
[as] having significant relevance upon an individual's evaluations, aspirations, or be
havior."6 Reference groups influence us in three ways: informational, utilitarian, and 
value-expressive. Table 11.1 describes these influences. In this chapter we'll focus on how 
other people, whether fellow bikers, coworkers, friends, family, or simply casual acquain
tances, influence our purchase decisions. We'll consider how our group m emberships 
shape our preferences because we want others to accept us or even because we mimic 
the actions of famous people we've never met. We'll also explore why some people in 
particular affect our product preferences and how marketers find those people and enlist 
their support to persuade consumers to jump on the bandwagon.

objective 2 When Are Reference Groups
We seek out others who I m n o i ' t a n t '?  
share our interests in
products or sen/ices. Recent research on smoking cessation programs powerfully il-
----------------------------  lustrates the impact of reference groups. The study found that

smokers tend to quit in groups: When one person quits, this cre
ates a ripple effect that motivates others in his social network to give up the death sticks 
also. The researchers followed thousands of smokers and nonsmokers for more than 
30 years, and they also tracked their networks of relatives, coworkers, and friends. They dis
covered that over the years, the smokers tended to cluster together (on average in groups 
of three). As the overall U.S. smoking rate declined dramatically during this period, the 
num ber 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. Coworkers 
had an influence only in small firms where everyone knew one another.7

Reference group influences don 't work the same way for all types of products and 
consumption activities. For example, we're not as likely to take others' preferences into 
account when we choose products that are not very complex, that are low in perceived 
risk (see Chapter 8), or that we can try before we buy.8 In addition, knowing what others 
prefer may influence us at a general level (e.g., owning or not owning a computer, eating 
junk food versus health food), whereas at other times this knowledge guides the specific

http://www.pearsonglobaleditions.com/


CHAPTER 11 Groups and Social Media 431

TABLE 11.1 Three Forms of Reference Group Influence

Informational Influence

Utilitarian Influence

Value-Expressive Influence

• The individual seeks information about various brands from an association of professionals or independent 
group of experts.

• The individual seeks information from those who work with the product as a profession.
• The individual seeks brand-related knowledge and experience (such as how Brand A’s performance com

pares to Brand B’s) from those friends, neighbors, relatives, or work associates who have reliable informa
tion about the brands.

• The brand the individual selects is influenced by observing a seal of approval ol an independent testing 
agency (such as Good Housekeeping).

• The individual’s observation of what experts do (such as observing the type of car that police drive or the 
brand of television that repairmen buy) influences his or her choice of a brand.

• So that he or she satisfies the expectations of fellow work associates, the individual's decision to purchase 
a particular brand is influenced by their preferences.

• The individual’s decision to purchase a particular brand is influenced by the preferences of people with 
whom he or she has social interaction.

• The individual’s decision to purchase a particular brand is influenced by the preferences of family members.
• The desire to satisfy the expectations that others have of him or her has an impact on the individual’s 

brand choice.

• The individual feels that the purchase or use of a particular brand will enhance the image others have of 
him or her.

• The individual feels that those who purchase or use a particular brand possess the characteristics that he 
or she would like to have.

• The individual sometimes feels that it would be nice to be like the type of person that advertisements show 
using a particular brand.

• The individual feels that the people who purchase a particular brand are admired or respected by others.
• The individual feels that the purchase of a particular brand would help show others what he or she is or 

would like to be (such as an athlete, successful business person, good parent, etc.).

Source: Adapted from C. Whan Park and V. Parker Lessig, “Students and Housewives: Differences in Susceptibility to Reference Group Influerce,” Journal of Consumer 
Research 4 September 1977): 102. Copyright © 1977 JCR, Inc. Reprinted with permission of The University of Chicago Press.

brands we desire within a product category (e.g., if we wear Levi's jeans versus Diesel 
jeans, or smoke Marlboro cigarettes rather than Virginia Slims).

Why are reference groups so persuasive? The answer lies in the potential power they 
wield over us. Social power is "the capacity to alter the actions of others."10 To the degree 
to which you are able to make someone else do something, regardless of whether they 
do it willingly, you have power over that person. The following classification of power 
bases helps us to distinguish among the reasons a person exerts power over another, the 
degree to which the influence is voluntary, and whether this influence will continue to 
have an effect even when the source of the power isn't around.11

•  Referent power—If a person admires the qualities of a person or a group, he tries to 
copy the referent's behaviors (e.g., choice of clothing, cars, leisure activities), just as 
Zack's fellow bikers affected his preferences. Prominent people in all walks of life af
fect our consumption behaviors by virtue of product endorsements (e.g., Lady Gaga 
for Polaroid), distinctive fashion statements (e.g., Kim Kardashian's displays of high- 
end designer clothing), or championing causes (e.g., Brad Pitt for UNICEF). Referent 
power is im portant to many marketing strategies because consumers voluntarily 
modify what they do and buy in order to identify with a referent.

•  Information power—A person possesses information power simply because she 
knows something others would like to know. Editors of trade publications such as 
Women's Wear Daily often possess trem endous power because of their ability to 
compile and disseminate information that can make or break individual designers or 
companies. People with information power are able to influence consumer opinion 
by virtue of their (assumed) access to the "truth."
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Marketing Opportunity

A recent real-life experi
ment demonstrates the 
potential social value of 
harnessing reference group 

power. For years the Sacramento, California, 
Municipal Utility District tried various tactics 
to goad people into using less energy, such 
as awarding rebates to residents who buy 
energy-saving appliances. These efforts weren’t 
working too well, so the district tried some
thing new: It told people how their energy 
consumption compared to their neighbors’ 
energy consumption. Thirty-five thousand 
randomly selected customers received state
ments that rated their energy use compared 
to 100 of their neighbors who lived in homes 
of a similar size. The relatively energy-efficient 
customers earned two smiley faces on their 
statements, and those whose usage was 
higher than average opened their envelopes 
to see frowns (they had to delete the frown 
part after customers got too upset with this 
criticism). After six months, the utility found f  
that customers who had gotten the “frown” 
report cards reduced energy use by 2 percent 
compared to the rest of the district.

Some colleges employ a similar tech
nique when they create a competition among 
dormitories to identify which residence hall 
does the best job of conserving resources. At 
Central College in Pella, Iowa, students who 
live in a “green dorm” can access a Web site 
that tells them how much power their specific 
suite uses compared to the other suites in the 
building. Peer pressure is powerful.9

A physician has expert power, and a white 
coat reinforces this expertise by conferring 
legitimate power.
Source: J upiterimages/Th i n kstock.

Legitimate power—Sometimes we grant power by virtue of social agreements, such 
as the authority we give to police officers, soldiers, and yes, sometimes even profes
sors. The legitimate power a uniform confers wields authority in consumer contexts, 
including teaching hospitals where medical students don white coats to enhance their 
standing with patients.12 Marketers "borrow" this form of power to influence consum
ers. For example, an ad that shows a model who wears a white doctor's coat adds an 
aura of legitimacy or authority to the presentation of the product ("I'm not a doctor, 
but I play one on TV").
Expert power—To attract the casual Internet user, U.S. Robotics signed up British 
physicist Stephen Hawking to endorse its m odems. A com pany executive com 
mented, "We wanted to generate trust. So we found visionaries who use U.S. Robotics 
technology, and we let them tell the consumer how it makes their lives more produc
tive." Hawking, who has Lou Gehrig's disease and speaks via a synthesizer, said in 
one TV spot, "My body may be stuck in this chair, but with the Internet my m ind can 
go to the end of the universe."13 Hawking's expert power derives from the knowledge 
he possesses 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!14
Reward power—A person or group with the means to provide positive reinforcement 
(see Chapter 3) has reward power. The reward may be the tangible kind, such as the 
contestants on Survivor experience when their comrades vote them  off the island. Or 
it can be more intangible, such as the approval the judges on American Idol deliver to 
contestants.
Coercive power—We exert coercive power when we influence som eone because 
of social or physical intimidation. A threat is often effective in the short term, but it 
doesn't tend to stick because we revert to our original behavior as soon as the bully 
leaves the scene. Fortunately, marketers rarely try to use this type of power (unless 
you count those annoying calls from telemarketers!). However, we can see elements 
of this power base in the fear appeals we talked about in Chapter 7, as well as in in
timidating salespeople who try to succeed with a "hard sell."
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Types of Reference Groups
Although two or more people normally form a group, we often use the term  reference 
group a bit more loosely to describe any external influence that provides social cues.15 
The referent may be a cultural figure who has an impact on many people (e.g., Michelle 
Obama) or a person or group whose influence operates only in the consumer's im m edi
ate environment (e.g., Zachary's biker club). Reference groups that affect consumption 
can include parents, fellow motorcycle enthusiasts, the Tea Party, or even the Chicago 
Bears, the Dave Matthews Band, or Spike Lee.

Some people influence us simply because we feel similar to them. Have you ever 
experienced a warm feeling when you pull up at a light next to someone who drives the 
exact car as yours? One reason that we feel a bond with fellow brand users may be that 
many of us are a bit narcissistic (not you, of course); we feel an attraction to people and 
products that remind us of ourselves. That may explain why we feel a connection to oth
ers who happen to share our name. Research on the nam e-letter effect finds that, all 
things equal, we like others who share our names or even initials better than those who 
don't. When researchers look at large databases like Internet phone directories or Social 
Security records, they find that lohnsons are more likely to wed lohnsons, women nam ed 
Virginia are more likely to live in (and move to) Virginia, and people whose surname is 
Lane tend to have addresses that include the word lane, not street. During the 2000 presi
dential campaign, people whose surnames began with B were more likely to contribute 
to George Bush, whereas those whose surnames began with G were more likely to con
tribute to A1 Gore.16

Obviously, some groups and individuals are more powerful than others and affect 
a broader range of our consum ption decisions. For example, our parents may play a 
pivotal role as we form our values on many im portant issues, such as attitudes about 
marriage or where to go to college. We call this normative influence—that is, the refer
ence group helps to set and enforce fundam ental standards of conduct. In contrast, a 
Harley-Davidson club exerts comparative influence because it affects members' deci
sions about specific motorcycle purchases.17

Brand Communities and Consumer Tribes
Before it released the popular Xbox game Halo 2, Bungie Studios put up a Web site to 
explain the story line. However, there was a catch: The story was written from the point 
of view of the Covenant (the aliens who are preparing to attack Earth in the game)—and 
in their language. Within 48 hours, avid gamers around the world shared information in 
gaming chat rooms to crack the code and translate the text. More than 1.5 million people 
preordered the game before its release.18 This cooperative effort illustrates a major trend 
in consumer behavior.

A brand community is a group of consumers who share a set of social relationships 
based on usage of or interest in a product. Unlike other kinds of communities, these 
members typically don 't live near each other—except when they may meet for brief peri
ods at organized events or brandfests that community-oriented companies such as Jeep 
or Harley-Davidson sponsor. These events help owners to "bond” with fellow enthusiasts 
and strengthen their identification with the product as well as with others they meet who 
share their passion. In virtually any category, you'll find passionate brand com m uni
ties (in some cases devoted to brands that don 't even exist anymore); examples include 
the 3Com Ergo Audrey (discontinued Internet appliance), Apple Newton (discontinued 
personal digital assistant), BMW MINI (car), Garmin (GPS device), Jones Soda (carbon
ated beverage), Lomo and Holga (cameras), Tom Petty and the Heartbreakers (musical 
group), StriVectin (cosmeceutical), and Xena: Warrior Princess (TV program).

Researchers find that people who participate in these events feel more positive about 
the 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 or better. Furthermore, these community 
members become emotionally involved in the company's welfare, and they often serve
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as brand missionaries as they carry its marketing message to others.19 Researchers find 
that brand community members do more than help the product build buzz; their inputs 
actually create added value for themselves and other m em bers as they develop better 
ways to use and customize products. For example, it's common for experienced users to 
coach "newbies" in ways to maximize their enjoyment of the product so that more and 
more people benefit from a network of satisfied participants. In other cases members 
benefit because their communities empower them  to learn; for example, a study that 
looked at people who suffered from thyroid problems and who indicated they were un
informed and ill prepared to make decisions about their treatm ent later exhibited more 
active involvement and informed decision making after they participated in an online 
community with others who shared their health issues.20 Figure 11.1 dem onstrates this 
process of collective value creation.21

The notion of a consumer tribe is similar to the idea of a brand community; it is 
a group of people who share a lifestyle and can identify with each other because of a 
shared allegiance to an activity or a product. Although these tribes are often unstable and 
short-lived, at least for a time members identify with others through shared emotions, 
moral beliefs, styles of life, and of course the products they jointly consume as part of 
their tribal affiliation.

Some com panies, especially those that are m ore youth-oriented, use a tribal 
marketing strategy that links their product to, say, a group of shredders. However, 
there also are plenty of tribes with older members, such as car enthusiasts who gather 
to celebrate such cult products (see Chapter 4) as the Citroën in Europe and the Ford 
Mustang in the United States, or "foodies" who share their passion for cooking with 
other Wolfgang Puck wannabes around the world.22

Membership versus Aspirational Reference Groups
A membership reference group consists of people we actually know, whereas we don't 
know those in an aspirational reference group, but we admire them anyway. These peo
ple are likely to be successful businesspeople, athletes, performers, or whoever rocks our 
world. Not surprisingly, many marketing efforts that specifically adopt a reference group 
appeal concentrate on highly visible, widely admired figures (such as well-known athletes 
or performers); they link these people to brands so that the products they use or endorse 
also take on this aspirational quality. For example, an am ateur basketball player who

Figure 11.1 THE PROCESS OF 
COLLECTIVE VALUE CREATION IN 
BRAND COMMUNITIES
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CB AS I SEE IT
Professor John Schouten, University of Portland

to global movements for social and 
environmental justice. Recently my 
studies have turned to such “com
munities of purpose.” For example, 
for more than three years now Diane 
Martin and I have been engaged with 
groups of people determined to make 
Walmart more environmentally sus
tainable. Self-selecting community 
members include Walmart executives 
and associates, key members of its 
supply chain, environmental activists, 
academics, and others. Uniting these 
diverse participants are shared goals 
of carbon neutrality, zero waste, and 
products that support the sustainable 
use of the earth’s finite resources. So 
far these groups have achieved impres
sive results, helping Walmart to divert 
millions of tons of waste from landfills, 
radically reduce its use of fossil fuels, 
develop more sustainable products, 
and (true to Walmart’s mission) con
tinue to profit, even in times of eco
nomic recession, with low prices to 
its customers. Explore walmartstores. 
com/sustainability and its link to 
Sustainable Value Networks for 
more about the results of these 
ongoing effots.

idolizes Miami Heat star Dwyane Wade might drool over a pair of Air Jordan 12 Dwayne 
Wade PE shoes.23 One study of business students who aspired to the “executive" role found 
a strong relationship between products they associated with their ideal selves (see Chapter 5) 
and those they assumed that real executives own.24 Of course, it's worth noting that as so
cial media usage increases, the line between those we “know" and those we "friend" gets 
blurrier. Still, whether offline or online, we tend to seek out others who are similar. Indeed, 
one study even found that people on Twitter tend to follow others who share their mood: 
People who are happy tend to re-tweet or reply to others who are happy, while those who 
are sad or lonely tend to do the same with others who also post negative sentiments.25

Because we tend to com pare ourselves to similar others, many promotional strat
egies include “ordinary" people whose consum ption activities provide informational 
social influence. How can we predict which people you know will be part of your m em 
bership reference group? Several factors make it more likely:

•  Propinquity—As physical distance between people decreases and opportunities for 
interaction increase, they are more likely to form relationships. We call this physical 
nearness propinquity. An early study on friendship patterns in a housing complex 
showed the strong effects of this factor: All things equal, residents were much more 
likely to be friends with the people next door than with those who lived only two doors 
away. Furthermore, people who lived next to a staircase had more friends than those

T here is no such thing as purely per
sonal significance. To the extent that 
we create individual meaning at all, 
we do so from a shared language of 
objects, words, feelings, and experi
ences whose meanings have already 
been constructed by social groups. 
Similarly, there is no such thing as 
an individual consumer decision. We 
make our choices from assortments 
that society has provided, based on 
values and expectations that we have 
learned, questioned, embraced, or re
jected as members of social groups.

Some groups or communities we 
choose. Others choose us. Ultimately, 
the character of our membership in 
any group is a matter of constant 
negotiation. Communities of any kind 
often coincide with or create markets.

In response to shared needs and de
sires, humans come together, harness 
creativity and labor, and produce new 
goods and services. In the best cases, 
the creative power of community can 
accomplish tremendous good through 
cultural change. The LOHAS (Lifestyles 
of Health and Sustainability) commu
nity is one such social group, made up 
of both consumers and businesses. 
See lohas.com for more about the 
community’s goals and impact.

Our biggest challenge today, in 
my view, is the collision between 
escalating human consumption and 
the rapidly declining capacity of the 
earth’s natural systems to support it.
I believe the best real hope for a toler
able human future lies in the ability of 
communities to redefine acceptable 
modes of consumer behavior and to 
participate actively and creatively in 
making them not only possible but 
also preferable to those practices that 
currently undermine the foundation of 
our existence.

For me, the most exciting aspects 
of communities are their dynamism 
and their power to effect change at lev
els ranging from individual purchases
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Most consumers only ad- 
7 1  | F  mire their aspirational ref- 

^  ^  erence groups from afar, 
but more and more of them 

shell out big bucks to get up close and per
sonal with their heroes. Fantasy camps today 
are a $1 billion industry as people pay for 
the chance to hang out-and play with—their 
idols. Baseball camps mix retired players 
with fans have been around for many years, 
but now other types let people mingle with 
their favorite hockey players, poker players, 
even members of the U.S. women’s national 
soccer team. At one camp, 80 people each 
paid about $8,000 to jam with rock stars in
cluding Nils Lofgren, Dickey Betts, and Roger 
Daltrey. One enthusiastic novice gushed after
ward, “We all grow up with heroes and never 
get to share a moment with them. But I got to 
live out my fantasy.”30

at the ends of a hall (presumably, they were more likely to "bump into" people as they 
used the stairs).26

•  Mere exposure—We come to like persons or things if we see them more often. Social 
scientists call this tendency the mere exposure phenomenon.27 Greater frequency of 
contact, even if unintentional, may help to determine one's set of local referents. The 
same effect holds when we evaluate works of art or even political candidates.28 One 
study predicted 83 percent of the winners of political primaries solely by the am ount 
of media exposure each candidate received.29

#  Group cohesiveness—Cohesiveness refers to the degree to which m em bers of a 
group are attracted to each other and how much each values his or her m em ber
ship in this group. As the value of the group to the individual increases, so too does 
the likelihood that the group will influence that individual's consum ption decisions. 
Smaller groups tend to be more cohesive because in larger groups the contributions 
of each m em ber are usually less important or noticeable. By the same token, groups 
often try to restrict membership to a select few, which increases the value of m em ber
ship to those who do get in.

Positive versus Negative Reference Groups
Reference groups impact our buying decisions both positively and negatively. In most 
cases, we model our behavior 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 avoidance groups. You may carefully study the dress or mannerisms of a group you 
dislike (e.g., "nerds," "druggies," or "preppies") and scrupulously avoid buying anything 
that might identify you with that group. For example, rebellious adolescents do the op
posite of what their parents desire to make a statem ent about their independence. In one 
study, college freshman reported consuming less alcohol and restaurant patrons selected 
less fattening food when drinking alcohol and eating junk food linked to m em bers of 
avoidance groups.31

Your motivation to distance yourself from a negative reference group can be as pow
erful or more powerful than your desire to please a positive group.32 That's why advertise
ments occasionally show an undesirable person who uses a competitor's product. This 
kind of execution subtly makes the point that you can avoid winding up like that kind of 
person if you just stay away from the products he buys. As a once-popular book reminded 
us, "Real m en don't eat quiche!"33

We Like to Do It in Groups
We get away with more when we do it in a group. One simple reason: The more people 
who are together, the less likely it is that any one m em ber will get singled out for attention. 
That helps to explain why people in larger groups have fewer restraints on their behavior. 
For example, we sometimes behave more wildly at costume parties or on Halloween than 
we do when others can easily identify us. We call this phenom enon deindividuation—a 
process whereby individual identities become submerged within a group.

Social loafing is a similar effect; it happens when we don 't devote as m uch to a task 
because our contribution is part of a larger group effort.37 You may have experienced this 
if you've worked on a group project for a class! Waitpersons are painfully aware of social 
loafing: People who eat in groups tend to tip less per person than when they eat alone.38 
For this reason, many restaurants automatically tack on a fixed gratuity for groups of six 
or more.

Furthermore, the decisions we make as part of a group tend to differ from those each 
of us would choose on our own. The risky shift effect refers to the observation that group 
members tend to consider riskier alternatives after the group discusses an issue than they 
would if each m em ber made his or her own decision without talking about it with oth
ers.39 Psychologists propose several explanations for this increased riskiness. One pos
sibility is that something similar to social loafing occurs. As more people are involved in 
a decision, each individual is less accountable for the outcome, so this results in diffusion
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of responsibility.40 The practice of placing blanks in at least one of the rifles a firing squad 
uses diffuses each soldier's responsibility for the death of a prisoner, because it's never 
certain who actually shot him. Another explanation is the value hypothesis, which states 
that our culture values risky behavior, so when people make decisions in groups they 
conform to this expectation.41

Research evidence for the risky shift is mixed. A more general finding is that group 
discussion tends to increase decision polarization. This m eans that the direction the 
group members leaned before discussion began (whether a risky choice or a conservative 
choice) becomes even more extreme in that direction after the group talks about it. Group 
discussions regarding product purchases tend to create a risky shift for low-risk items, but 
they yield even more conservative group decisions for high-risk products.42

Even shopping behavior changes when people do it in groups. For example, people 
who shop with at least one other person tend to make more unplanned purchases, buy 
more, and cover more areas of a store than do those who browse solo.43 Both normative 
and informational social influence explains this. A group m em ber may buy something 
to gain the approval of the others, or the group may simply expose her to more products 
and stores. Either way, retailers are well advised to encourage group-shopping activities.

The famous Tupperware party is a successful example of a home shopping party that 
capitalizes on group pressures to boost sales.44 In this format a company representative 
makes a sales presentation to a group of people who gather at the home of a friend or ac
quaintance. The shopping party works due to informational social influence: Participants 
model the behavior of others who provide them with information about how to use certain 
products, especially because a relatively homogeneous group (e.g., neighborhood hom e
makers) attends the party. Normative social influence also operates because others can eas
ily observe our actions. Pressures to conform may be particularly intense and may escalate 
as more and more group members "cave in" (we call this process the bandwagon effect).

In addition, these parties may activate deindividuation or the risky shift. As con
sumers get caught up in the group, they may agree to try new products they would not 
normally consider. These same dynamics underlie the latest wrinkle on the Tupperware 
home-selling technique: the Botox party. The craze for Botox injections that paralyze fa
cial nerves to reduce wrinkles (for 3 to 6 months, anyway) is fueled by gatherings where 
dermatologists or plastic surgeons redefine the definition of house calls. For patients, 
mixing cocktail hour with cosmetic injections takes some of the anxiety out of the proce
dure. Egged on by the others at the party, a doctor can dewrinkle as many as 10 patients in

The Web encourages 
the rise of a new kind 
of avoidance group: 
antibrand communities. 

These groups also coalesce around a celeb
rity, store, or brand-but in this case they’re 
united by their disdain for it. The Rachael Ray 
Sucks Community on the blogging and social- 
networking site LiveJournal claims more than 
1,000 members who don’t hesitate to post 
their latest thoughts about the various short
comings, fié ws, and disagreeable traits of the 
(otherwise popular) television food person
ality. They criticize Ray’s overuse of chicken 
stock, her kitchen hygiene, her smile (posters 
like to compare it to The Joker’s of Batman 
fame), her penchant for saying “Yum-o!” and 
so on. The community has a basic rule for 
membership: “You must be anti-Rachael!”34 

One team of researchers that studies 
these communities observes that they tend 
to attract social idealists who advocate non- 
materialistio lifestyles. After they interviewed 
members of online communities who oppose 
Walmart, Starbucks, and McDonald’s, they 
concluded that these antibrand communities 
provide a meeting place for those who share 
a moral stance; a support network to achieve 
common goals; a way to cope with workplace 
frustrations (many members actually work for 
the comparies they bash!); and a hub for in
formation, activities, and related resources.35 
Another study chronicles the level of oppo
sition the Hummer inspires. For example, 
whereas brand enthusiasts celebrate the 
Hummer’s road safety because of its size and 
weight, ant branders who drive smaller cars 
slam the vehicle’s bulk. One driver posted this 
message: “"he H2 is a death machine. You’d 
better hope that you don’t collide with an H2 
in your economy car. You can kiss your ass 
goodbye thanks to the H2’s massive weight 
and raised bumpers. Too bad you couldn’t af
ford an urban assault vehicle of your own.”36

Costumes hide our true identities 
and encourage deindividuation.
Source: Sergei Bachlakov/Shutterstock.
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an hour. An advertising executive who worked on the Botox marketing strategy explained 
that the membership reference group appeal is more effective than the traditional route 
that uses a celebrity spokesperson to tout the injections in advertising: "We think it's 
more persuasive to think of your next-door neighbor using it."45 The only hitch is that 
after you get the injections, your face is so rigid your friends can't tell if you're smiling!

objective 3 Conformity
We are motivated to buy
or use products in order The early Bohemians who lived in Paris around 1830 made a 
to be consistent with point of behaving, well, differently from others. One flamboy- 
what other people do ant ^8ure t îe time eam ed notoriety because he walked a 
__________________  lobster on a leash through the gardens of the Royal Palace.

His friends drank wine from hum an skulls, cut their beards in 
strange shapes, and slept in tents on the floors of their garrets.46 Sounds a bit like some 
frats we've visited.

Although in every age there certainly are those who "march to their own drummers," 
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 is a change in beliefs 
or actions as a reaction to real or imagined group pressure. In order for a society to func
tion, its members develop norms, or informal rules that govern behavior. Without these 
rules, we would have chaos. Imagine the confusion if a simple norm such as stopping for 
a red traffic light did not exist.

We conform in many small ways every day, even though we don 't always realize 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 m ate
rialize), sex roles (men often pick up the check on a first date), and personal hygiene (our 
friends expect us to shower regularly). We also observe conformity in the online world; 
research supports the idea that consumers are more likely to show interest in a product if 
they see that it is already very popular.

One study analyzed how millions of Facebook users adopted apps to personalize their 
pages. Researchers tracked, on an hourly basis, the rate at which 2,700 apps were installed 
by 50 million Facebook users. They discovered that once an app had reached a rate of 
about 55 installations a day, its popularity started to soar. Facebook friends were notified 
when one of their online buddies adopted a new app, and they could also see a list of 
the most popular ones. Apparently this popularity feedback was the key driver that deter
mined whether still more users would download the software.47

Still, we don't mimic others' behaviors all the time, so what makes it more likely that 
we'll conform? These are some common culprits:48

•  Cultural pressures—Different cultures encourage conformity to a greater or lesser 
degree. The American slogan "Do your own thing" in the 1960s reflected a move
m ent away from conformity and toward individualism. In contrast, Japanese society 
emphasizes collective well-being and group loyalty over individuals' needs.

•  Fear of deviance—The individual may have reason to believe that the group will ap
ply sanctions to punish nonconforming behaviors. It's not unusual to observe adoles
cents shunning a peer who is "different" or a corporation or university passing over a 
person for promotion because she is not a "team player."

•  Commitment—The more people are dedicated to a group and value their membership 
in it, the greater their motivation to conform to the group's wishes. Rock groupies and 
followers of TV evangelists may do anything their idols ask of them, and terrorists will
ingly die for their cause. According to the principle of least interest, the person who 
is least committed to staying in a relationship has the most power because that party 
doesn't care as much if the other person rejects him.49 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 dem ands of a large num ber of people than 
only a few, especially when a "mob mentality" rules.
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•  Susceptibility to interpersonal influence—This trait refers to an individual's need to 
have others think highly of him or her. Consumers who don 't possess this trait are 
role-relaxed; they tend to be older, affluent, and to have high self-confidence. Subaru 
created a communications strategy to reach role-relaxed consumers. In one of its com
mercials, a man proclaims, "I want a car__ Don't tell me about wood paneling, about
winning the respect of my neighbors. They're my neighbors. They're not my heroes."50

Marketing Pitfall

OBJECTIVE 4
Certain people are 
especially likely to 
influence others’ product 
choices.

Opinion Leadership
As Cold Stone Creamery expands to Japan, the ice cream store 
projects a somewhat different image than it has in the United 
States. The chain wants to be ultracool as it generates a buzz 
among fashion-conscious "office ladies"—as the Japanese call 

young, single, female professionals. These women are very influential in Japan; their re
actions to a new product can make or break it. To woo this group, Cold Stone sponsored 
a fashion show for young women (assuming the models can fit into the dresses after sam 
pling a few of the chain's caloric creations), and fashion magazines staged photo shoots 
at the stores.52

Although consumers get information from personal sources, they do not usually ask 
just anyone for advice about purchases. If you decide to buy a new stereo, you will most 
likely seek advice from a friend who knows a lot about sound systems. This friend may own 
a sophisticated system, or she may subscribe to specialized magazines such as Stereo Review 
and spend her free time browsing through electronics stores. However, you may have an
other friend who has a reputation for being stylish and who spends his free time reading 
Gentleman's Quarterly and shopping at trendy boutiques. You might not bring up your ste
reo problem with him, but you may take him with you to shop for a new fall wardrobe.

Everyone knows people who are knowledgeable about products and whose advice 
others take seriously. Like one of the Japanese office ladies, this individual is an opin
ion leader, a person who is frequently able to influence others' attitudes or behaviors.53 
Clearly, some people's recommendations carry more weight than others. Opinion leaders 
are extremely valuable information sources because they possess the social power we 
discussed earlier in the chapter:

One criticism of focus 
groups that provide 
feedback from consum
ers is that participants 

who listen to what others say in the group 
may changî their opinions based on this 
temporary group influence. Some recent ex
periments u nderscore how powerful this ef
fect can be. These studies replicated the live 
feedback g'aphs that networks sometimes 
use to repart audience responses during 
political debates; marketing research firms 
also use th s dial-testing format when they 
ask focus groups to evaluate TV shows and 
commercials. In one study that mimicked 
American Idol, several hundred college stu
dents watched performances as fake audi
ence feedbeck appeared on the screen. When 
the feedback was negative, their evaluations 
of the contestants dipped also. In a similar 
study, participants watched an excerpt of a 
1984 debate between presidential candi
dates Ronald Reagan and Walter Mondale 
(presumably these subjects were just a glim
mer in their fathers’ eyes when this election 
happened). Respondents who saw screen 
feedback that favored Reagan were 2.8 times 
more likely to say they would have voted for 
him, whereas those who saw similar feedback 
in favor of Mondale were 1.8 times more 
likely to say they would have voted for the 
Democratic candidate.51

•  They are technically competent, so they possess expert power.54
•  They prescreen, evaluate, and synthesize product information in an unbiased way, so 

they possess knowledge power.55
•  They are socially active and highly interconnected in their communities.56
•  They are likely to hold offices in community groups and clubs and to be active outside 

of the home. As a result, opinion leaders often wield legitimate power by virtue of 
their social standing.

•  They tend to be similar to the consum er in term s 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 de
gree to which a pair of individuals is similar in term s of education, social status, and 
beliefs.57 Effective opinion leaders tend to be slightly higher in terms of status and 
educational attainm ent than those they influence, but not so high as to be in a dif
ferent 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 the rest of us who are not as cou
rageous. Furthermore, whereas company-sponsored communications tend to focus 
exclusively on the positive aspects of a product, the hands-on experience of opin
ion leaders makes them  more likely to im part both positive and negative inform a
tion about product performance. Thus, they are more credible because they have no 
"axe to grind."
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How Influential Is an Opinion Leader?
Ford's prelaunch campaign for its crossover SUV Flex model aimed to get buzz going as 
it gave opinion leaders an exclusive look at the new car. In five cities, the company in
vited radio deejays, musicians, and other creative people to take a tour of the Flex. These 
influentials went on an urban odyssey as fleets of the vehicles took them  to art galleries, 
nightclubs, and other hot spots. In a separate campaign to plug its Fiesta model, the car
maker selected 100 young people who got free use of a car for six m onths in return for 
blogging about it.58

When social scientists initially developed the concept of the opinion leader, they as
sumed that certain influential people in a community would exert an overall impact on 
group mem bers' attitudes. Later work, however, questioned the assumption that there 
is such a thing as a generalized opinion leader whose recom m endations we seek for all 
types of purchases. Very few people are capable of being expert in a num ber of fields 
(even though they believe otherwise). Sociologists distinguish between those who are 
monomorphic, or expert in a limited field, and those who are polymorphic, or expert in 
several fields.59 Even opinion leaders who are polymorphic, however, tend to concentrate 
on one broad domain, such as electronics or fashion. For example, Mediamark Research
& Intelligence estimates that 10.5 percent of the U.S. adult population, whom it labels “Big 
Circle Influentials,” are the key influencers for personal finance decisions.60

Research on opinion leadership generally indicates that although opinion leaders do 
exist for multiple product categories, expertise tends to overlap across similar categories. 
It is rare to find a generalized opinion leader. An opinion leader for hom e appliances is 
likely to serve a similar function for home cleaners but not for cosmetics. In contrast, we 
may consult a fashion opinion leader whose primary influence is on clothing choices 
for recommendations on cosmetics purchases but not necessarily for her opinions on 
microwave ovens.61

A reexamination of the traditional perspective on opinion leadership reveals that 
the process isn't as clear-cut as some researchers thought.62 The original framework is 
called the two step flow model of influence. It proposes that a small group of influenc
ers disseminate information because they can modify the opinions of a large num ber of 
other people. When the authors ran extensive computer simulations of this process, they 
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 information cascades, which occur 
when a piece of information triggers a sequence of interactions (much like an avalanche).

It's worth noting that consumer researchers and other social scientists continue to 
debate the dynamics of these networks. For example, the jury is still out about just how 
influential it is when different people tweet about a product. On the one hand, an on
line service called Klout claims to precisely m easure just how influential each of us is. It 
awards pop sensation Justin Bieber, with his 6.4 million Twitter followers, a perfect score 
of 100; go there and see how influential you are.63 Although many marketers today focus 
on identifying key influencers and motivating them  to spread the word about a brand, 
another camp believes that it's more productive simply to get your message out to as 
many people as possible. They argue that it's very difficult to predict what will trigger a 
cascade, so it's better to hedge your bets by simply getting the word out as widely as pos
sible.64 Stay tuned, as the science of understanding online influence races to keep up with 
the mushrooming usage of these new platforms.

Types of Opinion Leaders
We've seen that early conceptions of the opinion leader role assumed a static, one-way 
process: The opinion leader absorbs information from the mass media and in turn trans
mits data to opinion receivers. This view also confuses the functions of several different 
types of consumers.
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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. Re
searchers call opinion leaders who also are early purchasers innovative communicators. 
One study identified characteristics of college men who were innovative communicators 
for fashion products. These m en were among the first to buy new fashions, and other 
students were likely to follow their lead when they made their own purchases. Other char
acteristics of the men included the following:65

•  They were socially active.
•  They were appearance conscious and narcissistic (i.e., they were quite fond of them 

selves and self-centered).
•  They were involved in rock culture.
•  They were heavy readers of magazine like Playboy and Sports Illustrated.
•  They were likely to own more clothing, and a broader range of styles, than other 

students.

Opinion leaders also are likely to be opinion seekers. They are generally more in 
volved 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.66 
Contrary to the older, static view of opinion leadership, most product-related conversa
tion does not take place in a "lecture" format where one person does all the talking. A lot 
of product-related conversation occurs in the context of a casual interaction rather than 
as formal instruction.67 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.68

The Market Maven
To publicize Clinical Therapy, a new lotion from Vaseline, an advertising campaign 
mapped the social network of a small town in Alaska. In Kodiak, reps took over a store
front and gave away free bottles. In return, the recipients had to identify the person in 
town who recom m ended the product to them. Through this process they found a woman 
whom many of the townspeople nam ed as their source.69

The Alaskan woman Vaseline found (no, she isn't Sarah Palin) is a market maven— 
she is a person who likes to transm it marketplace information of all types. These shopa
holics are not necessarily interested in certain products and they may not necessarily 
be early purchasers; they're simply into staying on top of what's happening in the m ar
ketplace. They come closer to the function of a generalized opinion leader because they 
tend to have a solid overall knowledge of how and where to procure products. They're 
also more confident in their own ability to make smart purchase decisions. Researchers 
use the following scale items, to which respondents indicate how much they agree or 
disagree, to identify market mavens:70

1 I like introducing new brands and products to my friends.
2 I like helping people by providing them  with information about many kinds of 

products.
3 People ask me for information about products, places to shop, or sales.
4 If someone asked me where to get the best buy on several types of products, I could 

tell him  or her where to shop.
5 My friends think of me as a good source of information when it comes to new prod

ucts or sales.

The Surrogate Consumer
In addition to everyday consumers who influence others' purchase decisions, a class 
of marketing intermediary we call the surrogate consumer often guides what we buy. A 
surrogate consumer is a person whom we retain to provide input into our purchase deci
sions. Unlike the opinion leader or market maven, we usually compensate the surrogate
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for his or her advice. Interior decorators, stockbrokers, professional shoppers, and college 
consultants are surrogate consumers.

Regardless of whether they actually make the purchase on behalf of the consumer, 
their recom m endations can be enormously influential. The consumer, in essence, re
linquishes control over several or all decision-making functions, such as information 
search, the evaluation of alternatives, or the actual purchase. For example, a client may 
commission an interior decorator to redo her house, and we may entrust a broker to make 
crucial buy/sell decisions on our behalf. Marketers tend to overlook surrogates when 
they try to convince consumers to buy their goods or services. This can be a big mistake, 
because they may mistarget their communications to end consumers when they should 
focus on the surrogates who actually sift through product information and recom m end 
a purchase to their clients.71

How Do We Find Opinion Leaders?
Unfortunately, because most opinion leaders are everyday consumers rather than celebri
ties, they are hard to find. A celebrity or an influential industry executive is by definition 
easy to locate. That person has national or at least regional visibility or is listed in published 
directories. In contrast, opinion leaders tend to operate at the local level and may influence 
only a small group of consumers rather than an entire market segment. When PepsiCo re
cently launched its Sierra Mist Ruby Splash flavor, the company hired a firm to identify local 
people in different cities who could help it recruit a select group of "influencers" to spread 
the word by offering the soft drink at events they hosted or attended. The requirements were 
specific: Influencers had to love lemon-lime beverages, be ages 18 to 34, and be musicians, 
skateboard shop owners, people who love to throw backyard barbeques, or others who had 
laid-back lifestyles and who were well-known in their communities. One influencer, for ex
ample, was a musician who hosted a backyard jam session for 20 friends; before the event, a 
crew dropped off ice-cold cans of the soft drink as well as branded sunglasses, misters, and 
car fresheners with a Ruby Splash scent. Another opinion leader owned a skateboard store; 
he hosted an outdoor movie night to debut a new surf film. In all, the company sponsored 
more than 300 of these minievents in a 2-month period. Nice job if you can get it.72

Because it's difficult to identify specific opinion leaders in a large market, most at
tempts to do so focus instead on exploratory studies. In these efforts, researchers identify 
the profile of a representative opinion leader and then generalize these insights to a larger 
market. For example, one company that sought out financial opinion leaders found that 
these consumers were more likely to manage their own finances and tended to use a 
computer to do so. They also were more likely to follow their investments on a daily basis 
and to read books and watch television shows devoted to financial issues.73

Self-Designation
The most commonly used technique to identify opinion leaders is simply to ask indi
vidual consumers whether they consider themselves to be opinion leaders. Although re
spondents who report a greater degree of interest in a product category are more likely 
to be opinion leaders, we must view the results of surveys that discover self-designated 
opinion leaders with some skepticism. 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 if they are.74

Here's the problem: 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, 
opinion seekers must actually heed his advice. An alternative is to select certain group 
members (key informants) whom we ask to identify opinion leaders. The success of this 
approach hinges on locating those who have accurate knowledge of the group.

The self-designating method is not as reliable as a more systematic analysis (where we 
can verify an individual's self-designation by asking others if they agree), but the advan
tage is that we can easily apply it to a large group of potential opinion leaders. Figure 11.2 
shows one of the measurem ent scales researchers use for this kind of self-designation.
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Figure 11.2 OPINION LEADER SCALE

Please rate yourself on the following scales relating to your interactions with friends and neighbors regarding

1. In general, do you talk to your friends and neighbors about :

very often never

5 4 3 2 1

2. When you talk to your friends and neighbors about do vou:

give a great deal of information give very little information

5 4 3 2 1

3. During the past six months, how many people have you told about a new ?

told a number of people told no one

5 4 3 2 1

4. Compared with your circle of friends, how likely are you to be asked about new ?

very likely to be asked not at all likely to be asked

5 4 3 2 1

5. In discussion of new . which of the following happens most?

you tell your friends about vour friends tell vou about

5 4 3 2 1

6. Overall in all of your discussions with friends and neighbors are you:

often used as a source of advice not used as a source of advice

5 4 3 2 1

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 in turn know them . 
Indeed, social scientists estimate that the average person has 1,500 acquaintances and 
that five to six interm ediaries could connect any two people in the United States.75 A 
popular game challenges players to link the actor Kevin Bacon with other actors in much 
the same way.

Sociometric methods trace communication patterns among members of a group. 
These techniques allow researchers to systematically map out the interactions among 
group members. Like the Vaseline campaign in Alaska described earlier, this m eans we 
interview consumers and find out who they ask for product information. In many cases 
one or a few people emerge as the "nodes" in a m ap—and voila, we've found our opinion 
leaders. This method is the most precise, but it is very difficult and expensive to imple
m ent because it involves very close study of interaction patterns in small groups. For this 
reason, it’s best to apply a sociometric technique in a closed, self-contained social setting, 
such as in hospitals, in prisons, and on army bases, where members are largely isolated 
from other social networks.

A recent sociometric study on obesity (similar to the one we read about earlier re
garding clusters of smokers) provides a striking example of how our social networks in 
fluence what we do. The researchers analyzed a sample of more than 12,000 people who 
participated in the Framingham Heart Study, which closely docum ented their health 
from 1971 to 2003. They discovered that obesity can spread from person to person, much 
like a virus (we'll talk more about how consum er trends spread in this fashion later in 
this chapter). The investigators knew who was friends with whom, as well as who was a 
spouse or sibling or neighbor, and they knew how m uch each person weighed at various 
times over 3 decades so they could reconstruct what happened over the years if study 
participants became obese. Guess what? When one person gains weight, close friends
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The Tangled Web

The Whopper Sacri
fice was an advertising 
campaign Burger King 
launched to promote its 

new Angry Whopper sandwich. You could earn 
a free burger, but to get it you had to sacrifice
10 of your Facebook friends. After you delete 
these names, you get a coupon in the mail. 
Your ex-friends get a note informing them that 
they were dumped for a freebie sandwich. The 
burger costs $3.69, so when you do the math, 
each former friend is worth about 37 cents. 
Although it sounds cruel to give up a friend 
for this amount, many Facebookers jumped at 
the chance to purge their friend lists. As one 
student with several hundred friends com
mented, “It’s a good excuse to get rid of old 
girlfriends and their families on my account 
and get a Whopper out of it.”80

tend to gain weight, too: A person's chances of becoming obese if a close friend put on 
the pounds increased by 57 percent! The friend's influence remained even if he lived hun
dreds of miles away. The researchers speculated that the reason for this social contagion 
effect is that when our best buds get fat, this alters our perception of normal body weight 
so we aren't as concerned when we put on a few pounds as well. The moral of the story: 
Hang out with thin people!76

Many professionals, such as doctors, accountants, and lawyers, as well as services 
marketers like lawn-care companies and cleaning services, depend primarily on word of 
m outh to generate business. In many cases, consumers recom m end a service provider 
to a friend or coworker, and in other cases businesspeople make recom m endations to 
their customers. For example, only 0.2 percent of respondents in one study reported that 
they choose a physician based on advertising. Instead, they rely primarily on advice from 
family and friends ề 77

We use sociometric analyses to better understand referral behavior and to locate 
sttengths and weaknesses in terms of how one's reputation flows through a community.78 
Network analysis focuses on communication in social systems, considers the relations 
among people in a referral network, and measures the ize sữength among them. To under
stand how a network guides what we buy, consider a study researchers conducted among 
women who lived together in a sorority house. They found evidence that subgroups, or 
cliques, within the sorority were likely to share preferences for various products. In some 
cases, the sisters even shared their choices of "private" (i.e., socially inconspicuous) prod
ucts (probably because of shared bathrooms in the sorority house).79

Tie strength refers to the nature of the bond between people. It can range from 
sfrong primary (e.g., one's spouse) to weak secondary (e.gỂ, an acquaintance whom one 
rarely sees). Although strong ties are important, weak ties are too because they perform a 
bridging function. This type of connection allows a consum er 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 in her dorm who play on the tennis team. As a result, you gain access 
to their valuable expertise through this bridging function. This referral process dem on
strates the strength o f weak ties.

Online Opinion Leaders
The Internet makes opinion leaders even more powerful—it's like giving a baseball player 
steroids (only legal). Instead of reaching only those within earshot, now an influential 
person can sway the opinions of thousands or even millions of people around the worldẳ 
In online groups, opinion leaders sometimes are called power users. They have a strong 
communication network that gives them  the ability to affect purchase decisions for a 
num ber of other consumers, directly and indirectly.81

Much like their offline counterparts, power users are active participants at work and 
in their communities. Their social networks are large and well developed. Others ưust 
them  and find them to be credible sources of information about one or more specific 
topicsẻ They tend to have a natural sense of intellectual curiosity, which may lead them 
to new sources of information. And they post an awful lot of brand-related content: For
rester Research has dubbed these brand-specific m entions influence impressions. In 
advertising lingo, an impression refers to a view or an exposure to an advertising m es
sage. Forrester estimates that each year, American consumers generate 256 billion in
fluence impressions as people talk about their lives with each other, telling stories and 
experiences that invariably include brands.82 These influence impressions are primarily 
delivered by—you guessed it—power users: Only 6.2 percent of social media users are 
responsible for about 80 percent of these brand mentions. Forrester calls these influenc- 
ers Mass Connectors.

As Mass Connectors spread influence impressions, the impact of the message grows 
due to the momentum effectẵ83 Influencers publish the message on blogs, share widgets, 
place a brand logo on theứ Facebook pages, and so on. Friends share with friends who
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Travelocity enlisted its Roaming Gnome 
to boost online consumer engagement 
and trigger a momentum effect. The 
spokescharacter was (supposedly) outraged 
that the Aflac Duck had more friends on 
Facebook, and so Travelocity created 
International Gnome Day. On his page, the 
gnome implored fans to share his plea with 
their friends in the hopes that he could 
achieve his goal by the big day.
Source: ©2011 Travelocity.com  LP.

share with friends. If a brand is well-liked, relevant, and buzz-worthy, the media value 
originating from nonpaid, word-of-mouth referrals for the brand can be enormous.

objectives Word-of-Mouth Communication
The things other consumers

tell us about products Altoids breath mints have been around for 200 years, but only
(good and bad) often are recently have they become a big hit. How did this happen? The
more influential than the reyival began when (he m int started t0 attract a devoted fol-
adveitisingwesee. lowing among smokers and coffee drinkers who hung out in

the blossoming Seattle club scene during the 1980s. Until 1993, 
when Kraft bought manufacturer Callard & Bowser, only those 

"in the know" sucked the mints. The brand's marketing manager persuaded Kraft to hire 
advertising agency Leo Burnett to develop a modest promotional campaign. The agency 
decided to publicize the candy with subway posters sporting retro imagery and other 
"low-tech" media to avoid making the product seem mainstream —that would turn off the 
original audience.84 As young people started to tune into this "retro" treat, its popularity 
skyrocketed.

As the Altoids success story illustrates, "buzz" makes a hit product. Word-of-mouth 
(WOM) is product information that individuals transmit to other individuals. Because we 
get the word from people we know, WOM tends to be more reliable and trustworthy than 
messages from more formal marketing channels. And, unlike advertising, WOM often 
comes with social pressure to conform to these recom m endations.85

Ironically, despite all the money marketers pum p into lavish ads, WOM is far more 
powerful: It influences two-thirds of all consumer-goods sales.87 In one survey, 69 percent 
of interviewees said they relied on a personal referral at least once over the course of a 
year to help them choose a restaurant, 36 percent reported that they used referrals to 
decide on computer hardware and software, and 22 percent got help from friends and 
associates to decide where to travel.88
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Varsity Brands is a leading supplier to 
cheerleaders. The company sponsored a big 
survey of teenage girls to learn how they 
decide what to buy. No surprises here: Half 
of the respondents spend an hour or more 
each day texting, and another third spend 
an hour socializing online. In contrast,
44 percent spend less than 15 minutes 
actually talking on the phone (who uses the 
phone to talk anymore?). When these girls 
discover a brand they like, three-quarters 
say they are likely to recommend it to a 
friend. About half become online fans of the 
brand, and 55 percent agree that “[i]f I see 
a favorable post online about an item, it 
will likely influence me to buy it.” A Varsity 
marketing executive commented, “When it 
comes to spreading ideas via social media, 
teen girls lead the pack. They are more 
likely to use online time for connecting, 
self-expression, and relationship building. 
They are more likely to have used e-mail and 
are almost twice as likely as boys to have 
shared photos through a website, posted a 
comment on a blog or community, blogged 
themselves or kept an online journal.”86 
Source: Andrew Rich/istockphoto.com

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 coworkers is product-related: When you compliment someone on her dress 
and ask her where she bought it, recommend a new restaurant to a friend, or complain 
to your neighbor about the shoddy treatm ent you got at the bank, you engage in WOM. 
Recall, for example, that comments and suggestions his fellow RUBs made drove many 
of Zachary's biker purchases. Marketers have been aware of the power of WOM for many 
years, but recently they've been more aggressive about trying to promote and control it 
instead of sitting back and hoping people will like their products enough to talk them up. 
Companies like BzzAgent enlist thousands of “agents" who try new products and spread 
the word about those they like.89 Many sophisticated marketers today also precisely track 
WOM. For example, the ongoing TalkTrack study reports which brands consumers m en
tion the most in different categories. Based on online surveys of 14,000 women, it reports 
that middle-aged (baby boomer) women talk about Kraft more than any other packaged- 
goods food brand, and they discuss Olay the most among beauty products.90

As far back as the Stone Age (well, the 1950s, anyway), communications theorists 
challenged the assumption that advertising primarily determ ines what we buy. As a rule, 
advertising is more effective when it reinforces our existing product preferences than



CHAPTER 11 Groups and Social Media 447

when it tries to create new ones.91 Studies in both industrial and consum er purchase 
settings underscore the idea that although information from impersonal sources is im 
portant to create brand awareness, consumers rely on WOM in the later stages of evalua
tion and adoption.92 Quite simply, the more positive information consumers get about a 
product from peers, the more likely they will be to adopt the product.93

The influence of others' opinions is at times even more powerful than our own per
ceptions. In one study of furniture choices, consum ers' estimates of how m uch their 
friends would like the furniture was a better predictor of purchase than what they thought 
of it.94 In addition, consumers may find their own reasons to push a brand that take the 
m anufacturer by surprise. That's what happened with M ountain Dew: Its popularity 
among younger consumers is due to the "buzz" about the soda's high caffeine content. 
As an advertising executive explained, "The caffeine thing was not in any of M ountain 
Dew's television ads. This drink is hot by word-of-mouth."95

WOM is especially powerful when the consumer is relatively unfamiliar with the 
product category. We would expect such a situation in the case of new products (e.g., 
medications to prevent hair loss) or those that are technologically complex (e.g., sm art
phones). One way to reduce uncertainty about the wisdom of a purchase is to talk about 
it. Talking gives the consum er an opportunity to generate supporting arguments for the 
purchase and to garner support for this decision from others. For example, the strongest 
predictor of a person's intention to buy a residential solar water-heating system is the 
num ber of solar-heat users the person knows.96 

You talk about products for several reasons:97

•  You might be highly involved with a type of product or activity and enjoy talking about 
it. Computer hackers, avid football fans, and "fashion plates" seem to share the ability 
to steer a conversation toward their particular interests.

•  You might be knowledgeable about a product and use conversations as a way to let 
others know it. Thus, word-of-mouth communication sometimes enhances the ego 
of the individual who wants to impress others with her expertise.

•  You might initiate a discussion out of genuine concern for someone else. We like to 
ensure that people we care about buy what is good for them or that they do not waste 
their money.

As its name suggests, BzzAgent recruits 
consumers to create a “buzz” for clients. 
You can sign up at bzzagent.com.
Source: © 2009 Bzzagent.
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CB AS I SEE IT
Prof. Praveen Aggarwal, University of Minnesota Duluth

I  hough most of us would like to be
lieve that we act independently while 
making our purchase decisions, the 
fact of the matter remains that our 
decisions are heavily influenced by 
others. The traditional literature on 
interpersonal influences examines the 
role of word of mouth (WOM) in deci
sion making. We routinely turn to our 
friends and family members for advice 
and information. Many of us even 
sen/e as opinion leaders who help oth
ers with their decision making.

In the context of WOM communica
tions, does it matter if the message 
being exchanged has specific details 
or is of a generic nature? For instance, 
if someone wanted to communicate 
to you that a particular cell phone’s 
battery was better than average, would 
it make a difference if they gave a

generic advice that “the cell phone’s 
battery lasts longer than average" 
rather than giving you more specific 
information such as “the cell phone’s 
battery lasts an additional five hours 
per charge”? Our research indicates 
that WOM communications are more 
effective if they contain more specific 
information. Interestingly, this advan
tage disappears when the sender of 
the message is seen as an expert 
or has strong social ties with the 
receiver.

In a related area of research on in
terpersonal influences, my colleagues 
and I examine situations in which 
people knowingly delegate the task 
of decision making to someone else. 
This is different from seeking oth
ers’ opinions, in the sense that they 
decide not to decide and instead let 
someone else make their decisions 
for them. The individuals to whom the 
decision-making task is delegated 
are called surrogate buyers. Wardrobe 
consultants, interior decorators, stock 
brokers, and wine stewards are some 
common examples where the end 
user delegates the choice decision to 
someone else. What kinds of condi
tions promote decision delegation? 
Our research indicates higher levels

of delegation when the differential 
between the user’s and surrogate’s 
expertise is high, and when the sur
rogate is seen as trustworthy and 
accountable. It also helps if the surro
gate customizes recommendations to 
the individual's needs and wants.

How can companies find out what 
kinds of things are being said about 
their products by their buyers and 
end users? Although it was difficult 
to gauge the general sentiment of 
people’s opinions in the pre-Internet 
era, the vast repository of opinions, re
views, and recommendations available 
online provides a tantalizing opportu
nity for managers to gain a summary 
assessment of the WOM shaping up 
around their brands. The problem, 
however, is that the volume of infor
mation available is so vast that it is 
extremely difficult to sift through it and 
draw summary conclusions. Our re
search addresses this vexing problem. 
Drawing on research in lexical text 
analysis and computational linguis
tics, we were able to develop a simple 
mechanism to take massive amounts 
of information and convert them into 
simple indices that managers can use 
to track how the WOM around their 
brands is evolving!98

objective 6 Negative WOM: The Power of Rumors
Online technologies
accelerate the impact WOM is a two-edged sword that cuts both ways for marketers, 
of word-of-mouth Informal discussions among consum ers can make or break
communication a Pr°duct or store. Furthermore, consum ers weigh negative
_________________  word-of-mouth more heavily than they do positive comments.

According to a study by the White House Office of Consumer 
Affairs, 90 percent of unhappy customers will not do business with a company again. 
Each of these people is likely to share her grievance with at least nine other people, and
13 percent of these disgruntled customers tell more than 30 people about their negative 
experience.99

Especially when we consider a new product or service, we’re likely to pay more at
tention to negative information than to positive information and to tell others about our 
nasty experience.100 Research shows that negative WOM reduces the credibility of a firm’s 
advertising and influences consumers' attitudes toward a product as well as their inten
tion to buy it.101 Dell found this out the hard way when bloggers denounced the computer 
maker’s quality and service levels; then the popular m edia picked up this discontent and 
magnified it.102
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As Dell discovered, it's incredibly easy to spread negative WOM online. Many 
dissatisfied customers and disgruntled former employees create Web sites simply to 
share their tales of woe with others. For example, a Web site for people to complain about 
the Dunkin' Donuts chain got to be so popular that the company bought it in order to 
control the bad press it got. A man created the site because he couldn't get skim milk 
for his coffee.103 An in-depth study of 40 complaint Web sites such as walmartsucks.com 
identified three basic them es:104

1 Injustice—Consumer protestors frequently talk about their fruitless attempts to con
tact the company.

2 Identity—Posters characterize the violator (often top management) as evil, rather 
than simply incompetent.

3 Agency—Individual Web site creators try to create a collective identity for those who 
share their anger with a company. They evoke themes of crusade and heroism to rally 
others to believe that they have the power to change a status quo in which companies 
can wrong consumers without retribution.

In the 1930s, some companies hired "professional rumormongers" to organize word- 
of-mouth campaigns that pushed their clients' products and criticized com petitors'.105 
More recently, Bio Business International, a small Canadian company that markets 
100 percent cotton nonchlorine-bleached tam pons under the nam e Terra Femme, en
couraged women to spread a message that the tampons its American competitors make 
contain dioxin. There is very little evidence to support the claim that these products are 
dangerous, but as a result of this rumor, Procter & Gamble received thousands of com 
plaints about its feminine hygiene products.106

As we transmit information to one another, it tends to change. The resulting message 
usually does not resemble the original at all. The British psychologist Frederic Bartlett Hoaxkill.com is a Web site dedicated to 
used the method of serial reproduction to examine how content mutates. Like the game tracking hoaxes and debunking product 
of "Telephone" many of us played as kids, he asked a subject to reproduce a stimulus, rumors.

Source: Courtesy of Joroen Siking Hoaxkill.com.
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The Tangled Web

There is a long tradition 
of inventing fake stories 
to see who will swallow 
them. For instance, in 

1824 a man convinced 300 New Yorkers to 
sign up for a construction project. He claimed 
that all the new building in the lower part of 
Manhattan (what is now the Wall Street area) 
was making the island bottom-heavy. So, they 
needed to saw off this section of town and 
tow it out to sea to prevent New York City from 
tipping over!

The Web is a perfect medium for spread
ing rumors and hoaxes, and we can only guess 
how much damage this “project” would cause 
today if the perpetrator recruited construction 
crews via email! Modern-day hoaxes abound; 
many of these are in the form of email chain 
letters promising instant riches if you pass the 
message on to 10 friends. Your professor will 
love one variation of this hoax: In a scam called 
“Win Tenure Fast," academics were told to add 
their names to a document and then cite it in 
their own research papers. The idea is that ev
eryone who gets the letter cites the professor’s 
name, and with so many citations you're guar
anteed to get tenure! If only it were that easy.

Some hoaxes involve major corporations. 
A popular one promised that if you tried 
Microsoft products, you would win a free trip 
to Disneyland. Nike received several hundred 
pairs of old sneakers a day after the rumor 
spread that you would get a free pair of new 
shoes in exchange for your old, smelly ones 
(pity the delivery people who had to cart 
these packages to the company!). Procter 
& Gamble received more than 10,000 irate 
calls after a rumor began to spread on news
groups that its Febreze fabric deodorant kills 
dogs. In a preemptive strike, the company 
registered numerous Web site names such as 
febrezekillspet.com, febrezesucks.com, and 
ihateprocterandgamble.com to be sure angry 
consumers didn’t use them.

A new form of malicious rumor is cyber- 
bullying, which occurs when one or more 
people post malicious comments online 
about someone else in a coordinated effort 
to harass the targeted individual. In South 
Korea, a famous actress named Choi Jinsil 
hung herself after online rumors claimed she 
had driven another actor to take his life. A 
Korean singer killed herself because rumors 
claimed she had had plastic surgery. In the 
United States, the most high-profile case in
volved the suicide of a 13-year-old girl after

such as a drawing or a story. He then gave another subject this reproduction and asked 
him to copy it, and repeated this process several times. Figure 11.3 illustrates how a mes
sage changes as people reproduce it. Bartlett found that distortions almost inevitably fol
low a pattern: They tend to change from ambiguous forms to more conventional ones 
as subjects try to make them  consistent with their preexisting schemas (see Chapter 2). 
He called this process assimilation and he noted that it often occurs as people engage in 
leveling, when they omit details to simplify the structure; or sharpening, when they exag
gerate prom inent details.

Buzz Building
In the "old days" (i.e., a few years ago), here's how a toy company would launch a new 
product: Unveil a hot holiday toy during a spring trade fair, run a November-December 
saturation television ad campaign during cartoon prime time to sell the toy to kids, sit 
back and watch as desperate parents scrambled through the aisles at Toys "R" Us, and 
then wait for the resulting media coverage to drive still more sales.

Fast-forward to a recent toy story: A Hong Kong company called Silverlit Toys makes 
the $30 Picoo Z helicopter. At one point a Google search for the term  Picoo produced 
more than 109,000 URLs, with many of those links pointed to major online global gift 
retailers like Hammacher-Schlemmer and Toys "R" Us. Do you think this huge exposure 
was the result of a meticulously planned promotional strategy? Think again. By most ac
counts, a 28-year-old tech worker in Chicago started the Picoo Z buzz; he bought his 
helicopter after he read about it on a hobbyist message board. A few m onths later he 
uploaded his hom em ade video of the toy on YouTube. Within 2 weeks, 15 of his friends

Figure 11.3 THE TRANSMISSION OF MISINFORMATION
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had also bought the toy, and they in turn posted their own videos and pointed viewers 
to the original video. Internet retailers who troll online conversations for fresh and excit
ing buzz identified the toy and started to add their own links to the clips. Within a few 
short m onths, there were hundreds of Picoo Z videos and more than a million people 
viewed them .107

To prom ote their hip-hop albums, Def Jam and other labels start building a buzz 
m onths before a release as they leak advance copies to deejays who put together "mix 
tapes" they sell on the street. If the kids seem to like a song, street teams then push it 
to club deejays. As the official release date nears, these groups of fans start to slap up 
posters around the inner city. They plaster telephone poles, sides of buildings, and 
car windshields with prom otions that announce the release of new album s.108 These 
streetwise strategies started in the mid-1970s, when pioneering deejays like Kool DJ Here 
and Afrika Bambaataa prom oted their parties through graffiti-style flyers. As Ice Cube 
observed, "Even though I'm  an established artist, I still like to leak my music to a kid on 
the street and let him  duplicate it for his homies before it hits radio.”109

This type of grassroots effort epitomizes guerrilla marketing: promotional strategies 
that use unconventional means and venues to push products. The term implies that the 
marketer "am bushes” the unsuspecting recipient. These campaigns often recruit legions 
of real consumers who agree to engage in some kind of street theater or other activity to 
convince others to use the product or service. Scion, for example, often reaches out to 
its young buyers with street teams that distribute m erchandise and hang wild posters 
wherever they can to encourage twentysomethings to check out the carmaker's videos 
and multiplayer games on its Web site.110

Today, big companies buy into guerrilla marketing strategies big time, especially to 
snag younger consum ers who they don 't reach with more traditional advertising. Here 
are some guerrilla campaigns that built buzz:

•  Procter & Gamble's Tremor division spreads the word about its products among 
young people. It recruits almost 300,000 kids between the ages of 13 and 19 to deliver 
endorsem ents in school cafeterias, at sleepovers, by cell phone, and by email. It taps 
these "Tremorites" to talk up just about everything, from movies and music (such as 
new releases by artists like Lenny Kravitz and Coldplay) to milk and motor oil—and 
they do it free. Tremor looks for kids with a wide social circle and a gift of gab. To 
register, kids fill out a questionnaire, which asks them, among other things, to report 
how many friends, family members, and acquaintances they communicate with every 
day. (Tremorites have an average of 170 nam es on their buddy lists; a typical teen 
has 30.) P&G rewards the kids for their help with exclusive music mixes and other 
trinkets such as shampoo and cheap watches.112

•  Kayem Foods, which makes A1 Fresco chicken sausage, hired a com pany to orga
nize a guerrilla cam paign called the Great Sausage Fanout. On a July 4 weekend, 
legions of people who w ent to cookouts showed up w ith packages of A1 Fresco 
chicken sausage for their hosts to throw on the grill. The com pany sent the "agents” 
coupons for free sausage and a set of instructions for the best ways to talk up the 
product.113

•  The train line CSX launched a safety-awareness campaign when it hired people to 
throw eggs at the com pany's outdoor billboards. The billboards carry the stark black- 
on-white words "Cars hitting trains." Eggs smashing against the billboard dem on
strate the impact of a car hitting a train. The idea is to get people to be careful when 
they cross railroad tracks.114

•  Brand ambassadors pop up in eye-catching outfits to announce a new brand  
or service. AT&T sen t its am bassadors to high-traffic areas of California and 
New Jersey, where they did random  favors such as handing dog biscuits to people 
as they walked their dogs and providing binoculars to concertgoers to prom ote 
its new AT&T Local Service. Hyatt Hotels unleashed 100 bellhops in M anhattan: 
They opened doors, carried packages, and handed  out pillow m ints to thousands 
of consum ers.115

classmate:; created a fake boy online who 
first flirted with the girl and then taunted her 
with the claim that the world would be bet
ter off without her. The hoax allegedly began 
because the mother of one of the classmates 
wanted to find out what the victim was saying 
about her daughter online.
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Have you gotten one of those adorable lap giraffes yet? Thousands of people started to look for these novel pets after an online message circulated about 
them and Sokoblovsky Farms, the place that breeds these petite versions of the gentle creatures we see in zoos. One hitch: There is no such thing as a lap 
giraffe. The scam was part of a marketing campaign for DirecTV, America’s biggest satellite cable TV provider. It started with a TV commercial that starred 
a rich Russian who "also likes saving zee money.” At the end of the spot, he gives a little kiss to a giraffe that’s the size of a small lap dog. The company 
followed up with a fake Web site that included photos of the pets and even a “live camera feed” from the farm, which shows a tiny giraffe grazing. More 
than half a million people put their names on a waiting list to receive one of the tiny animals. It’s not clear if they’re still waiting for their pets to arrive, but 
DirecTV certainly hooked a lot of exposures.116 
Source: Courtesy of DIRECTV.

Marketing Pitfall

Is any publicity good 
publicity? One of the 
most widely publicized 
guerrilla  marketing 

stunts in recent years illustrates the potential 
for a good idea to go bad in a hurry. To pro
mote its Aqua Teen Hunger Force show on the 
Adult Swim segment of its Cartoon Network, 
Turner Broadcasting hired a company to plant 
flashing light boards in public areas such as 
bridges around several cities. Observers in 
Boston thought they saw terrorist bombs in
stead, and the city essentially shut down as 
officials dealt with what they thought was 
a national security issue. Turner had to pay 
hefty fines and endure a lot of criticism for 
this stunt. However, the Adult Swim Web site 
boosted its traffic by 77 percent on the day 
after the story broke.111

Viral marketing refers to the strategy of getting visitors to a Web site to forward in
formation on the site to their friends in order to make still more consumers aware of the 
product. It usually takes off when an organization creates online content that is enter
taining or just plain weird.

The Social Media Revolution
The odds are that you’ve interacted with social media today. If you checked into your 
Facebook page (of course not in class!), fired off a tweet, read a restaurant review on 
Yelp!, or maybe even killed off some nasty ores on World of Warcraft, you're part of the 
social media revolution that is changing how consumers interact with the marketplace 
and with one another. Sometimes people define social m edia in term s of hardware 
(like Android sm artphones) or software (like Wikipedia), but really it's first and fore
most about community: the collective participation of m em bers who together build and 
maintain a site.117

Social Media and Community
The Skittles candy brand changed its Web site into a social m edia hub and in the 
process significantly boosted consum ers' awareness of the product. Instead of seeing 
corporate-produced content, a visitor to the site finds links to Twitter to read tweets 
about Skittles (good and bad). Another link guides her to Skittles videos and photos 
on YouTube and Flickr, and if she clicks "Friends," she'll go directly to the brand 's 
Facebook area.118

M arketers like Skittles are stum bling over one ano ther to adapt their strategies 
to a Web 2.0 environm ent. These new com m unications platform s can be as varied
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as a social networking site like Facebook, a social shopping site like Groupon, or a 
virtual world like MTV's Virtual Laguna Beach. N onetheless, they share some basic 
characteristics:

•  They improve as the num ber of users increase. For example, Amazon's ability to rec
om m end 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.

•  Their currency is eyeballs. Google makes money as it charges advertisers according 
to the num ber of people who see their ads after they type in a search term.

•  They are free and in perpetual beta. Wikipedia, the online encyclopedia, gets updated 
constantly by volunteer editors who "correct" others' errors.

•  They categorize entries according to a folksonomy ra ther than  a taxonomy 
(a pre-established labeling hierarchy). Instead, sites rely on users to sort contents. 
Listeners at Pandora.com create their own "radio stations" that play songs by artists 
they choose, as well as other similar artists.119 People who upload their photos to 
Flickr tag them  with the labels they think best describe the pictures.

In some ways, online communities are not m uch different from those we find in 
our physical environment. The Merriam-Webster Dictionary (online version, of course) 
defines community as "a unified body of individuals, unified by interests, location, oc
cupation, common history, or political and economic concerns." In fact, one social sci
entist refers to an online community as a cyberplace where "people connect online with 
kindred spirits, engage in supportive and sociable relationships with them, and imbue 
their activity online with meaning, belonging, and identity."120

Social Networks
Let's take a closer look at the social fabric of social media. Each 
application consists of a social network, a set of socially rele
vant nodes connected by one or more relations.121 Nodes are 
m em bers of the network (e.g., the 600-million-plus Facebook 
users). Members (whom we also refer to as network units) are 

connected by their relationships with (or ties to) each other. Relationships are based on 
various affiliations, such as kinship, friendship and affective ties, shared experiences, and 
shared hobbies and interests. When we think of community, we tend to think of people, 
but in principle members of a network can be organizations, articles, countries, depart
ments, or any other definable unit. A good example is your university alumni association. 
The association is a community of networked individuals and organizations. Social net
works are sometimes called social graphs, though this term may also refer to a diagram 
of the interconnections of units in a network.

Nodes in a network experience interactions; these are behavior-based ties like talk
ing with each other, attending an event together, or working together. If you chat online 
with a prospective dating partner on Match.com, you are a node engaging in an inter
action with another node (hopefully a node, but not a nerd . . . ). And, if that actually 
works out and you participate in an online forum that shares experiences about wedding 
photographers in your area, you engage in interactions with other nodes who are also 
getting hitched. Interactions are participative in nature; they are shared activities among 
members in the network.

Flows occur between nodes. Flows are exchanges of resources, information, or in
fluence among m em bers of the network. On Facebook you share news, updates about 
your life, opinions on favorite 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 com m unication 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,

OBJECTIVE 7
Social media are 
changing the way 
companies and 
consumers interact.
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or several individuals independently. Flows of communication also occur outside the 
community platform. Whereas the online community may exist entirely within a Web 
space, the flows of communication may extend to other domains as well, like emails, text 
messages, virtual worlds, and even face-to-face meetups in which members of an online 
network arrange to meet in a physical location.

For marketers, flows are especially im portant because they are the actionable com 
ponents of any social network system in terms of the sharing of information, delivery of 
promotional materials, and sources of social influence. The extent of this social influence 
(where one person's attitudes or behavior change as a result of others' attempts) varies 
depending upon the power or attractiveness of other nodes.

Social object theory suggests that social networks will be m ore powerful com 
m unities if there is a way to activate relationships am ong people and objects. In this 
perspective, an object is som ething of com m on in terest and its prim ary function is 
to m ediate the interactions betw een people. All relationships have social objects 
em bedded in the relationship. In the online world, a site like Facebook provides 
venues for several object form ats to ensure that relationships can thrive w ithin the 
site's framework. One factor that drives Facebook's stunning success is that it offers so 
many objects for users to share; these include events, family and friends, quizzes, and 
so on. Other social networking sites (SNSs) provide a more specialized or focused set 
of objects. For example, consider how each of these SNSs incorporates objects as part 
of its mission. On Flickr, users participate because they want to share photos. These 
images are the objects that give m eaning to the platform  and motivate people to visit. 
Video is the social object around which YouTube centers. On Diigo, the objects are 
URLs. On Foursquare, the objects are places. On Dogster, the objects are our canine 
com panions.

Object sociality, the extent to which an object can be shared in social media, is 
clearly related to an audience's unique interests, by virtue of tying the site relationships 
to a specific object such as photos of people's dogs or bookmarked websites that provide 
details about the history of alternative music. The audience becomes specialized at least 
to a degree. Importantly, though, SNSs oriented around object sociality are likely to be 
passion-centric. That is, the people who join those communities not only share an in
terest in the object in question, but chances are also high that they are obsessed with it. 
We all know people who devote coundess hours to a hobby or who (to an outsider) seem 
insanely obsessed about the fine details of Star Wars characters, vintage wines, or warring 
guilds in World of Warcraft.

Characteristics of Online Communities
All communities, whether they are online or in the physical world, share im portant char
acteristics: Participants experience a feeling of membership, a sense of proximity to one 
another (even though in online groups other members' physical selves may be thousands 
of miles away), and in most cases some interest in the community's activities. Members 
may identify with one another due to a common mission (e.g., a Twitter campaign to do
nate money for oil spill relief) or simply because they come from the same neighborhood 
or belong to the same sorority (e.g., Classmates.com connects people who attended the 
same high school).

Communities help members m eet their needs for affiliation, resource acquisition, 
entertainm ent, and information. Above all else, com m unities are social! W hether on
line or offline, they thrive when the m em bers participate, discuss, share, and interact 
with others as well as recruit new m em bers to the community. M embers do vary in 
their degree of participation, but the more active the m em bership, the healthier the 
community.

Social media provide the fuel that fans the fires of online communities. In the 
Web 1.0 era, people visited a lot of Web sites to get content that interested them. But 
these really w eren't communities, because the flow of information was all one way. In
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today's Web 2.0 environment, all that has changed as interactive platforms enable online
communities to exhibit the following basic characteristics:122

•  Conversations—Communities thrive on com m unication among members. These 
conversations are not based on talking or writing but on a hybrid of the two. If you 
communicate with a friend via AIM or Facebook chat, you may feel that you actually 
"talked" to her.

•  Presence—Though online communities exist virtually rather than at a physical lo
cation, the better ones supply tangible characteristics that create the sensation of 
actually being in a place. This is particularly true for virtual-world communities that 
include three-dim ensional depictions of physical spaces, but it also applies to visu
ally simplistic online communities like message board groups. Presence is defined 
as the effect that people experience when they interact with a com puter-m ediated 
or com puter-generated environm ent.123 Social m edia sites can enhance a sense of 
presence by enabling interactions among visitors and making the environment look 
and feel real.124

•  Collective Interest—Just as your offline communities are based on family, religious 
beliefs, social activities, hobbies, goals, place of residence, and so on, your online 
communities also need commonalities to create bonds among the members. These 
groups come together to allow people to share their passions, whether these are for 
indie bands, white wines, or open-source apps.

•  Democracy—The political model of most online communities is democratic (that's 
with a small d, not the Democratic Party); leaders emerge due to the reputation they 
earn among the general membership. In this context, democracy is a descriptive term 
that refers to rule by the people. The leaders are appointed or elected by the com m u
nity based on their demonstrated ability to add value to the group. For instance, in the 
online community 4chan, an online bulletin board devoted to the sharing of images 
related to and discussion of Japanese anime, members widely acknowledge that the 
person who posts under the nam e of “moot" is a leader. His leadership comes from 
his role in the creation of the community as well as from his ongoing participation and 
the quality of his contributions.

Because of the horizontal structure of social media, we typically find that control 
over what appears on the platform shifts from a small elite to the larger mass. Media 
democratization m eans that the m em bers of social communities, not traditional 
media publishers like magazines or newspaper companies, control the creation, de
livery, and popularity of content.

•  Standards of Behavior—Virtual com m unities need rules that govern behavior in 
order to operate. 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 m any of them  are unspoken. A simple example is discouragem ent of the prac
tice of flaming, w hen a POST CONTAINS ALL CAPITAL LETTERS TO EXPRESS 
ANGER.

•  Level of Participation—For an online com m unity to thrive, a significant propor
tion of its m em bers m ust participate. Otherwise the site will fail to offer fresh m ate
rial and ultim ately traffic will slow. Participation can be a challenge, though. Most 
users are lurkers: They absorb content tha t others post, but they do n 't usually 
contribute their own. Researchers estimate that only 1 percent of a typical com m u
nity's users regularly participate, and another 9 percent do so only intermittently. 
The rem aining 90 percent just observe w hat's on the site, so they don 't add a lot 
of value—other than adding to the num ber of “eyeballs" the site can claim w hen it 
tries to convince advertisers to buy space. How can a site convert lurkers into active 
users? The easier it is to participate, the m ore likely it is that the com m unity can 
generate activity am ong a larger proportion of visitors. In part this m eans ensuring 
that there are several ways to participate that vary in ease of use. Facebook is an 
example of an online com m unity that has figured out how to offer several forms
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Net Profit

As we saw in Chapter 5, con
sumption in online spaces 
such as Web sites, virtual 
worlds, and video games is 

growing rapidly. Indeed, digital virtual con
sumption (DVC) may well be the next fron
tier of marketing. In 2011, Americans spent 
about $1.6 billion to buy virtual goods for 
their avatars in virtual worlds like Sec
ond Life and MMOGs (massive multiplayer 
online games) like World of Warcraft.131 The 
majority of virtual worlds are 3-D and employ 
sophisticated computer graphics to produce 
photorealistic images. Furthermore, unlike 
most of today’s relatively static networking 
sites, individuals who enter these worlds (or 
at least their avatars) can walk, fly, teleport, 
try on clothes, try out products, attend in
world events (educational classes, concerts, 
political speeches, etc.), and interact in real 
time (via textchat, IM, and VoIP) with other 
avatars around the world. This unprecedented 
level of interactivity facilitates consumers’ en
gagement and often creates the flow state we 
discussed in Chapter 4.

of participation. M embers can post status updates (very easy), make com m ents, 
upload pictures, share notes and links, play social games, answer quizzes, decorate 
their profiles, upload videos, and create events (a bit harder), am ong other forms 
of participation.
Crowd Power—Social media change the fundam ental relationship between m ar
keters and consumers: Companies no longer market to customers, they market with 
them. Although many organizations resist this change, others build new business 
models on the wisdom of crowds perspective (from a book by that nam e). This 
argues that under the right circumstances, groups are sm arter than the sm artest 
people in them. If this is true, it implies that large num bers of consumers can predict 
successful products.125 For example, at Threadless, customers rank T-shirt designs

Shop Login/Join

HOLIDAY SALE! Jo in  Threadless? I ; Username:
C lic k  here! Password: Ksfl

Foraot
Your
Password?

• • • • • • • • • • • • • • • a *

At threadless.com, users vote on which 
T-shirt designs the company will print 
and sell.
Source: © Threadless.com, 2009.
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bv Justin Whito bv Chow Hon Lam
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ahead of time, and the com pany prints the winning ideas. Every week, contestants 
upload T-shirt designs to the site, where about 700 compete to be among the 6 that 
are printed during that time. Threadless visitors score designs on a scale of 0 to 5, 
and the staff m em bers select winners from the m ost popular entrants. The six lucky 
artists each get $2,000 in cash and m erchandise. Threadless sells out o f every shirt 
it offers. This business m odel has m ade a small fortune for a few designers "the 
crowd" particularly likes. One pair of Chicago-based artists sold $16 million worth 
of T-shirts. To keep the judges and buyers coming back, the owners offer rewards: 
Upload a photo of yourself wearing a Threadless T-shirt and you get a store credit 
of $1.50. Refer a friend who buys a T-shirt and you get $3. The site sells more than 
1,500 T-shirts in a typical day.126

Here are some more crowd-based sites to watch:

•  At Quirky, people submit ideas for innovative products like a Boil Buoy that floats in a 
pot and rings when it’s hot, or Cordies that organize your power cords. Quirky's users 
choose the products they like; if the company gets a sufficient num ber of purchase 
commitments, the items are manufactured and sent.127

•  Sermo is a social network for physicians. It has no advertising, job listings, or m em 
bership fees. It makes its money (about $500,000 a year so far) by charging institu
tional investors for the opportunity to listen in as approximately 15,000 doctors chat 
among themselves. Say, for example, a young patient breaks out in hives after he takes 
a new prescription. A doctor might post whether she thinks this is a rare symptom or a 
drug side effect. If other doctors feel it’s the latter, this negative news could affect the 
drug m anufacturer's stock, so their opinions have value to analysts. Doctors who ask 
or answer a question that paying observers deem especially valuable receive bonuses 
of $5 to $25 per post.128

•  How about social networking sites that "create” a concert as they persuade an artist to 
perform in a certain city or country? At Eventful.com, fans dem and events and perfor
mances in their town and spread the word to make them happen. Or how about actu
ally buying a piece of the bands you like? Go to SellaBand, where fans ("believers") 
buy "parts" in a band for $10 per share. Once the band sells 5,000 parts, SellaBand 
arranges a professional recording, including top studios, A&R (Artists & Repertoire) 
managers (industry talent scouts), and producers. Believers receive a limited-edition 
CD of the recording. Believers get a piece of the profits, so they're likely to promote 
the band wherever they can.129

•  The St. Louis Cardinals invited fans to send the team  scouting reports on prom is
ing college players. The idea is to collect intelligence on talent at small colleges that 
scouts don't routinely visit. One of the team 's executives explained, "We don't have 
a monopoly on baseball knowledge. Just looking at the fan sites and posting boards, 
you see an amazing am ount of energy. Why not harness it?"130

Thousands of in-world residents design, create, and purchase clothing, furniture, 
houses, vehicles, and other products their avatars need—and many do it in style as they 
acquire the kind of "bling" they can only dream about in real life. Some forward-thinking 
marketers understand that these platforms are the next stage they can use to introduce 
their products into people's lives, w hether real or virtual. Today, for example, people 
who play The Sims can im port actual pieces of furniture from IKEA into their virtual 
homes; the use of this sort of platform  to accelerate purchases for real hom es is 
unplowed ground. With more than 150 of these immersive 3-D environments now live 
or in development, we may well see other social networks like Facebook migrate to 
these platforms in the near future. W hether via your com puter or even your cell phone, 
you and your "friends" will hang out together (or at least your avatars will), and you'll 
shop and compare your choices wherever you are (hopefully not in class!). This is not 
a fad: As of 2011, m ore than 1 billion people worldwide were registered in at least one 
virtual world.
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CHAPTER SUMMARY

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

1. Other people and groups, especially those who possess 
some kind of social power, often influence our decisions 
about what to buy.

We belong to or admire many different groups, and a de
sire for them  to accept us often drives our purchase deci
sions. Individuals or groups whose opinions or behavior 
are particularly im portant to consum ers are reference 
groups. Both formal and informal groups influence the 
individual's purchase decisions, although such factors as 
the conspicuousness of the product and the relevance of 
the reference group for a particular purchase determine 
how influential the reference group is.

Individuals have influence in a group to the extent 
that they possess social power. Types of social power 
include inform ation power, referent power, legitimate 
power, expert power, reward power, and coercive power.

2. We seek out others who share our interests in products 
or services.

Brand com m unities unite consumers who share a com 
mon passion for a product. Brandfests, which companies 
organize to encourage this kind of community, can build 
brand loyalty and reinforce group membership.

3. We are motivated to buy or use products in order to be 
consistent with what other people do.

We conform to the desires of others for two basic reasons: 
(1) People who model their behavior after others because 
they take others' behavior as evidence of the correct way 
to act are conform ing because of informational social 
influence; and (2) those who conform to satisfy the ex
pectations of others or to be accepted by the group are 
affected by norm ative social influence. Group members 
often do things they would not do as individuals because 
their identities becom e m erged with the group; they 
become deindividuated.

4. Certain people are especially likely to influence others’ 
product choices.

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 ac
tivities; and surrogate consumers, who are compensated 
for their advice about purchases.

5. The things other consumers tell us about products 
(good and bad) often are more influential than the 
advertising we see.

Much of what we know about products we learn through 
word-of-mouth (WOM) com m unication rather than for
mal advertising. We tend to exchange product-related 
information in casual conversations. Guerrilla marketing 
strategies try to accelerate the WOM process when they 
enlist consumers to help spread the word. Although WOM 
often is helpful to make consumers aware of products, it 
can also hurt companies when damaging product rumors 
or negative WOM occur.

6. Online technologies accelerate the impact of word-of- 
mouth communication.

The Web greatly amplifies our exposure to num erous ref
erence groups. Virtual consumption communities unites 
those who share a com m on bond—usually enthusiasm  
about or knowledge of a specific product or service. 
Emerging marketing strategies try to leverage the poten
tial of the Web to spread information from consum er to 
consumer extremely quickly. Viral marketing techniques 
enlist individuals to tout products, services, Web sites, and 
so on to others on behalf of companies. Blogging allows 
consumers to easily post their thoughts about products for 
others to see.

7. Social media are changing the way companies and 
consumers interact.

Social networking, where members post information and 
make contact with others who share similar interests and 
opinions, changes the way we think about marketing. 
As Web 2.0 continues to develop, companies and consum 
ers increasingly interact directly. The wisdom-of-crowds 
perspective argues that under the right circumstances, 
groups are sm arter than the sm artest people in them. If 
this is true, it implies that large num bers of consumers 
can predict successful products.132 In a sense, a lot of so
cial networking sites let their m em bers dictate purchase 
decisions.
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REVIEW

1 Name two dimensions that influence w hether reference 
groups affect an individual's purchase decisions.

2 List three types of social power, and give an example of 
each.

3 Which tend to influence our behavior more: large formal 
groups or small informal groups? Why?

4 What is a brand community, and why is it of interest to 
marketers?

5 Describe the difference between a m em bership and an 
aspirational reference group and give an example of each 
kind.

6 Name one factor that makes it more likely a person will be
come part of a consum er's m embership reference group.

7 Define deindividuation and give an example of this effect.
8 What is the risky shift, and how does it relate to shopping 

with friends?
9 What is the difference between normative and inform a

tional social influence?

10 Define conformity and give an example of it. Name three 
reasons why people conform.

11 How does the Principle of Least Interest relate to your suc
cess in a romantic relationship?

12 What is social comparison? To what type of person do we 
usually choose to compare ourselves?

13 What is the difference betw een independence and 
anticonformity?

14 What is word-of-mouth, and how can it be more powerful 
than advertising?

15 Which is m ore powerful: positive or negative word of 
mouth?

16 Describe some ways in which marketers use the Internet to 
encourage positive WOM.

17 What is viral marketing? Guerrilla marketing? Give an ex
ample of each.
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18 What is an opinion leader? Give three reasons why they 
are powerful influences on consumers' opinions. What are 
some characteristics of opinion leaders?

19 Is there such a thing as a generalized opinion leader? Why 
or why not?

20 What is the relationship between an opinion leader and an 
opinion seeker?

21 What is the difference between a market maven and a sur
rogate consumer?

22 How can marketers use opinion leaders to help them pro
mote their products or services?

23 What are sociometric techniques? Under what conditions 
does it make sense to use them?

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 Although social networking is red-hot, could its days be 
num bered? Many people have concerns about privacy is
sues. Others feel that platforms like Facebook are too over
whelming. As one media executive comments, "Nobody 
has 5,000 real friends. At the end of the day it just becomes 
one big cauldron of noise." What's your stand on this: Can 
we have too much of a good thing? Will people start to tune 
out all of these networks?133

2 The average American teenager spends well over 8 hours 
a day in front of a screen, w hether sm artphone, PC, TV, 
or tablet. One study reported increasing physical isola
tion am ong Internet users; it created a controversy and 
drew angry com plaints from some users who insisted 
that tim e they spent online did not detract from their 
social relationships. However, the researchers said they 
had now gathered further evidence showing that In ter
net use has lowered the am ount of time people spend 
socializing with friends and even sleeping. According to 
the study, an hour of tim e spent using the In ternet re
duces face-to-face contact with friends, coworkers, and 
family by 23.5 m inutes; lowers the am ount of time spent 
watching television by 10 m inutes; and reduces sleep 
time by 8.5 m inu tes.134 W hat's your perspective on this 
issue? Does increasing use of the Internet have positive 
or negative im plications for interpersonal relationships 
in our society?

3 The W ord-of-M outh M arketing Association announced 
a set of rules and guidelines for word-of-m outh adver
tising. The trade group m aintains tha t m arketers m ust 
make sure tha t people talking up products or services 
disclose for w hom  they work. They also m ust use real 
consum ers, not actors, who discuss what they really be
lieve about a p ro d u c t.135 The rules were prom pted by 
several controversial incidents, such as a cam paign the 
U.S. arm  of Sony Ericsson Mobile Com m unications cre
ated for a cam era phone. The com pany hired 60 actors 
to hang out at tourist attractions and ask unsuspecting 
passersby to take their pictures with the Sony Ericsson 
devices. It told the actors to identify them selves only 
when asked directly. W hat do you think about "stealth"

cam paigns such as this? Should m arketers be required 
to disclose their true intentions when they try to initiate 
positive word-of-mouth?

4 Do you agree tha t deindividuation encourages binge 
drinking on campus? What can or should a college do to 
discourage this behavior?

5 The adoption of a certain brand  of shoe or apparel by 
athletes can be a powerful influence on students and 
other fans. Should high school and college coaches be 
paid to determ ine what brand of athletic equipm ent their 
players wear?

6 The strategy of viral marketing gets custom ers to sell a 
product to other custom ers on behalf of the company. 
That often means convincing your friends to climb on the 
bandwagon, and sometimes you get a cut if they buy some
thing.136 Some might argue that that m eans you're selling 
out your friends (or at least selling to your friends) in ex
change for a piece of the action. Others might say you're 
simply sharing the wealth with your buddies. Have you 
ever passed along nam es of your friends or sent them  to a 
Web site such as hotmail.com? If so, what happened? How 
do you feel about this practice?

7 Are hom e shopping parties that put pressure on friends 
and neighbors to buy m erchandise ethical?

8 The high-profile stunt to publicize Aqua Teen Hunger Force 
created a massive public disruption. When does a guer
rilla marketing tactic go too far—or is anything fair game 
in the heated competition to capture jaded consum ers' 
attention?

9 Mobile social networking is the next frontier in technol
ogy, as companies race to adapt platforms like Facebook 
to our cell phones. Marketers are not far behind, espe
cially because there are 3.3 billion cell phone subscribers 
worldwide; that num ber is far greater than the num ber of 
Internet users. One report says that about 2 percent of all 
mobile users already use their cell phones for social ne t
working, such as chat and m ultimedia sharing; it forecasts 
that this proportion will zoom to at least 12.5 percent in 
a few years. Mobile social networks are appealing in part 
because companies can identify precisely where users are
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in the physical world. For example, the SpaceMe service 
from GyPSii displays a map that identifies your friends' 
locations as well as photos, videos, and other information 
about them. A Dutch network called Bliin lets users update 
their location every 15 seconds.137 This enhanced capability 
creates some fascinating marketing possibilities—but per
haps it also raises some ethical red flags. What do you see 
as the opportunities and the threats as we inevitably move 
to a world where our whereabouts are known to others?

10 Walmart contended with a widespread text-messaging hoax 
that warned women to stay away from its stores or risk death. 
The digital rumor apparently originated in an u rb a n  m yth  
(an unsubstantiated "fact" that many people accept as true) 
that circulated via email severe! years ago. As a reflection of 
how widespread this myth became, at one point Walmart 
was num ber 5 on Twitter's list: of trending topics.138 If you 
were a Walmart communicatic ns executive, how might you 
deal with this kind of public relations nightmare?

■  APPLY

1 The power of unspoken social norms often becomes obvi
ous only when we violate them. To witness this result first
hand, try one of the following: Stand facing the back wall 
in an elevator, serve dessert before the main course, offer 
to pay cash for dinner at a friend's home, wear pajamas to 
class, or tell someone not to have a nice day.

2 Identify a set of avoidance groups for your peers. Can you 
identify any consum ption decisions that you and your 
friends make with these groups in mind?

3 Identify fashion opinion leaders on your campus. Do they 
fit the profile the chapter describes?

4 Conduct a sociometric analysis within your dormitory or 
neighborhood. For a product category such as music or 
cars, ask each individual to identify other individuals with 
whom they share information. Systematically trace all of 
these avenues of com m unication, and identify opinion

leaders by locating individuals whom others say provide 
helpful information.

5 See if you can dem onstrate the risky shift. Get a group of 
friends together and ask each to privately rate the likeli
hood, on a scale from 1 to 7, that they would try a contro
versial new product (e.g., a credit card that works with a 
chip implanted in a person's wrist). Then ask the group to 
discuss the product and rate the idea again. If the average 
rating changes, you’ve just observed a risky shift.

6 Trace a referral pattern for a service provider such as a hair 
stylist; track how clients came to choose him or her. See if 
you can identify opinion leaders who are responsible for 
referring several clients to the businessperson. How might 
the service provider take advantage of this process to grow 
his or her business?

My Marketi ngLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
MIGHTY REDS GO FOR IT!
Are you a Mighty Red? If you don 't know what that is, then you 
definitely are not. Liverpool Football club fans all over the world 
proudly refer to themselves as such and in many respects they 
represent one of the most dedicated fan-bases anywhere. Why 
the nam e Mighty Red? This is the color of the uniform Liverpool 
wears for its football matches.

In the English Prem ier League, Liverpool Football Club 
is famous, having won the Prem ier League 19 times. Since 
Asian countries do not have such large leagues to support, they 
support more popular football clubs in UK. Liverpool fan clubs 
exist in all Asian countries including Singapore, Malaysia and 
Hong Kong.

All these fan clubs have similar activities. Club m em bers 
congregate to watch Liverpool games live at a com m on venue,

arrange visits to Anfield (in Liverpool, north-west England), 
the club's hom e ground. They arrange group activities, sell 
Liverpool m em orabilia through Mighty Red stores, and raise 
funds for charities. They encourage children to participate in 
regular exercise, football, and organize matches throughout 
the year.

Liverpool fans gather in their thousands at the hotels and 
bars where live games are shown on giant TV screens late at 
night. Fans come dressed in red jerseys and cheer their team, 
and get to know each other. Many fans plan regular visits to 
Anfield to watch the games and wh en the Liverpool team visits 
Asia, fans from Singapore go to wa:ch games in Malaysia while 
fans from Malaysia visit Singapore to attend games.

Mighty Reds come from all walks of life, age groups, and 
occupations, and do much more than just "wish that Liverpool
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wins." Many spend their free time raising money for children. 
Singapore Might Reds have adopted 'HOPE for Youth' Char
ity, an organization that provides educational enrichment pro
grams, outings and sports clinics for 'youth at risk'. Malaysian 
Mighty Reds raise funds for the Children's Cancer Fund and 
the Hong Kong Mighty Reds have adopted the Camp Quality 
program, which provides year-long support for children under
going cancer treatment.

Liverpool Football Club recognizes the activities of Asian 
Mighty Reds and each club gets a certain num ber of allocated 
tickets for Asian matches and at Anfield, should an Asian m em 
ber wish to attend. The club sends its team to play matches with 
the national team every year and Liverpool players are encour
aged to conduct coaching clinics for young people and to par
ticipate in the charity activities of local fan clubs.

DISCUSSION QUESTIONS

1 How do you think the Mighty Reds might be considered 
m em bers of a reference group? A brand community? 
A consumer tribe?

2 Consider your responses to question 1. What kind of op
portunities does the existence of the Mighty Reds present 
to marketeers? Develop a list of specific marketing and pro
motional tactics.

Sources:www.liverpoolfanclub.org.sg;www.lscm.com.my; www.hongkongreds 
.com
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Chapter
Objectives

When you finish reading this chapter you will understand why:

1. Both personal and social conditions influence how we spend our money.

2. We group consumers into social classes that say a lot about where they stand in society.

3. Individuals’ desire to make a statement about their social class, or the class to which they 
hope to belong, influence the products they like and dislike.

4. Consumers’ lifestyles are key to many marketing strategies.

5. Identifying patterns of consumption can be more useful than knowing about individual 
purchases when organizations craft a lifestyle marketing strategy.
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Finally, the big day has come! Phil is going 

home with Marilyn to meet her parents. He 

was doing some contracting work at the se

curities firm where Marilyn works, and it was love at first sight. Even though Phil attended the “School 

of Hard Knocks” on the streets of Brooklyn and Marilyn was fresh out of Princeton, somehow they knew 

they could work things out despite their vastly different backgrounds. Marilyn hinted that her family 

has money, but Phil doesn’t feel intimidated. After all, he knows plenty of guys from his old neighbor

hood who wheeled-and-dealed their way into six figures. He certainly can handle one more big shot 

in a silk suit who flashes a roll of bills and shows off his expensive modern furniture with mirrors and 

gadgets everywhere you look.

When they arrive at the family estate in Connecticut, Phil looks for a Rolls-Royce parked in 

the circular driveway, but he only sees a beat-up Jeep Cherokee, which must belong to one of the 

servants. Once inside, Phil is surprised by how simply the house is decorated and by how shabby 

everything seem sẼ A faded Oriental rug covers the hall entryway and all of the furniture looks re

ally oldẳ

Phil is even more surprised when he meets Marilyn’s father. He had half expected Mr. Caldwell 

to be wearing a tuxedo and holding a large brandy snifter like the rich people he’s seen in the movies. 

In fact, Phil has put on his best shiny Italian suit in anticipation, and he wore his large cubic zirconium 

pinky ring so this guy would know that he has some money too. When Marilyn’s father emerges from 

his study wearing an old rumpled cardigan sweater and tennis sneakers, Phil realizes he's definitely 

not one of those guys from the old neighborhood.

Source: Sakala/Shutterstock.

objective i  Consumer Spending 
2 Z S 2 T  and Economic Behavior
we spend our money.
__________________  As Phil's eye-opening experience at the Caldwells' house sug

gests, there are many ways to spend money, and there 's  also 
a wide gulf betw een those who have it and those who don 't. Perhaps an equally wide 
gap exists betw een those who have had it for a long tim e and those who "m ade it the 
hard  way—by earning it!" As this chapter begins, we briefly consider how general 
econom ic conditions affect the way we allocate our money. Then, reflecting the ad 
age that says "The rich are different," w e'll explore how people who occupy different 
positions in society consum e in very different ways. These consum ption differences 
in turn  help to create a unique lifestyle, which refers to the broad pattern  of how we 
choose to allocate our time and money. That's a hugely im portant concept for m ar
keters to understand, so we'll explore some dynam ics of lifestyle m arketing to close 
out the chapter.

467
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The Tangled Web

Because so much of what 
happens in the world to
day happens online, peo
ple who don’t have access 

to the Internet can be at a real disadvantage. 
The so-called Digital Divide between the rich 
and the poor is still a reality. According to 
a 2010 study by the Pew Research Center, 
87 percent of U.S. households making more 
than $75,000 have broadband access at 
home. In contrast, only 40 percent of U.S. 
households making less than $30,000 have 
access. Whereas 95 percent of high-income 
households use the Internet at home in some 
fashion, just 57 percent of the poorest do. 
Not surprisingly, affluent people are also 
much more likely to own cell phones, com
puters, e-readers, and other entertainment 
devices.3

Income Patterns
A popular saying goes, "You can never be too thin or too rich." Although conditions are 
tenuous now, overall the average American's standard of living continues to improve— 
though many consum ers don 't get a full ticket to the American Dream. Two factors 
contribute to an (overall) upward trajectory: a shift in wom en's roles and increases in 
educational attainm ent.1

•  Mothers with preschool children are the fastest-growing segment of working people. 
Furthermore, many of them work in high-paying occupations, such as medicine and 
architecture, which m en used to dominate. Although women are still a minority in 
most professional occupations, their ranks continue to swell. The steady increase in 
the num bers of working women is a primary cause of the rapid growth of middle- and 
upper-income families.

•  Education also determ ines who gets a bigger piece of the economic pie. Although 
picking up the tab for college often entails great sacrifice, it still pays off in the long 
run. During the course of their lives, college graduates earn about 50 percent more 
than those who have only gone through high school. Women without high school 
diplomas earn only 40 percent as much as women who have a college degree.2 So, 
hang in there!

To Spend or Not to Spend, That Is the Question
Consumer dem and for goods and services depends on both our ability and our willing
ness to buy. As we've seen over the past few years, although dem and for necessities tends 
to be stable over time, we postpone or eliminate other expenditures if we don 't feel that 
now is a good time to spend money.4 For example, you may decide to "make do" with 
your current clunker for another year rather than buy a new car right away. Even busi
nesses like warehouse clubs that sell staples by the case feel the pain when shoppers 
postpone their purchases; stores such as Costco and Sam's Club post big losses when 
people no longer buy their discounted jewelry and clothing, even though sales of paper 
towels and pickles hold steady.5

Discretionary incom e is the money available to a household over and above what 
it requires to have a comfortable standard of living. Economists estimate that Ameri
can consumers wield about $400 billion a year in discretionary spending power. People 
aged 35 to 55, whose incomes are at a peak, account for about half of this amount. As 
the population ages and income levels rise, the way a typical U.S. household spends its 
money changes. The most noticeable shift is to allocate a m uch larger share of a budget 
to shelter and transportation, and less to food and apparel. (Note: This doesn't m ean that 
higher-income households buy less food and clothing; it's just that the proportion of dol
lars going to these categories decreases.)

Individual Attitudes Toward Money
Especially in the wake of the Great Recession of 2009, many consumers experience doubts 
about their individual and collective futures, and they are anxious to hold on to what they 
have. Of course, not everyone has the same attitudes about money and its importance. 
We all know tightw ads who hate to part with even a penny (and who actually experi
ence emotional pain when they hand over their cash), and spendthrifts who enjoy noth
ing more than buying everything in sight. Research on this issue finds that (stereotypes 
aside), American tightwads outnum ber spendthrifts. Men are more likely than women 
to be tightwads, as are older people and those with more education. How do we tell a 
tightwad from someone who's just being frugal? One of the researchers puts it this way: 
"The evidence suggests that frugality is driven by a pleasure of saving, as compared with 
tightwaddism, which is driven by a pain of paying."6

It's naive to think that everyone reacts the same way to an economic downturn. The 
UK-based firm M&C Saatchi conducted research to identify eight specific consum er
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segm ents that each display different attitudes and behaviors regarding spending and 
saving money:7

1 Crash Dieters (26 percent): Try to cut out all nonessential spending until things 
improve.

2 Scrimpers (13 percent): W ant to m aintain their lifestyle and are reluctant to make 
sacrifices, so they will trade down to less expensive brands but not stop buying what 
they like.

3 Abstainers (15 percent): Postpone big purchases but look to buy things on credit and 
pay later.

4 Balancers (9 percent): Sacrifice purchases in some categories in order to buy things 
in other categories.

5 Treaters (12 percent): They know they have to cut back, but they have trouble budget
ing; so they reward themselves with small treats when they do economize.

6 Justifiers (12 percent): They are willing to spend, but they need a good reason to buy 
something, such as a new model or a really good deal.

7 Ostriches (9 percent): Are in denial; they're mostly younger consumers who continue 
to buy as long as their credit cards hold out.

8 Vultures (4 percent): Circle the market, looking to snap up bargains as businesses 
offer bargain-basement prices.

Money has many complex psychological meanings; we equate it with success or fail
ure, social acceptability, security, love, freedom, and yes, even sex appeal.8 There are 
therapists who specialize in treating money-related disorders, and they report that some 
people even feel guilty about their success and deliberately make bad investments to re
duce this feeling! Some other clinical conditions include atephobia. (fear of being ruined), 
harpaxophobia (fear of becoming a victim of robbers), peniaphobia (fear of poverty), and 
aurophobia (fear of gold).9

A study that approached money as a social resource explored some interesting links 
between our need for acceptance and feelings about cash. In one case participants were 
either led to believe that a group had rejected them  or that it had accepted them. They 
then com pleted a num ber of m easures that reflected their desire for money. Those 
whom the group rejected expressed a greater desire for money. At another stage, subjects 
counted either real money or pieces of paper and then experienced physical pain. Those 
who counted money reported they felt less pain than did those who just counted paper!10

Consumer Confidence
As we saw in Chapter 8, the field of behavioral econom ics (which is sometimes also 
referred to as economic psychology), studies the "human" side of economic decisions. 
Beginning with the pioneering work of psychologist George Katona, this discipline stud
ies how consumers' motives and their expectations about the future affect their current 
spending, and how these individual decisions add up to affect a society's economic 
well-being.11

Consum ers' beliefs about what the future holds are an indicator of consum er 
confidence. This measure reflects how optimistic or pessimistic people are about the fu
ture health of the economy and how they predict they'll fare down the road. These beliefs 
are im portant because they influence how m uch money people pum p into the economy 
when they make discretionary purchases.

Many businesses take forecasts about anticipated spending very seriously, and peri
odic surveys "take the pulse" of the American consumer. The Conference Board conducts 
a survey of consumer confidence, as does the Survey Research Center at the University of 
Michigan. The following are the types of questions they pose to consumers:12

•  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?
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•  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 on what they spend and take on less debt. However, 
when they are optimistic about the future, they reduce the am ount they save, take on 
more debt, and buy discretionary items. The following factors influence the overall sav
ings rate:

1 Individual consumers' pessimism or optimism about their personal circumstances, 
such as a sudden increase in personal wealth as the result of an inheritance

2 World events such as the recession
3 Cultural differences in attitudes toward saving (e.g., the Japanese have a much higher 

savings rate than do Americans, though the latter have definitely been saving more 
of their incomes in recent years)13

The Great Recession and Its Aftermath
In the current dismal economic climate, we have to acknowledge that recent changes in 
consum er spending—prom pted by num erous factors, including frozen credit markets 
and massive layoffs—almost overnight altered the landscape of consum er behavior. The 
"go-go" years seem like a distant memory as many people suddenly put the brakes on 
their BUY NOW mentality. Since the 1980s (when we last experienced economic turbu
lence), Americans' savings rate dropped steadily; it dipped to less than 1 percent in late 
2008. In a few short m onths this rate rocketed to 5 percent, as people cut back w her
ever they could. The new mantra: Make do with what you have. Save. Question every 
expense: Do you really need that Starbucks latte, that $80 haircut, that fashion m aga
zine? 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. Now it's cool to 
visit Web sites and blogs that celebrate frugality, such as like Dollar Stretcher (stretcher, 
com), All Things Frugal (allthingsfrugal.com), and Frugal Mom (frugalmom.net)."14

Of course, it remains to be seen whether this new frugality will persist when the 
economy improves (and it will). Young consumers who have grown up with images of (if 
not actual) affluence and in-your-face bling may not be prepared to pull such an abrupt 
about-face. In one survey, 91 percent of young adults say they have financial goals, but 
only 53 percent stick to a monthly budget, and 42 percent give themselves a grade of D or 
F to describe how well they save.15

Contrary to popular wisdom, not everyone suffers in a recession—and consum ers 
don't uniformly cut back on their spending. Many of them  just reallocate their priorities 
(and perhaps buy less on credit). For now, which companies will feel the pain and which 
will actually gain? A few years ago, Citigroup strategists coined the term plutonom y to 
describe an economy that’s driven by a fairly small num ber of rich people. Taking a cue 
from the Standard & Poor's 500-stock index, they created a "basket" of luxury stocks like 
Bulgari, Porsche, and Sotheby's. Unfortunately, many of those rich people are a lot less 
rich today, and luxury brands are hurting. Even so, we're starting to see a resurgence in 
expensive categories as sales begin to climb back to higher levels (in some cases driven 
by dem and in booming economies like China).16

In contrast, another team of analysts created their own Poor Getting Poorer Index. 
This basket includes 22 stocks that include retailers, generic brands, repossession agen
cies, dollar stores, and pawnshops that prosper when others do worse. In a period when 
the S&P declined by 40 percent, this index actually generated a positive return of about
9 percent. Not everyone is hurting: As consumers downscale their eating habits, for ex
ample, fast-food chains like McDonald's pick up the surplus. People may not buy as many 
expensive concert tickets, but they still treat themselves to a movie; box office receipts are 
holding up well.
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Finally, although people are a lot more conscious of price, it's not clear that they've 
forsaken what was—before the recession hit—a growing emphasis on corporate social 
responsibility. In one global survey, about seven in ten consumers said that despite the 
recession, they have given just as much (or more) time and money to causes they deem 
worthy, and more than half still are prepared to pay more for a brand that supports a good 
cause. Nearly eight in ten U.S. consumers who say they are very anxious regarding their 
personal finances said they would switch to a brand that supports good causes. As an 
aside, marketers have their work cut out for them  if they want to earn brand loyalty and 
do good at the same time: Only one-third of the respondents worldwide said they were 
aware of any brand that supports a good cause!17

objective 2 social Class Structure
We group consumers into

social classes that say societies into the "haves" and the "have-nots"
a lot about where they (though the am ount people "have" is relative). The United States 
stand in society. .g a pjace where "all m en are created equal," but even so some

people seem to be more equal than others. As Phil's encounter 
with the Caldwells suggests, a complex set of variables, including income, family back
ground, and occupation, determines one's standing in society.

The place you occupy in the social structure helps to determine not only how much 
m oney you spend but also how you spend it. Phil was surprised that the Caldwells, who 
clearly had a lot of money, did not seem to flaunt it. This understated way of living is a 
hallmark of so-called "old money." People who have had it for a long time don 't need 
to prove they've got it. In contrast, consumers who are relative newcomers to affluence 
might allocate their booty very differently.

Pick a Pecking Order
In many animal species, a social organization develops whereby the most assertive or ag
gressive animals exert control over the others and have the first pick of food, living space, 
and even mating partners. Chickens, for example, exhibit a clearly defined dominance- 
submission hierarchy. Within this hierarchy, each hen has a position in which she is sub
missive to all the hens above her and she dominates all the ones below her (hence the 
origin of the term pecking order).18

People are not much different. We also develop a pecking order that ranks us in terms 
of our relative standing in society. This rank determines our access to such resources as 
education, housing, and consum er goods. People try to move up in the social order to 
improve their ranking. 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.

Just as marketers carve society into groups for segmentation purposes, sociologists 
describe 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, the 19th-century economic theorist, argued that a 
person's relationship to the means o f production determined his position in a society. The 
"haves" control resources, and they use the labor of others to preserve their privileged 
positions. The "have-nots" depend on their own labor for survival, so these people have 
the most to gain if they change the system. The German sociologist Max Weber showed 
that the rankings people develop are not one-dimensional. Some involve prestige or "so
cial honor" (he called these status groups), some rankings focus on power (or party), and 
some revolve around wealth and property (class).19

We use the term social class more generally to describe the overall rank of people in a 
society. People who belong to the same social class have approximately equal 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 socialize 
with one another and share many ideas and values regarding the way life should be lived.20
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“Peach cooler, please”

Whatever your customers love to do 

for fun, Libbey refreshes them along 

the way. Libbey offers glasses to fit 

any lifestyle and specific taste □ You

can satisfy your customers’ preferences and reflect your store's 

distinctiveness, too. □ Con tact your Libbey representative today 

for a personal viewing. YVe will come out to see you with so man)' 

choices, we know it will be very refreshing indeed. Ij^ibbey |

“Gimme a brew”

This ad implies that there are social class 
differences in leisure activities and preferred 
beverages.
Source: Courtesy of Libbey Glass Co.

Indeed, "birds of a feather do flock together." We tend to marry people in a social 
class similar to our own, a tendency sociologists call homogamy, or "assortative mating.” 
Well over 90 percent of married high school dropouts marry someone who also dropped 
out or who has only a high school diploma. On the other side of the spectrum, less than 
1 percent of the most highly educated Americans have a spouse who did not complete 
high school.21

Social class is as much a state of being as it is of having: As Phil saw, class is also a 
matter of what you do with your money and how you define your role in society. Although 
we may not like the idea that some members of society are better off or "different" from 
others, most consumers do acknowledge the existence of different classes and the effect 
of class membership on consumption. As one wealthy woman observed when research
ers asked her to define social class:

I would suppose social class means where you went to school and how far. Your intelligence. 
Where you live . . .  [w]here 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.22

In school, some kids seem to get all the breaks. They have access to many resources, 
such as special privileges, fancy cars, large allowances, or dates with other popular class
mates. At work, some coworkers get prom oted to high-prestige jobs with higher salaries 
and perks such as a parking space, a large office, or the keys to the executive washroom.

Indeed, in virtually every context some people rank higher than others—even if they 
just have a larger num ber of Twitter followers. Patterns of social arrangem ents evolve
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whereby some members get more resources than others by virtue of their relative stand
ing, power, or control in the group.23 The process of social stratification refers to this 
creation of artificial divisions, “those processes in a social system by which scarce and 
valuable resources are distributed unequally to status positions that become more or 
less perm anently ranked in term s of the share of valuable resources each receives."24 
We see these distinctions both offline and online as the reputation economy takes shape; 
recall that this term refers to the “currency" people earn when they post online and oth
ers recom m end their com m ents.25 Retailers may "sort" clientele in terms of their abil
ity to afford the retailers' products or services (e.g., some investment firms only accept 
clients with a certain net worth). Or, consider ASmallWorld.net, a social networking site 
that gives the wealthy access to one another in cyberspace—while keeping the rest of us 
out. It's an invitation-only site that's grown to about 150,000 registered users. The site's 
founders promote it as a Facebook for the social elite. A few recent postings help to u n 
derstand 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.26

Achieved versus Ascribed Status
Think back to groups to which you've belonged. You'll probably agree that in many in
stances some members seem to get more than their fair share of bennies, whereas other 
individuals aren't so lucky. Some of these resources probably went to people who earned 
them  through hard work or diligent study, or achieved status. But someone may have 
gotten the goodies because she was lucky enough to be born with “a silver spoon in her 
mouth." Such good fortune reflects ascribed status. In our society, wealth is more likely 

to be earned than inherited.
Source: Couresy of The Phoenix Companies, Inc.

Some people still inherit wealth, 
the rest o f  us have no choice but to earn it.

The good news is. a lot of tft know how But then 

*h#t? Phoenix ha» been showing people 

innovative new directions ft« 15()years.

We understand that making 

money—and knouini' what to 

do with it—are two iliflereni 

skill*, i ts  one reason higfr- 

net-worth people and

Phocnis for help. To 

loam more about 

how Phoenix could
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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 better off than others. They 
may have more authority or power, or other members simply like or respect them.

Social Mobility
We've seen that, worldwide, there's an upward drift in terms of access to consumer goods. 
But to what degree do people actually move from one social class to another? In some 
societies, such as India, it's difficult to change one's social class, but in America we like to 
say that "anyone can grow up to be president" (though being related to a former president 
doesn't hurt your chances). Social m obility refers to the "passage of individuals from one 
social class to another."27

Horizontal mobility occurs when a person moves from one position to another that's 
roughly equivalent in social status; for instance, a nurse becomes an elementary school 
teacher. Downward mobility is, of course, movement none of us wants, but unfortunately 
we observe this pattern fairly often, as farmers and other displaced workers go on welfare 
rolls or join the ranks of the homeless. By one estimate, between 2.3 million and 3.5 mil
lion Americans experience homelessness in a year's time.28

Despite that discouraging trend, demographics decree that overall there m ust 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 demographers call differential 
fertility), and they tend to restrict family size to below replacem ent level (i.e., they often 
have only one child). Therefore, so the reasoning goes, over time those of lower status 
must fill positions of higher status.29

Overall, though, the offspring of blue-collar consumers are blue-collar, and the off
spring of white-collar consumers are white-collar.30 People do improve their positions 
overtime, 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. This "Cinderella fantasy" is a popular them e in our society; we see it in movies 
[Pretty Woman or Maid in Manhattan) and popular TV shows such as The Bachelor.

Class Structure in the United States
The United States in theory does not have a rigid, objectively defined class system. Nev
ertheless, Americans tend to maintain a stable class structure in terms of income distri
bution. Unlike some other countries, however, what does change are the groups (ethnic, 
racial, and religious) that occupy different positions within this structure at different 
times.31 A sociologist nam ed W. Lloyd Warner proposed the most influential classifica
tion of American class structure in 1941. Warner identified six social classes:32

1 Upper upper
2 Lower upper
3 Upper middle
4 Lower middle
5 Upper lower
6 Lower lower

These classifications imply that access to resources, such as money, education, and 
luxury goods, increases as you move up the ladder from lower lower to upper upper. For 
example, the richest 20 percent of U.S. households earn roughly half of all the income. In 
contrast, the poorest 20 percent receive just over 3 percent. However, these figures don't 
tell the whole story: Some poorer families have access to nontaxable income, or members 
may be between jobs so their low income is temporary. When you adjust income for other 
factors and look at the data on a per-person basis (while on average 3.1 people live in a 
household in the top category, only 1.7 live in one in the bottom  category), the richest 
people actually consume four times more than the poorest.33
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MIDDLE CLASS AMERICANS
Middle Class (32%): Average pay white-collar workers and their blue-collar friends; live on 
"the better side of town,” try to “do the proper things"
Working Class (38%): Average pay blue-collar workers; lead “working class lifestyle” 
whatever the income, school, background, and job

UPPER CLASS AMERICANS
Upper-Upper (0.3%): The “capital S society” world of inherited wealth 
Lower-Upper (1.2%): The newer social elite, drawn from current professionals 
Upper-Middle (12.5%): The rest of college graduate managers and professionals; lifestyle 
centers on private clubs, causes, and the arts

Figure 12.1 A CLASSIC VIEW OF THE 
AMERICAN CLASS STRUCTURE

LOWER CLASS AMERICANS
“A lower group of people, but not the lowest” (9%): Working, not on welfare; living standard 
is just above poverty; behavior judged “crude,” “trashy”
‘‘Real Lower-Lower” (7%): On welfare, visibly poverty-stricken, usually out of work (or have 
“the dirtiest jobs”); “bums,” “common criminals”

Other social scientists have proposed variations on this system over the years, but 
these six levels summarize fairly well the way we still think about class, even though the 
proportion of consum ers who fall into each category fluctuates over time. Figure 12.1 
provides one view of the American status structure.

Class Structure Around the World
Every society has some type of hierarchical class structure that determines people's ac
cess to products and services. Let's take a quick look at a few im portant ones.

China
In China, an economic boom is rapidly creating a middle class of more than 130 m il
lion people that analysts project will grow to more than 400 million in 10 years. During 
the Cultural Revolution, Mao's Red Guards seized on even the smallest possessions— 
a pocket watch or silk scarf—as evidence of "bourgeois consciousness." Change came 
rapidly in the early 1990s, after Mao's successor Deng Xiaoping uttered the phrase that 
quickly became the credo of the new China: "To get rich is glorious."

Because costs in China are low, a family with an annual income below the U.S. 
poverty threshold of about $14,000 can enjoy middle-class comforts, including stylish 
clothes, Chinese-made color televisions, DVD players, and cell phones. Wealthier Chi
nese entrepreneurs indulge in Cuban Cohiba cigars that sell for $25 each, a quarter of the 
average Chinese laborer's monthly wage. In bustling Shanghai, newly minted "yuppies" 
drop their kids off for golf lessons; visit Maserati and Ferrari showrooms; buy some lux
ury items from Louis Vuitton, Hugo Boss, or Prada; then pick up some Haagen-Dazs ice 
cream before they head to an Evian spa to unwind. One cultural difference that may help 
to account for this love of branded goods is that Asians tend to be highly sensitive to 
cues that communicate social standing, and well-known brand nam es help to manage 
this impression. Indeed, even in the United States researchers report that Asian immi
grants and Asian Americans prefer branded goods to generic products compared to other 
Americans.34

Nike, which consum ers in a survey nam ed China's coolest brand, profits mightily 
from the rise of the Chinese middle class. Nike shoes are a symbol of success, and the 
company opens an average of 1.5 new stores a day there. The company worked for a long 
time to attain this status, starting when it outfitted top Chinese athletes and sponsored all 
the teams in China's pro basketball league. Still, becoming a fashion icon (and persuad
ing consumers to spend twice the average monthly salary for a pair of shoes) is no m ean
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feat in a country that's not exactly sports crazy. So Nike affiliated with the NBA (which 
began to televise games in China) and brought over players such as Michael Jordan for 
visits. Slowly but surely, in-the-know Chinese came to call sneakers "Nai-ke."35

Japan
Japan is a highly brand-conscious society where upscale, designer labels are incredibly 
popular. Although the devastation wrought by the 2011 tsunam i reduced dem and for 
luxury goods among many Japanese, their love affair with top brands started in the 1970s 
when the local economy was booming and many Japanese could buy W estern luxury 
accessories for the first time. Some analysts say Japan's long slump since that time may 
have fostered a psychological need to splurge on small luxuries to give people the illu
sion of wealth and to forget their anxieties about the future. Single, working women are 
largely responsible for fueling Japan’s luxury-goods spending; about three-quarters of 
Japanese women aged 25 to 29 work outside the home. As we saw in Chapter 11, these 
“office ladies" save money by living with their parents, so this leaves them  with cash on 
hand to spend on clothes, accessories, and vacations.36

The Middle East
In contrast to the Japanese, few Arab women work. This makes a search for the latest in 
Western luxury brands a major leisure activity for those with money. Dressing rooms are 
large, with antechambers to accommodate the friends and family members who often 
come along on shopping sprees. A major expansion of Western luxury brands is under way 
across the Middle East, home to some of the fashion industry's best customers. High-end 
retailers such as Saks Fifth Avenue and Giorgio Armani operate opulent stores that cater 
to this growing market. However, fashion retailers must take cultural and religious consid
erations into account. Missoni makes sure that collections include longer pants and skirts, 
and evening gowns with light shawls to cover heads or bare shoulders. Advertising and dis
play options are also more limited: Erotic images don't work. In the strict religious culture 
of Saudi Arabia, mannequins can't reveal a gender or hum an shape. At Saks' Riyadh store, 
models are headless and don't have fingers. Half of the two-level store is off limits to men.37

The United Kingdom
England is an extremely class-conscious country, and at least until recently inherited 
position and family background largely predeterm ined consumption patterns. Members 
of the upper class were educated at schools such as Eton and Oxford, and they spoke like 
Henry Higgins in My Fair Lady. We can still find rem nants of this rigid class structure. 
"Hooray Henrys” (wealthy young men) play polo at Windsor and hereditary peers still 
dominate the House of Lords.

However, the dominance of inherited wealth appears to have faded in Britain's tra
ditionally aristocratic society, as British entrepreneurs like Richard Branson (of the Virgin 
empire) redefine the economy. The United Kingdom was particularly hard hit by the re
cession, as was the United States, and a new emphasis on frugality alters people's priori
ties. In addition, populist outrage grew after it came to light in 2009 that legislators had 
billed the government for excessive expenses—among other abuses, British taxpayers 
footed a £2,000 bill for one M.P. to clean the moat surrounding his castle.38

Some big marketers, such as Unilever and Groupe Danone, set their sights on a more 
lower-class group the British call chavs. This label refers to young, lower-class men and 
women who mix flashy brands and accessories from big nam es such as Burberry with 
track suits. Their style icons include soccer star David Beckham and his wife, Victoria, aka 
Posh Spice. Despite their (alleged) tackiness, marketers like chavs because they spend 
a lot of their disposable income on fashion, food, and gadgets. France's Danone, which 
makes HP Sauce, a condiment the British have poured over bacon sandwiches and fries 
for a centuiy, launched a series of ads to play up to the chav culture. One features a brawl 
over the sauce at a wedding buffet; another includes glammy soccer players' wives m in
gling cattily at a party.39 Danone found "chawy" people on the streets of Liverpool to star 
in the ads.
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The U.K. came to a virtual standstill during 
the royal wadding between Prince William 
and Catherine Middleton in 2011.
Source: waynehowes/Shutterstock.

India
India's economy is booming despite the global recession, and affluent consumers prize 
higher-end global brands—even though nearly half of India's population lives on less 
than $1.25 a day. Brands like Gucci, Jimmy Choo, and Hermès scramble to open stores in 
high-end hotels or new superluxury malls, where the m anagem ent often stations guards 
at the doors to keep the destitute outside.40

A recent flap illustrates the rapid changes in Indian society. Vogue India ran a 
16-page spread of poor people surrounded by luxury goods: a toothless old woman holds 
a child who wears a Fendi bib, a woman and two other people ride on a motorbike as she 
sports a Hermès bag that sells for more than $10,000, a street beggar grips a Burberry um 
brella. A columnist denounced the spread as "not just tacky but downright distasteful." 
The magazine's editor com m ented that the shoot's message is simply that "fashion is no 
longer a rich m an's privilege. Anyone can carry it off and make it look beautiful."41

One of Bollywood's biggest stars, Shahrukh Khan, is "brand ambassador" for Tag 
Heuer watches, which cost thousands of dollars. He gives them  away on the Indian ver
sion of Who Wants to Be a Millionaire?, the show that also formed the basis for the hit 
movie Slumdog Millionaire. India's ascendancy is fairly recent; for decades after the 
country became independent from Britain, its economy was socialistic and traditional. 
Today, young consum ers watch MTV, read international fashion magazines, and em 
brace the power of plastic—credit-card spending in India has risen by 30 percent a year 
for the past 5 years.42

OBJECTIVE 3
Individuals’ desire to make 
a statement about their 
social class, or the class to 
which they hope to belong, 
influence the products they 
like and dislike.

Social Class and Consumer Behavior
It's getting more difficult to clearly link certain brands or stores 
with a specific class. Marketplace changes make it tougher for 
the casual observer to accurately place a consumer in a certain 
class by looking at the products he buys. That's because a lot of 
"affordable luxuries" now are within reach of many consumers 
who could not have acquired them  in the past. Think of college
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Marketing Opportunity

About 14 percent of Ameri
cans live below the poverty 
line, and most marketers 
largely ignore this seg

ment. Still, although poor people obviously 
have less to spend than do rich ones, they 
have the same basic needs as everyone else. 
Low-income families purchase staples, such 
as milk, orange juice, and tea, at the same 
rates as average-income families. Minimum- 
wage-level households spend more than 
average on out-of-pocket health-care costs, 
rent, and the food they eat at home.48 Unfor
tunately, they find it harder to obtain these 
resources, because many businesses are re
luctant to locate in lower-income areas. On 
average, residents of poor neighborhoods 
must travel more than 2 miles to have the 
same access to supermarkets, large drug 
stores, and banks as do residents of more af
fluent areas.49 These gaps in retail coverage 
create a situation that analysts call a food 
desert: an area (often in urban locations) 
where people are unable to obtain adequate 
food and other products to maintain a healthy 
existence. As a rule, cheaper foods are higher 
in calories and unhealthy ingredients, so it’s 
common to find that poorer people exhibit 
much higher rates of diabetes, obesity, and 
related conditions.50

Still, a lot of companies are taking a sec
ond look at marketing to the poor because 
of their large numbers. The economist C. K. 
Prahalad added fuel to this fire with his book 
The Fortune at the Bottom of the Pyramid, 
which argued that big companies could profit 
and help the world’s 4 billion poor or low- 
income people by finding innovative ways to 
sell them soap and refrigerators.51

Some companies get into these vast mar
kets as they revamp their distribution systems 
or make their products simpler and less ex
pensive. When Nestlé Brazil shrank the pack
age size of its Bono cookies (no relation to 
the U2 singer) from 200 grams to 140 grams 
and dropped the price, sales jumped 40 per
cent. Unilever called a new soap brand Ala so 
that illiterate people in Latin America could 
easily recognize it. In Mexico, the cement 
company CEMEX improved housing in poor 
areas after it introduced a pay-as-you-go sys
tem to buy building supplies.52

women you may know who buy pricey bags from Louis Vuitton or Coach, and then eat 
ramen noodles for dinner. To make matters even more confusing, a wealthy family may 
well buy its wine at Costco and its bath towels at Target—and, especially in today's econ
omy, proudly gloat about the steals they got.43 Luxury brands slash prices to attract more 
customers, while mass-market brands move upscale. Disney's new Disney Couture line 
sells cashmere sweaters "inspired by Tinker Bell," pricey chandeliers patterned after 
the Art Deco decor in Mr. Disney's former office, and a $1,400 sequined Mickey Mouse 
T-shirt from Dolce & Gabbana.44

Profound changes in global income distribution drive this shift. 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, level the playing field. The current recession aside, more and more consumers 
around the globe participate in the global economy. The biggest emerging markets go by 
the acronym BRIC nations: Brazil, Russia, India, and China. These four countries today 
account for 15 percent of the $60 trillion global economy, but analysts project they will 
overtake the European and American economies within 20 years.45

This change fuels dem and for mass-consumed products that still offer some degree 
of panache. Companies such as H&M, Zara, Easyjet, and L'Oreal provide creature com
forts to a consumer segment that analysts label m ass 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 college edu
cations, housing, or luxury cars. The mass-class market, for example, spawned several 
versions of affordable cars: Latin Americans have their Volkswagen Beetle (they affection
ately call it el huevito, "the little egg"); Indian consumers have their Maruti 800 (it sells 
for as little as US $4,860); and the Fiat Palio, the company's "world car," targets people in 
emerging countries such as Brazil, Argentina, India, China, and Turkey.46

Components of Social Class
When we think about a person's social class, we consider a num ber of pieces of informa
tion. Two major ones are occupation and income. Let's take a quick look at each.

Occupational Prestige
In a system in which (like it or not) we define people to a great extent by what they do 
for a living, occupational prestige is one way we evaluate their "worth.” Hierarchies of 
occupational prestige tend to be quite stable over time and across cultures. Researchers 
find similarities in occupational prestige in countries as diverse as Brazil, Ghana, Guam, 
Japan, and Turkey.47

A typical ranking includes a variety of professional and business occupations at the 
top (e.g., CEO of a large corporation, physician, and college professor); whereas jobs that 
hover near the bottom include shoe shiner, ditch digger, and garbage collector. Because 
a person's occupation links strongly to his or her use of leisure time, allocation of family 
resources, aesthetic preferences, and political orientation, many social scientists con
sider it the single best indicator of social class.

Income
The distribution of wealth is of great interest to social scientists and to marketers because 
it determines which groups have the greatest buying power and market potential. Wealth 
is by no means distributed evenly across the classes. As we have seen, income per se is not 
often a very good indicator of social class because the way in which we spend our money 
is more telling than how much we spend—that's the all-im portant lifestyle com ponent 
we'll talk about later in the chapter. Still, people need money to obtain goods and services 
to express their tastes, so obviously income remains very important. American consum 
ers are getting both wealthier and older, and these changes will continue to influence 
consumption preferences.
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It's no t our job to  te ll you the best th ing to  do w ith  your inheritance,
but it is our job to advise you the best way of going about it.
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How Income Relates to Social Class
Although we equate money with class, the precise relationship between other aspects of 
social class and income is not clear, and social scientists debate it.53 The two are by no 
m eans synonymous, which is why many people with a lot of money try to buy their way 
into a higher social class. One problem is that even if a family adds one or more wage 
earners and increases its household income, each additional job is likely to be lower in 
status than the primary wage earner's job. In addition, these members don't necessarily 
pool their earnings toward the com m on good of the family.54

So, which is a better predictor of consum er behavior? The answer partly depends on 
the type of product we sell: Do people buy it largely for its functional value (what it does), 
or for its symbolic value (the impression it conveys to others)?

•  Social class is a better predictor of purchases that have symbolic aspects but low to 
m oderate 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).

•  We need both social class and income data to predict purchases of expensive, sym
bolic products (e.g., cars, homes).

Class Differences in Worldview
A worldview is one way to differentiate among social classes. To generalize, 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 nam e local sports figures as heroes and are less

Many companies, like this Austrian bank, 
aggressively pursue the upper class 
consumer.
Source: Courtesy of Bank Austria Creditanstalt AG. 
Photo by Gurter Parth.
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likely to take long vacation trips to out-of-the-way places.55 Immediate needs, such as a 
new refrigerator or TV, tend to dictate buying behavior, whereas the higher classes focus 
on more long-term goals, such as saving for college tuition or retirem ent.56 Working-class 
consumers depend heavily on relatives for emotional support and tend to orient them 
selves in terms of the local community rather than the world at large. They are more likely 
to be conservative and family oriented. Maintaining the appearance of one's hom e and 
property is a priority, regardless of the size of the house.

One study that looked at social class and how it relates to consum ers' feelings of 
empowerment reported that lower-class men aren 't as likely to feel they have the power 
to affect their outcomes. Respondents varied from those who were what the researcher 
calls potent actors (those who believe they have the ability to take actions that affect their 
world) to impotent reactors (those who feel they are at the mercy of their economic situ
ations). This orientation influenced consum ption behaviors; for example, the profes
sionals in the study who were likely to be potent actors set themselves up for financial 
opportunity and growth. They took very broad perspectives on investing and planned 
their budgets strategically.57

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.58 They may 
not view the m aintenance of a high-status lifestyle as worth the effort. As one blue-collar

Many consumers still covet luxury products- 
whetherthey can afford them or not.
Source' Courtesy of Harry Winston Jewelers. n ew y o r k  beverlyhills  la s v eg a s  b a lh a r b o u r  Hono lulu  dallas p a r k  q » ifva iont*™  to k y o  osaka  taippi bplhnr  h o w ii« -» «

HAR.RY WINSTON
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consum er 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."59

This person may be right. Although good things appear to go hand-in-hand with 
higher status and wealth, the picture is not that clear. The social scientist Emile Durkheim 
observed that suicide rates are much higher among the wealthy; he wrote in 1897, “The 
possessors of most comfort suffer most."60 Durkheim's wisdom may still be accurate to
day. Many well-off consumers seem to be stressed or unhappy despite or even because 
of their wealth, a condition some call affluenza.61

Many marketers try to target affluent, upscale markets. This often makes sense be
cause these consum ers—those who are still employed in the aftermath of the recession— 
obviously have the resources to spend on costly products that com m and higher profit 
margins. However, it is a mistake to assume that we should place everyone with a high 
income into the same market segment. As we noted earlier, social class involves more 
than absolute income. It is also a way of life, and several factors—including where they 
got their money, how they got it, and how long they have had it—significantly affect af
fluents' interests and spending priorities.62

Despite our stereotype of rich people who just party all day long, one study found 
that the typical millionaire is a 57-year-old m an who is self-employed, earns a median 
household income of $131,000, has been married to the same wife for most of his adult 
life, has children, has never spent more than $399 on a suit or more than $140 for a pair of 
shoes, and drives a Ford Explorer (the humble billionaire investor Warren Buffett comes 
to mind). Interestingly, many affluent people don 't consider themselves to be rich. One 
tendency researchers notice is that these people indulge in luxury goods while they 
pinch pennies on everyday items—they buy shoes at Neiman Marcus and deodorant at 
Walmart, for example.63

SBI Consulting Business Intelligence divides consumers into three groups based on 
their attitudes toward luxury:

1 Luxury is functional—These consumers use their money to buy things that will last 
and have enduring value. They conduct extensive prepurchase 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 use luxury goods to say, “I've made it." The desire to 
be successful and to dem onstrate their success to others motivates these consumers 
to purchase conspicuous luxury items, such as high-end automobiles and homes in 
exclusive communities.

3 Luxury is indulgence—This group is the smallest of the three and tends to in 
clude younger consum ers 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 prem ium  for goods that express their in
dividuality and make others take notice. They have a more emotional approach to 
luxury spending and are more likely than the other two groups to make impulse 
purchases.64

As Phil discovered, people who have had money for a long time use their fortunes a 
lot differently. Old money families (e.g., the Rockefellers, DuPonts, Fords, etc.) live pri
marily on inherited funds.65 One com m entator called this group “the class in hiding."66 
Following the Great Depression of the 1930s, moneyed families became more discreet 
about exhibiting their wealth. Many fled from m ansions such as those we still find in 
M anhattan (the renovated Vanderbilt mansion now is Ralph Lauren's flagship store) to 
hideaways in Virginia, Connecticut, and New Jersey.

Mere wealth is not sufficient to achieve social prom inence in these circles. You also 
need to dem onstrate a family history of public service and philanthropy, and tangible 
markers of these contributions often enable donors to achieve a kind of immortality 
(e.g., Rockefeller University, Carnegie Hall, or the Whitney M useum).67 "Old money"
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CB AS I SEE IT
Professor George Loewenstein, Carnegie

T he average American spends more 
on lottery tickets than on reading 
materials or movies. In 2003, total 
spending on lotteries was almost 
$45 billion, or $155 for every man, 
woman, and child in the United States. 
Moreover, people at low income levels 
play the lottery disproportionately; one 
study found that those with incomes 
under $10,000 spent almost three 
times as much on lottery tickets as 
those with incomes over $50,000.

Why is playing the lottery so at
tractive, and why is it especially at
tractive to low-income individuals? My 
colleagues Emily Haisley and Romel 
Mostafa and I explored these ques
tions. We hypothesized that one of 
the attractions of the lottery is that 
the typical lottery ticket only costs 
a dollar— peanuts in the budget of 
even those with low incomes. We 
went to the Greyhound bus station in 
Pittsburgh and asked bus travelers if 
they would complete a survey about 
their attitudes toward Pittsburgh in

Mellon University

exchange for $5. We then gave them 
the opportunity to purchase up to five 
lottery tickets. For some subjects, we 
handed them the $5 and had them 
make a single choice of how many 
tickets to buy (from zero to five). For 
other subjects, we handed them $1 at 
a time, five times in a row, and each 
time asked if they wanted to use the 
dollar to buy a lottery ticket. Subjects 
in the latter condition purchased 
about twice as many lottery tickets.
Of course, $1 isn’t much, but as the 
statistics document, many people are 
forking out the money day after day.

This helps to explain the appeal of 
the lottery, which is the single most 
popular form of gambling in the United 
States despite having the lowest pay
out rate. Nevertheless, this finding 
does not explain why low-income indi
viduals are so attracted to playing the 
lottery. In two follow-up studies we at
tempted to find out. We reasoned that 
poor people play the lottery dispropor
tionately because, in contrast to more 
affluent people, it is their only opportu
nity, however small, for a dramatic im
provement in their economic situation. 
In the first study we made some Grey
hound riders feel rich by asking them 
in the survey to report their income on 
a scale that went up in $10,000 incre
ments, peaking at $50,000 or more. 
We made others feel poor by asking 
about income with a scale that went

up in $50,000 increments, peaking at 
$1,000,000 or more. Those made to 
feel poor bought, on average, about 
twice as many tickets. In the second 
study we reasoned that lottery tickets 
might be attractive to people with 
low incomes because they have the 
same opportunity to win as people 
with higher incomes (in contrast to 
other areas of life where rich people 
have advantages). We reminded them 
of this fact by asking them to report 
whether poor people, rich people, or 
neither had an advantage in different 
areas of life, with one of the areas 
being “gambling.” Those respondents 
who received this subtle reminder that 
lotteries give everyone similar odds of 
winning once again bought more.

The sad fact is that lotteries return 
only fifty cents on the dollar, making 
them one of the worst possible invest
ments, and far less lucrative than play
ing the stock market— even in a bad 
year. Yet 21 percent of Americans—  
and 38 percent of those with incomes 
less than $25,000— report that the 
lottery is the only way they would be 
able to accumulate several thousand 
dollars for retirement. Along with pay
day loans, rent-to-own establishments, 
pawn shops, and instant rebate tax 
services, lotteries are one of the many 
ways that commercial and state enter
prises may be detrimental to the finan
cial well-being of the poor.

consumers distinguish among themselves in terms of ancestry and lineage rather than 
wealth.68 And (like the Caldwells) they're secure in their statusắ In a sense, they have 
trained their whole lives to be rich.

In contrast to people with old money, today there are many people—including high- 
profile billionaires such as Bill Gates, Mark Zuckerberg, and Richard Branson—who are 
"the working wealthy."69 The Horatio Alger myth, where a person goes from "rags to 
riches" through hard work and a bit of luck, is still a powerful force in our society. That's 
why a commercial that showed the actual garage where the two cofounders of Hewlett- 
Packard first worked struck a chord in so many.

Although many people do in fact become "self-made millionaires," they often en
counter a problem (although not the worst problem one could think of!) after they have 
become wealthy and change their social status. The label nouveau riche describes con
sumers who recently achieved their wealth and who don 't have the benefit of years of 
training to learn how to spend itề
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Pity the poor nouveau riches; many suffer from status anxiety. They m onitor the 
cultural environment to ensure that they do the “right" thing, wear the "right" clothes, 
get seen at the "right" places, use the "right" caterer, and so on.70 Their flamboyant con
sum ption is an example of symbolic self-completion because they try to display symbols 
they believe have "class" to make up for an internal lack of assurance about the "correct" 
way to behave.71 In major Chinese cities such as Shanghai, some people wear pajamas 
in public as a way to flaunt their newfound wealth. As one consum er explained, "Only 
people in cities can afford clothes like this. In farming villages, they still have to wear old 
work clothes to bed."72

“What Do You Use That Fork for?” 
Taste Cultures, Codes, and Cultural Capital
A taste culture describes consumers in terms of their aesthetic and intellectual prefer
ences. This concept helps to illuminate the important, yet sometimes subtle, distinctions 
in consumption choices among the social classes.73 For example, a comprehensive analy
sis of social class differences using data from 675,000 households supports the mass-class 
phenom enon we discussed earlier: Differences in consumption patterns between the up
per and upper-m iddle classes and between the middle and working classes are disap
pearing. However, strong differences still emerge in terms of how consumers spend their 
discretionary income and leisure time. Upper- and upper-middle-class people are more 
likely to visit museum s and attend live theater, and middle-class consumers are more 
likely to camp and fish. The upper classes are more likely to listen to all-news programs, 
whereas the middle classes are more likely to tune in to country music.74

Some social critics don 't like the taste culture perspective because they charge that 
it's elitist. Judgments of the relative artistic value of Beethoven versus the Beastie Boys 
aside, it is very helpful to recognize that we segment ourselves in terms of our shared 
tastes in literature, art, music, leisure activities, and home decoration. Indeed, all of the 
thousands of online brand communities we discussed in Chapter 11 are living evidence 
that we do this all the time!

In one of the classic studies of social differences in taste, researchers cataloged 
homeowners' possessions as they sat in their living rooms and asked them  about their 
income and occupation. As Figure 12.2 shows, they identified clusters of furnishings and 
decorative items that seemed to appear together with some regularity, and they found 
different clusters depending on the consumer's social status. For example, they tended 
to find a cluster that consisted of religious objects, artificial flowers, and still-life portraits 
in relatively lower-status living rooms, whereas they were likely to catalog a cluster of 
abstract paintings, sculptures, and m odern furniture in a higher-status hom e.75

Another approach to social class focuses on the codes (the ways consumers express 
and interpret meanings) people within different social strata use. It's valuable for market
ers to map these codes, because they can use concepts and terms that target customers 
will relate to. Marketing appeals we construct with class differences in m ind result in 
quite different messages. For example, a life insurance ad that a company targets to a 
lower-class person might depict, in simple, straightforward terms, a hard-working family 
man who feels good immediately after he buys a policy. A more upscale appeal might de
pict a more affluent older couple surrounded by photos of their children and grandchil
dren. It might include extensive copy that plugs the satisfaction of planning for the future.

These two ways to com m unicate product benefits incorporate different types of 
codes. Restricted codes focus on the content of objects, not on relationships among ob
jects. Elaborated codes, in contrast, are more complex and depend on a more sophis
ticated worldview. These code differences extend to the way consumers approach basic 
concepts such as time, social relationships, and objects. Table 12.1 summarizes some 
differences between these two code types.

Clearly, not all taste cultures are created equal. The upper classes have access to 
resources that enable them  to perpetuate their privileged position in society. Pierre 
Bourdieu was a French theorist who wrote at length about how people compete for re
sources, or capital. Bourdieu did large-scale surveys to track people's wealth, and he
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Figure 12.2 LIVING ROOM CLUSTERS AND SOCIAL CLASS
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Source: Adapted from Edward 0. Laumann and James S. House, “Living Room Styles and Social Attributes: The Patterning of Material Artifacts in a Modern Urban Community/' 
Sociology and Social Research 54 (April 1970): 321-42. Copyright, University of Southern California, April 1970. All rights reserved.

related this "economic capital" to patterns of taste in entertainment and the arts. He con
cluded that "taste" is a status-marking force, or habitus, that causes consumption preferences 
to cluster together. Later analyses of American consumers largely confirm these relationships; 
for example, higher-income people are more likely than the average consumer to attend the 
theater, whereas lower-income people are more likely to attend a wrestiing match.76

In addition to economic capital (financial resources), Bourdieu pointed to the sig
nificance of social capital (organizational affiliations and networks). The legions of aspir
ing professionals who take up golf because they conduct so m uch business on the greens 
demonstrate how social capital operates. Although many people genuinely love to hit that 
ball around, the reality is that a lot of business gets transacted on the course and execu
tives profit from their membership in this community (some business schools even offer 
academic courses on “golf etiquette"!). Social capital tends to be a limited and protected 
resource. At many country clubs it's not enough just to be rolling in money: You also need 
to be recom m ended by current members, so that the organization controls (fairly or not) 
just who gets to hobnob on the links and in the locker room.

Bourdieu also reminds us of the consequences of cultural capital. This refers to a 
set of distinctive and socially rare tastes and practices—knowledge of "refined" behavior 
that admits a person into the realm of the upper class.77 The elites in a society collect a set
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Effects of Restricted Versus Elaborated Codes

Restricted Codes Elaborated Codes

General characteristics Emphasize description and contents of objects 

Have implicit meanings (context dependent)

Emphasize analysis and interrelationship between 
objects; i.e., hierarchical organization and instrumental 
connections

Time

Social relationships

Physical space

Implications for marketers

Language Use few qualifiers, i.e., few adjectives or adverbs

Use concrete, descriptive, tangible symbolism

Stress attributes of individuals over formal roles

Focus on present; have only general notion 
of future

Locate rooms, spaces in context of other rooms 
and places: e.g., “front room,” “corner store”

Stress inherent product quality, contents (or trust
worthiness, goodness of “real-type”), spokesperson

Stress implicit of fit of product with total lifestyle

Use simple adjectives, descriptions

Have explicit meanings

Have language rich in personal, individual qualifiers

Use large vocabulary, complex conceptual hierarchy

Stress formal role structure instrumental relationships

Focus an instrumental relat onship between present 
activities and future reward:»

Identify rooms, spaces in terms of usage; formal ordering 
of spaces; e.g., “dining roon,” “financial district”

Stress differences, advantages vis-a-vis other products 
in terms of some autonomous evaluation criteria

Stress product's instrumental ties to distant benefits

Use complex adjectives, descriptors

Source: Adapted from Jeffrey F. Durgee, “How Consumer Sub-Cultures Code Reality: A Look at Some Code Types,” in Richard J. Lutz, ed., Advances in Consumer Research, 13 
(Provo, UT: Association of Consumer Research, 1986): 332.

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 class m em bers restrict access to them. That's part of the reason why 
people compete so fiercely for admission to elite colleges. Much as we hate to admit it, 
the rich are different.

Online Social Capital
Typically, a com m unity is healthier and more desirable when it is able to offer a lot of 
social capital as an inducem ent for people to join. This is true in the online world as well.
You can think of this like a big, beefy nightclub bouncer who decides who he will admit 
past the velvet rope. In the online world, bloggers acquire social capital when a lot of 
other people start to rate their posts highly and perhaps re-tweet them .78 And, like exclu
sive country clubs, online gated com m unities that selectively allow access to some peo
ple may offer a high degree of social capital to the lucky few who pass the test. Consider, 
for example, "exclusive" dating sites like hotenough.org that (at least allegedly) weed out 
unattractive people. The site's hom e page claims, "Through our screening process, we 
have filtered the masses leaving only your area’s most attractive, fit, trendy singles and 
have now included an exclusive section for our 40+ singles, the 'BABY BOOMER SEC
TION.' Hot Enough offers three tiers of hotties, so if you're fit and trendy, then rest as
sured there is a place for you."79

Let's use Foursquare as an example to understand how online social capital works.
People visit Foursquare because they can check in at locations and announce their ar
rivals to their community of friends. Some check-ins can earn badges and coupons from 
participating retailers. The more people who become involved, the more valuable the 
community, and involvement grows based on activities that participants value. For in 
stance, people who are into Foursquare crave the status of being designated as "mayor" 
of a location like their local Starbucks. As long as people value this title, the Foursquare 
community will attract enthusiastic participants. If and when people move on to some
thing else, the social capital that flows from being a "mayor" will slow to a trickle. At that
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point, we're on to the next hot site. Social media platforms are like other fashion products 
that often ebb and wane in popularity; more about that in Chapter 14. As it declines, the 
community experiences a big dropoff in participation, adherence to norms, perceived 
reputation, and trust among members.80 Think MySpace or Friendster to understand how 
platforms can lose their cool almost overnight.

Status Symbols
We tend to evaluate ourselves, our professional accom plishm ents, our appearance, 
and our material well-being relative to others. The popular phrase "keeping up with the 
Joneses" (in Japan, it's "keeping up with the Satos") refers to a desire to compare your 
standard of living with your neighbors'—and exceed it if you can.

Often it's not enough just to have wealth or fame; what matters is that you have more 
of it than others. One study demonstrated we assign value to loyalty programs (e.g., when

Luxury items like diamond engagement rings 
are valued as status symbols the world over, 
as this Brazilian ad for a jeweler reminds us.
Source: Courtesy of Saatchi & Saatchi/Brazil.
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airlines award you special status based on the num ber of miles you fly) at least in part 
based on our level in the hierarchy relative to other members. Subjects were assigned to 
"gold status" in a program where they were in the only tier, or a program where there was 
also a silver tier. Although both groups were "gold," those in the program that also offered 
a lower level felt better about it.81

A major motivation to buy is not to enjoy these items but rather to let others know 
that we can afford them. These products are status symbols. The popular bumper-sticker 
slogan, "He who dies with the m ost toys, wins," summarizes the desire to accumulate 
these badges of achievement. Status-seeking is a significant source of motivation to pro
cure appropriate products and services that we hope will let others know we've "made 
it." A 2008 study dem onstrated how people turn to status symbols to prop up their self- 
concepts, especially when they feel badly or uncertain about other aspects of their lives. 
When subjects in auctions were made to feel that they had little power, they spent more 
to purchase items to com pensate for this deficit.82

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 who inter
viewed consumers who purchased luxury fashion brands in India and Thailand identi
fied three coping strategies:

Marketing Pitfall

Luxury goods often serve 
as status symbols, but 
the proliferation of in
expensive counterfeit 

products threatens to diminish their value 
(“Hey buddy, wanna buy a ‘genuine’ Rolex 
for $20?”). Fakes are a major headache for 
many manifacturers, especially in Asia: Offi
cials in China estimate that 15 to 20 percent 
of the products made there are counterfeit.83

1 Flight—They stop using the brand because they don 't want to be mislabeled as a 
lesser-status person who buys fake brands.

2 Reclam ation—They go out of their way to emphasize their long relationship with the 
brand, but express concern that its image will be tarnished.

3 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 their lower status.84

As we discussed earlier in the chapter, the rise of a mass-class market means that many 
luxury products have gone down-market. Does this mean that Americans no longer yearn 
for status symbols? Hardly. The market continues to roll out ever-pricier goods and ser
vices, from $12,000 m other-baby diamond tennis bracelet sets to $600 jeans, $800 haircuts, 
and $400 bottles of wine. Although it seems that almost everyone can flaunt a designer 
handbag (or at least a counterfeit version with a convincing logo), our country's wealthiest 
consumers employ 9,000 personal chefs, visit plastic surgeons, and send their children to 
$400-an-hour math tutors. A sociologist explained, "Whether or not someone has a flat- 
screen TV is going to tell you less than if you look at the services they use, where they live 
and the control they have over other people's labor, those who are serving them."85

Of course, the particular products that count as status symbols vary across cultures 
and locales:

•  Although to m ost Americans the now-defunct H um m er vehicle is a symbol of ex
cess, Iraqis still regard the huge gas-guzzlers as an alluring symbol of power. An Iraqi 
Hummer dealer observed, "In Iraq, people judge you by your car, and you're not a 
m an without one." People there use an Arabic phrase to explain the need to have the 
biggest car: hasad thukuri, which roughly translates as "penis envy."86

•  In China, children are status symbols (partly because the government strongly dis
courages couples from having more than one baby). Parents want to show off their 
pam pered child and are eager to surround their "little emperors" with luxury goods. 
Chinese families spend one-third to one-half of their disposable income on their 
children.87

•  Largely because of an oil boom, there are at least 25 billionaires and 88,000 million
aires in Russia (though the recession has taken a big bite out of the Russian economy 
also). Muscovites crave luxury goods to show off their newfound wealth. Some buy 
the GoldVish cell phone that glitters with 120 carats of diamonds encrusting a case of 
white gold. The desire to spend as m uch as possible on indulgences fuels a popular 
joke in Moscow: A wealthy businessm an tells a friend he bought a tie for $100. The 
friend responds, "You fool! You can get the same tie for $200 just across the street."88
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•  In Indonesia, as in many countries, a cell phone is a status symbol—but instead of a 
sleek iPhone, a decade-old Nokia model users call "the Brick" is the one to have. This 
"smart phone" never took off in the West; its bulky design makes it look dated. But in 
Jakarta, its heft is what people like about it. At a whopping half-pound, it doesn't fit 
into a pocket, so it's very visible when models, politicians, and other celebrities cart 
it around with them. Nokia even sells a gold-plated version for $2,500. In the world of 
status symbols, anything goes as long as others don 't have it.89

The social analyst Thorstein Veblen first discussed the motivation to consume for 
the sake of consuming at the turn of the 20th century. For Veblen, we buy things to create 
invidious distinction, meaning that we use them to inspire envy in others through our 
display of wealth or power. Veblen coined the term conspicuous consumption to refer 
to people's desires to provide prominent visible evidence of their ability to afford luxury 
goods. The material excesses of his time motivated Veblen's outlook. Veblen wrote in the 
era of the "Robber Barons," where the likes of J. P. Morgan, Henry Clay Frick, and William 
Vanderbilt built massive financial empires and flaunted their wealth as they competed to 
throw the most lavish party. Some of these events were legendary, as this account describes:

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 centerpieces in which lightly clad living 
maidens swam in glass tanks, or emerged from huge pies; of parties at which cigars were cer
emoniously lighted with flaming banknotes of large denominations.90

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 recent wave of corporate scandals in
volving companies such as AIG, Enron, WorldCom, and Tyco infuriated many consumers 
when they discovered that some top executives lived it up even as other employees were 
laid off. One account of a $1 million birthday party the chief executive of Tyco threw for 
his wife is eerily similar to a Robber Baron shindig: The party reportedly had a gladia
tor theme and featured an ice sculpture of Michelangelo's David with vodka streaming 
from his penis into crystal glasses. The company also furnished the executive's New York 
apartm ent with such "essentials" as a $6,000 shower curtain, a $2,200 gilt wastebasket, 
and a $17,100 "traveling toilette box."91

This phenom enon of conspicuous consum ption was, for Veblen, m ost evident 
among what he termed the leisure class, people for whom productive work is taboo. In 
Marxist terms, such an attitude reflects a desire to link oneself to ownership or control of 
the m eans of production, rather than to the production itself. Those who control these 
resources, therefore, avoid any evidence that they actually have to work for a living, as 
the term the idle rich suggests.

To Veblen, wives are an economic resource. He criticized the "decorative" role of 
women, as rich men showered them with expensive clothes, pretentious homes, and a 
life of leisure as a way to advertise their own wealth (note that today he might have argued 
the same for a smaller num ber of husbands). Fashions such as high-heeled shoes, tight 
corsets, billowing trains on dresses, and elaborate hairstyles all conspired to ensure that 
wealthy women could barely move without assistance, m uch less perform m anual labor. 
Similarly, the Chinese practice of foot-binding prevented female m em bers of the aristoc
racy from walking; servants carried them  from place to place.

Consumers engage in conspicuous consumption as a way to display status markers, 
yet the prominence of these markers varies from products with large recognizable em 
blems to those with no logo at all. Those "in the know" often can recognize a subtle status 
marker when another member of their elite group displays it, such as the distinctive design 
of a bag or watch—these are "quiet signals." In contrast, some people may feel the need 
to almost hit others over the head with their bling; they use "loud signals.” One set of re
searchers labels these differences brand prominence. They assign consumers to one of 
four consumption groups (patricians, parvenus, poseurs, and proletarians) based on their 
wealth and need for status. In analyzing data on luxury goods, the authors that find brand
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This French ad suggests that even dogs 
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Karine Lecomte; Brand Manager Frolic: Maud 
Roussel CLM-BBDO: Creative Directors: Gilles 
Fichteberg and Jean-Francois Sacco; Sales Team: 
Julien Lemoine, Marie Lautier, Judith Romero, 
and Thomas Laurent; Artistic Director: Lucie 
Valloton; Copywriter: Julien Perrard; Art Buyer: 
Sylvie Etchemaite; Producer: Sylvie Etchemaite; 
Photographer: Clive Stewart; Post-Production:
Clive Stewart/Picto; Communication Contact: 
Lauren Weber.

prom inence is valued differently by different classes of people. Brands like Louis Vuitton, 
Gucci, and Mercedes vary in terms of how blatant their status appeals (e.g., prom inent 
logos) are in advertisements and on the products themselves. Thinking back to our discus
sion about "old money" versus "new money" earlier in the chapter, for example, it's not 
surprising that those who are wealthier and don't have a high need for status (patricians) 
rely on “quiet signals" and likely will be put off by excessive displays. Marketers for status 
brands need to understand these distinctions, because their customers may or may not 
value products with explicit logos and other highly visible cues that signal conspicuous 
consumption.92 Figure 12.3 summarizes these four types and provides one set of contrast
ing products the researchers used in their study: quiet versus loud Gucci sunglasses.

Figure 12.3 A TYPOLOGY OF STATUS SIGNALING
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nots

Patrician
Patricians signal to each 

other. They use quiet 
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have-nots. They use loud 

signals.
______

Poseur
Poseurs aspire to be haves. 
They mimic the parvenus.
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Source: Young Jee Han, Joseph C. Nunes, and Xavier Dreza (2010), “Signaling Status with Luxury Goods: The Role of Brand Prominence,” Journal of Marketing, 74 (July), 
15-30, from Figures 2 and 3.
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Marketing Pitfall

Men as trophies? In re
cent years the tables 
have turned as older 
women-who increasingly 

boast the same incomes and social capital as 
their male peers-seek out younger men as 
arm candy. These so-called cougars (a term 
popularized by the TV show Cougartown) are 
everywhere; surveys estimate that about one- 
third of women over age 40 date younger 
men. One self-professed cougar explained 
the appeal: “[It’s] the mentality of having 
a youthful person on your arm who makes 
you feel good, who makes you feel ageless, 
makes you feel desired and desirable.” This 
trend gets carried to the next level at an an
nual speed-dating event that pairs rich older 
women with hot younger guys. The “sugar 
mamas” have to be over age 35 and earn at 
least $500,000 a year or have a minimum 
of $4 million in liquid assets. A matchmaker 
selected 20 “boy toys" out of 5,000 men who 
applied to meet the cougars.93

Veblen's inspiration came from anthropological studies he read of the Kwakiutl 
Indians, who lived in the Pacific Northwest. At a potlatch ceremony, the host showed 
off his wealth and gave extravagant presents to the guests. The more he gave away, the 
greater his status. Sometimes, the host employed an even more radical strategy to flaunt 
his wealth. He would publicly destroy some of his property just to demonstrate how much 
he had.

And the plot thickens: Because guests had to reciprocate by giving a gift of equal 
value, the host could humiliate a poorer rival with an invitation to a lavish potlatch. The 
hapless guest would eventually be forced into bankruptcy because he needed to give 
away as much as the host, even though he could not afford to do so. If this practice sounds 
“primitive," think for a m om ent 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 daughter the “best" or most extravagant wedding, even if they have to dip 
into their retirement savings to do it.

Like the potlatch ritual, in m odern times our desire to convince others we have a 
surplus of resources creates the need for us to exhibit the evidence that we do. Accord
ingly, we may prioritize consumption activities that use up as many resources as possible 
in nonconstructive pursuits. This conspicuous waste, in turn, shows others that we have 
assets to spare. Veblen wrote, “We are told of certain Polynesian chiefs, who, under the 
stress of good form, preferred to starve rather than carry their food to their m ouths with 
their own hands."94

As the com petition to accum ulate status symbols escalates, som etim es 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 sophisti
cated form of conspicuous consumption parody  display.95 Hence, the popularity of old, 
ripped blue jeans (or more likely, the ones companies stonewash and treat so that they 
look old and ripped), “utility" vehicles such as Jeeps among the upper classes (like the 
Caldwells), and brands with a strong blue-collar heritage like Von Dutch truckers' hats 
and Red Wing boots.

How Do We Measure Social Class?
Because social class is a complex concept that depends on a num ber of factors, it is not 
surprising that social scientists disagree on the best way to m easure it. Early m easures 
included the Index of Status Characteristics from the 1940s and the Index of Social Posi
tion from the 1950s.96 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 pur
poses, raw education and income measures work as well as composite status measures.97 
Figure 12.4 shows one commonly used m easurem ent instrument.

American consumers generally have little difficulty placing themselves in either the 
working class (lower-middle class) or middle class.98 The proportion of consumers who 
identify themselves as working class tended to rise until about 1960, but it has declined 
since then. Blue-collar workers with relatively high-prestige jobs still tend to view them 
selves as working class, even though their income levels are equivalent to those of many 
white-collar workers.99 This fact reinforces the idea that the labels of “working class" or 
“middle class" are very subjective. Their meanings say at least as m uch about self-identity 
as they do about economic well-being.

Problems with Measures of Social Class
Market researchers were among the first to propose that we can distinguish people from 
different social classes from one another. Some of these class distinctions still exist, but— 
as we saw earlier—others (including brand preferences) have changed. Unfortunately, 
many of these measures are badly dated and have little validity today.100

One reason for this is that social scientists designed most measures of social class 
with the traditional nuclear family in mind; this unit included a male wage earner in the



CHAPTER 12 Social Class and Lifestyles 491

Figure 12.4 EXAMPLE OF A COMPUTERIZED STATUS INDEX

R’s -1 Spouse's
Age -2 Age

-3
-------- 4 --------

-5
-7
-8
-9

Interviewer circles code numbers (for the computer) that in his/her judgment best fit the respondent and family. Interviewer asks for 
detail on occupation, then makes rating. Interviewer often asks the respondent to describe neighborhood in own words. Interviewer 
asks respondent to specify income-a card is presented to the respondent showing the eight brackets-and records R’s response. If 
interviewer feels this is overstatement or understatement, a “better judgment” estimate should be given, along with an explanation.

EDUCATION: Respondent Respondent’s Spouse
Grammar school (8 yrs or less) -1
Some high school (9 to 11 yrs) -2
Graduated high school (12 yrs) -3
Some post high school (business, nursing, technical, 1 yr college) -4
Two, three years of college—possibly Associate of Arts degree -5
Graduated four-year college (B.A./B.S.) -7
Master’s or five-year professional degree -8
Ph.D. or six/seven-year professional degree -9

OCCUPATION PRESTIGE LEVEL OF HOUSEHOLD HEAD: Interviewer’s judgment of how head of household rates in 
occupational status.
(Respondent’s description-asks for previous occupation if retired, or if R. is widow, asks husband's:___________)

Chronically unemployed—“day” laborers, unskilled; on welfare -0
Steadily employed but in marginal semiskilled jobs; custodians, minimum pay factory help,

service workers (gas attendants, etc.) -1
Average-skill assembly-line workers, bus and truck drivers, police and firefighters, route

deliverymen, carpenters, brickmasons -2
Skilled craftsmen (electricians), small contractors, factory foremen, low-pay salesclerks,

office workers, postal employees -3
Owners of very small firms (2-4 employees), technicians, salespeople, office workers, civil

servants with average-level salaries -4
Middle management, teachers, social workers, lesser professionals -5
Lesser corporate officials, owners of middle-sized businesses (10-20 employees), moderate-

success professionals (dentists, engineers, etc.) -7
Top corporate executives, “big successes” in the professional world (leading doctors and lawyers),

“rich” business owners -9

AREA OF RESIDENCE: Interviewer’s impressions of the immediate neighborhood in terms of its reputation in the 
eyes of the community.

Slum area: people on relief, common laborers -1
Strictly working class: not slummy but some very poor housing -2
Predominantly blue-collar with some office workers -3
Predominantly white-collar with some well-paid blue-collar -4
Better white-collar area: not many executives, but hardly any blue-collar either -5
Excellent area: professionals and well-paid managers -7
“Wealthy” or “society"-type neighborhood -9

TOTAL FAMILY INCOME PER YEAR:
Under $5,000 -1
$5,000 to $9,999 -2
$10,000 to $14,999 -3
$15,000 to $19,999 -4

TOTAL SCORE

$20,000 to $24,999 -5
$25,000 to $34,999 -6
$35,000 to $49,999 -7
$50,000 and over -8 Estimated Status

(Interviewer’s estimate:_____
R’s MARITAL STATUS: Married

and explanation
Divorced/Separated Widowed Single (CODE:

middle of his career and a female full-time homemaker. These m easures have trouble 
accounting for two-income families, young singles living alone, or households headed 
by women, which (as we saw in Chapter 10) are so prevalent today.

Another problem with measuring social class is the increasing anonymity of our so
ciety. Earlier studies relied on the reputational method, where researchers conducted
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extensive interviews within an area to determ ine the reputations and backgrounds of 
individuals (see the discussion of sociometry in Chapter 11). When they used informa
tion and also traced people's interaction patterns, they could generate a very com pre
hensive view of social standing within a community. However, this approach is virtually 
impossible to implement in most communities today. One compromise is to interview 
individuals to obtain demographic data and to combine these data with the interviewer's 
subjective impressions of each person's possessions and standard of living.

As an example, refer to the items in Figure 12.4. Note that the accuracy of this ques
tionnaire relies largely on the interviewer's judgment, especially regarding the quality of 
the respondent's neighborhood. The interviewer's own circumstances can bias these im 
pressions because they can affect her standard of comparison. Furthermore, the instru
ment uses highly subjective terms: “slummy" and “excellent" are not objective measures. 
These potential problems highlight the need to adequately train interviewers, as well as 
for some attempt to cross-validate such data, possibly by employing multiple judges to 
rate the same area.

One problem when we assign any group of people to a social class is that they may 
not exhibit equal standing on all of the relevant dimensions. A person might come from 
a low-status ethnic group but have a high-status job, whereas another who did not finish 
high school may live in a fancy part of town. Social scientists use the concept of status 
crystallization to assess the impact of social class inconsistency.101 The logic is that when 
these indicators are not consistent, stress occurs, because the rewards from each part of 
such an “unbalanced" person's life are variable and unpredictable. People who exhibit 
such inconsistencies tend to be more receptive to social change than are those whose 
identities are more firmly rooted.

A related problem occurs when a person's social-class standing creates expectations 
that he or she can't meet. Some people find themselves in the not-unhappy position of 
making more money than we expect of those in their social class. This m eans they are 
overprivileged, a condition we define as an income that is at least 25 to 30 percent greater 
than the m edian for one's class.102 In contrast, underprivileged consumers, who earn at 
least 15 percent less than the median, must often allocate a big chunk of their income to 
maintaining the impression that they occupy a certain status. For example, some people 
talk about being “house-poor"; they pay so much for a lavish hom e that they can't afford 
to furnish it. Today many homeowners unfortunately find themselves in this position. 
In 2010, 2.87 million U.S. homes were in foreclosure, and the num ber continues to rise 
steadily.103

We traditionally assume that husbands define a family's social class, whereas wives 
must live it. Women achieve their social status through their husbands.104 Indeed, the 
evidence indicates that physically attractive women do tend to “marry up" (hierogamy) in 
social class to a greater extent than attractive men do. Women trade the resource of sexual 
appeal, which historically has been one of the few assets they were allowed to possess, for 
the economic resources of m en.105

We must strongly question the accuracy of this assumption in today's world. Many 
women now contribute equally to the family's well-being, and they work in positions of 
comparable or even greater status than their spouses. Employed women tend to average 
both their own and their husband's positions when they estimate their own subjective 
status.106 Nevertheless, a prospective spouse's social class is often an important "product 
attribute" when someone in the "marriage market" evaluates their options (as Phil and 
Marilyn found out).

Problems with Social Class Segmentation: A Summary
Social class remains an important way to categorize consumers. Many marketing strate
gies do target different social classes. However, for the m ost part marketers fail to use 
social-class information as effectively as they could because:

#  They ignore status inconsistency.
•  They ignore intergenerational mobility.
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•  They ignore subjective social class (i.e., the class with which a consum er identifies 
rather than the one to which he or she actually belongs).

•  They ignore consum ers’ aspirations to change their class standing.
•  They ignore the social status of working wives.

objective 4 Lifestyles
Consumers’ lifestyles are

key to many marketing social class is clearly an im portant determ inant of consum ers’ 
strategies. purchases and activities, but it doesn't tell the whole story. You

can easily find two people who are similar in terms of income, 
education, and other social-class indicators yet make totally different consum ption 
choices. These im portant differences motivate the types of psychographic research we 
discussed in Chapter 6: Measuring consumers' AIOs (activities, interests, and opinions) 
goes a long way toward painting a more nuanced picture of people who may be fairly 
similar on demographic dimensions such as age or gender.

We often see this strong variation among students at the same university, even 
though many of them  come from similar backgrounds. For example, some of the under
graduates at an institution may fall into one of these categories:107

•  Metro: You just can't walk past a Banana Republic store without making a purchase. 
You own 20 pairs of shoes, half a dozen pairs of sunglasses, just as many watches, and 
you carry a man-purse. You see a stylist instead of a barber, because barbers don 't do 
highlights. You can make her lamb shanks and risotto for dinner and Eggs Benedict 
for breakfast. . .  all from scratch. You shave more than just your face. You also exfoli
ate and moisturize.

•  Hesher: A Reebok-wearing, mulleted person in acid-washed jeans and a Judas Priest 
T-shirt who still lives in his/her parents' basement, swears that he/she can really rock 
out on h is/her Ibanez Stratocaster copy guitar, probably owns a Nova that hasn 't run 
in 5 years.

•  Emo: Into softcore punk music that integrates high-pitched, overwrought lyrics and 
inaudible guitar riffs. Wears tight wool sweaters, tighter jeans, itchy scarves (even 
in the summer), ripped chucks with favorite band's signature, black square-rimmed 
glasses, and ebony greasy unwashed hair that is required to cover at least 3/5ths of 
the face at an angle.

Lifestyle: Who We Are, What We Do
In traditional societies, class, caste, village, or family largely dictate a person's consum p
tion options. In a modern consumer society, however, each of us is free (at least within 
our budgets) to select the set of products, services, and activities that define our self and, 
in turn, create a social identity we communicate to others. One's choice of goods and 
services indeed makes a statem ent about who one is and about the types of people with 
whom one desires to identify—and even those whom we wish to avoid.

Lifestyle defines a pattern of consumption that reflects a person's choices of how to 
spend her time and money. In an economic sense, your lifestyle represents the way you 
elect to allocate income, both in term s of relative allocations to different products and 
services, and to specific alternatives within these categories.108 Other somewhat similar 
distinctions describe consumers in terms of their broad patterns of consumption, such as 
those that differentiate people in terms of those who devote a high proportion of their to 
tal expenditures to food, or advanced technology, or to such information-intensive goods 
as entertainm ent and education.109

Marketers also think about lifestyle in terms of how much time we have available to 
do what we'd like and what we choose to do with that leisure time. In general, consum 
ers work harder than ever, partly to com pensate for their economic problems. People 
aged 32 to 43 work the longest, averaging 55 hours per week. The Harris Poll has tracked
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An energy drink links itself to a lifestyle 
statement.
Source: Courtesy of Blue Media, Bliss Beverage. American's leisure time since 1973. When the Poll started, the median number of hours

people devoted to leisure was 26. By 2008, this number had shrunk to 16 hours per week! 
It's also interesting to look at how we use the fewer hours we have: Thirty percent of 
Americans say their favorite activity is reading, 24 percent say it is watching TV, and 17 
percent say it is spending time with family and kids. Although we spend a lot of time 
on computer-related activities, the survey finds that people spend even more time "just 
checking in" to work via computer or phone, but they don't count this as work time.110

A lifestyle marketing perspective recognizes 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.111 The growing number of 
niche magazines and Web sites that cater to specialized interests reflects the spectrum 
of choices available to us in today's society. The downside of this is obvious to the news
paper industry; several major papers have already had to shut down their print editions 
because people consume most of their information online.

Lifestyles as Group Identities
Economic approaches are useful when we want to track changes in broad societal pri
orities, but they do not begin to embrace or reveal the symbolic nuances that separate 
lifestyle groups. Lifestyle is more than how we allocate our discretionary income. It is 
a statement about who one is in society and who one is not. Group identities, whether 
of hobbyists, athletes, or drug users, gell around forms of expressive symbolism. Social 
scientists use a number of terms to describe such self-definitions, including lifestyle, taste 
public, consumer group, symbolic community, and status culture.112

Many people in similar social and economic circumstances may follow the same 
general consumption pattern. Still, each person also gives a unique "twist" to the pat
tern that allows him to inject some individuality into a lifestyle. For example, a "typical" 
college student (if there is such a thing) may dress much like his friends, hang out in the 
same places, and like the same foods, yet still indulge a passion for marathon running, 
stamp collecting, or acid jazz that makes him unique.
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SHARE THE PRIDE!

Jayco. 
Because You’re  

You!
Sure, you've got a lot 

in common with other 
RVers. You love lo travel.
Meet new friends. Share 

the fun and excitement 
ol the Great Outdoors.

But you're also unique. You have your 
own style, your own needs, and your own 
budget.

Jayco understands this. Which is why we 
make oil kinds of RVs: travel trailers, fifth 
wheels, fold-down camping trailers, mint 
motorhomes, and truck campers, each 
ottering a variety of floorptans and decor 
styles. Each unique, with its 
own marks of distinction.

We offer a
wide range 
of prices, 

loo...from our elegant top-of- 
the line Designer Series”  modete. 
to our attractive, mid-priced Jay 
Series“ , lo our economical, value- 
intensive Express Series-. Of course. 
Jayco always gives you more for your 

money, whichever seties 
you select. That's our 

proudest mark of 
distinction.

So see your Jayco deal
er today. He’s got just the 
RV that says you're you!

For tho  n o m o  of your n e o r  ost Jo y co  d  co lor, 
c an . toll troo. 1-800-447-4700, U.S. a n d  C a n a d a .

t e c o n t ' W  eci-W3.WoKiwyii.44W0

The recreat onal-vehicie ad shown here 
demonstrates how a market segment is 
defined by a particular allocation of time 
and money to leisure activity. The ad’s claim 
that the RV dealer has the product that 
“says you’re you!” implies that dedicated 
RVers derive a significant portion of their 
self-identities from the activities associated 
with this lifestyle.
Source: Courtesy of Jayco Inc.

Lifestyles are not set in stone. Unlike the deep-seated values we discussed in 
Chapter 4, people's tastes and preferences evolve over time. In fact, down the road we 
may laugh at the consumption patterns we follow now. If you don't believe that, simply 
think back to what you and your friends wore 5 or 10 years ago—where did you find those

Geodemography is based on the assumption 
that “birds of a feather flock together." A frat 
house next to an all-girls’ school means one 
of them needs to relocate, according to the 
moving company that created this ad.
Source: Courtesy of 86 The Onion Ad Agency.

the art of motion 
moving company
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clothes? Because people's attitudes regarding physical fitness, social activism, sex roles 
for men and women, the importance of home life and family, and so on do change, it is 
vital for marketers to continually monitor the social landscape to try to anticipate where 
these changes will lead.

o b je c tiv e  5 Products Are the Building
Identifying patterns B |o c k s  o f  L i f e s t y l e s
of consumption J
can be more useful We all know that our musical choices s a y  a lot about our life-
than knowing about styles, and today some forward-looking brands that have noth-
individual purchases ing to do with making music are jumping into the music business
when organizations craft to strengthen the connections between musical expressions and 
a lifestyle marketing brand loyalty. Nike commissioned original workout music for
strategy. its "Nike + Original Run" series, which you can buy at Apple's
---------------------------- iTunes Music Store. It teamed up with Apple to offer the Nike +

shoes that feature a built-in pocket under the insole for the Nike + 
iPod sensor that lets you track your run and set goals while listening to your favorite 
tunes. It's releasing other CDs featuring music and voice-over coaching in activities such 
as yoga, dance, and weight training.116 Rival Converse built a recording studio so that 
new bands can record their work free to leverage the associations between its shoes and 
music artists (the brand has been worn by generations of bands, from the Ramones to 
the Strokes). Levi Strauss, Dr. Martens, Scion, and Bacardi have all sponsored music by 
under-the-radar artists. Mountain Dew's Green Label Sound label releases free MP3s by 
blogger favorites like Neon Indian and Chromeo. Starbucks started its own label after its 
success with albums like Ray Charles's "Genius Loves Company." The Motel 6 chain even 
sponsors a Rock Yourself to Sleep program that gives free rooms to touring groups.117

These are smart moves because they encourage a sense of community among prod
uct users (think of the reasons you faithfully check your Facebook account). We often 
choose a product precisely because we associate it with a certain lifestyle. For this reason, 
lifestyle marketing strategies attempt to position a product by fitting it into an existing 
pattern of consumption and thus create a brand personality that is relevant to a variety 
of products and situations.

This Italian magazine targets very specific 
taste publics.
Source: Courtesy of Ogilvy & Mather Rome.
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Figure 12.5 LIFESTYLE TRENDS. Many marketers around the globe closely monitor emerging trends, both offline and online, as they try to 
identify the influences that will shape consumer behavior in the near future as well as in the long term. Canvas 8 is a U.K.-Based brand consultancy 
that issues a periodic report on new lifestyle developments. This figure shows four trends from a report the company released in 2011.

STRONG GROWTH

Trend Lifecycle

WHAT IS IT?
Byegender is about the blurring and exchange of 
stereotypical gender imagery and roles in culture 
and the media, as mindsets prevail over traditional 
marketing demographics.

HOW HAS IT BEEN DEVELOPING?
Gender-based marketing has taken a long time to 
drop its clear-cut divisions and preoccupation with 
pink (or blue) but this is finally starting to change. 
Socio-economic drivers include increasing female 
power in the workplace and a rise in stay-at-home 
dads. On a superficial level, there’s been a striking 
infiltration of androgynous aesthetics. Male youth 
online experiment with playing as women as part of 
Identity Games. Softer, more emotional strength 
is favoured over machismo. The boardroom and 
army are no longer seen as overwhelmingly 'male' 
domains - and women are happy marching into 
either: 10,000 more women have signed up for 
shooting lessons in the US, courtesy of Sarah Palin.

Byegender

Who & Where
Men and women in dcvelopod markets, 

particulnfly secular socioJies

'The gender blur is particularly sharp 
among Gen Y men and women who 
are more alike than their predecessors.
But rather than assume that traditional 
gender differences are totally 
passe, marketers ought to tap into this 
emerging female sensibility to generate 
human solutions (rather than pink or 
blue ones!)*

Mary Lou Quinlan, CEO, Just Ask a Woman

CONTRAFLOW

The number of stay-at-home dads

has risen tenfold in the last decode

/

J
EARLY GROWTH

V Trend Lifecyde J

Identity Games

WHAT IS IT?
A playful backlash against online privacy concerns; 
Identity Games recognises a clear distinction 
between digital and real world identity and posits 
that switching between multiple inconsistent 
personas is an acceptable and, crucially, authentic 
expression of self.

HOW HAS IT BEEN DEVELOPING?
This is about more than having multiple e-mail 
accounts. Whether you're engaging others directly 
or simply maintaining an air of mystery because of 
fears around becoming too transparent, identity 
games reframe anonymity as the ultimate in status -  
as social commentator Andrew Keen points out, only 
the very rich (or very poor) can currently afford it. The 
rest need to create it. This will become increasingly 
relevant as governments and companies try to 
implement SSO (single sign on) technologies and 
digital identity cards.

If  we want intimacy on the internet and 
we want e private life, the first step wc mu»t 
take is Ito think about) how we build our 
own fiction'

Emma Reel, hacker and journalist

CONTRAFLOW

People using the internet to take on a 
DfFFERENT PERSONALITY:

24%
India

5% 1.7%
Ncthoriar*ds

Collaborative Living

WHAT IS IT?

Closely linked to the hyperlocal trend, we are 
seeing bustling fragmented cities spilling out into 
niche community groups, working closer together 
and sharing space. It's fuelled by the Gen Y work 
ethic (awareness of Brand Me, job-hopping), and 
collaborative working online (crowdsourcing).

HOW HAS IT BEEN DEVELOPING?
There is now a strong recognition that collaboration 
is the most effective way of getting things done, both 
on and offline. Shirky's cognitive surplus testified 
to the power of collective intelligence, groups are 
banding together for significant political change 
and games are increasingly being used to reward 
cooperation over competition. Niche demographics 
(such as LGBT in the US) who aren't necessarily 
motivated by green values are choosing to set up 
communities away from the city. The most significant 
development, however, is in the rise of the DIY 
community, where (often remote) groups collaborate 
to improve infrastructure and access to services.

Who & Where
Busy, urban-dwelling technology lovers and.

m *The nature of community is changing shape: 
if for our grandparents community was 
public, compulsory and rooted to one place, 
today it is increasingly private, voluntary 
and mobile."

Henry Hemming, author, Together

CONTRAFLOW

In 2010 Kickstarter funded

3,910
z m sssz

dollars pledged

Source: Keeping TABS © Canvas8 2011.

A goal of lifestyle marketing is to allow consumers to pursue their chosen ways to 
enjoy their lives and express their social identities. For this reason, a key aspect of this 
strategy is to focus on people who use products in desirable social settings. The desire to 
associate a product with a social situation is a long-standing one for advertisers, whether 
they include the product in a round of golf, a family barbecue, or a night at a glamorous

Conscience Confusion

WHAT IS IT?
A further backlash against ethical choice overload 
(see Attention Economy in section three), 
compounded by the upsurge of ‘socially conscious’ 
brands. It makes transparent what many had 
suspected: in spite of voicing concerns - ‘going 
green to be seen' as part of Brand Me - very 
few mainstream consumers in the developed 
world actually get involved with serious ethical 
or ecological commitment, either in their local 
community or beyond. Nevertheless, people like to 
feel as though they're helping.

HOW HAS IT BEEN DEVELOPING?
This is more than political apathy, which in itself 
is nothing new. It’s about wanting to do good but 
feeling overwhelmed by the number of ethical 
guidelines and causes to support, and being 
unable to make a decision. As a result, brands are 
increasingly expected to take responsibility not just 
for these causes (Sustainable Capitalism) but for 
their decisions in aligning with these causes. There's 
an inherent risk that encouraging active brands will 
make people even more inactive.

Who & Where
There is an inherent contradiction in youth - filled with idealism but 
largely passive (particularly where politics are concerned). This is 

happening largely in the davelopod world; emerging markets are key 
drivers ol serious political action online.

“Consumers continue to be confused 
about environmental claims, often without 
realizing it.This creates a huge risk for 
consumer backlash:

Jonathan Yohannan,
SVP of Corporate Responsibility, Cone Marketing
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CB AS I SEE IT
Professor Lisa Bolton, Penn State University 
Professor Americus Reed II, The University of Pennsylvania

T h e  concept of “branding” is funda
mental to marketing. It communicates 
benefits and establishes differentia
tion between product offerings in a 
category. However, sometimes the 
category label itself can have unfore
seen consequences for consumers. 
Take the situation of consumers who

seek to pursue a “healthy lifestyle”—  
especially those who are at high risk 
for consumer health complications 
(such as high cholesterol and obesity).

We have been investigating how 
the labeling of health remedies af
fects healthy lifestyles. Imagine how 
consumers react to the same health 
remedy, labeled as either a “drug" or 
a “supplement.” Do you think it will 
affect their plans to exercise and what 
they eat? If so, how?

When they consider a health remedy 
labeled as a “DRUG,” consumers tend 
to discount the health risks associated 
with the remedy (such as health risks 
of high-fat foods). As a result, consum
ers are more likely to engage in risky 
behavior (such as high-fat eating). Ironi
cally, this “boomerang” effect of drug 
marketing is more pronounced for con
sumers who are at greater risk (such 
as consumers with high cholesterol or 
obesity problems). In other words, the 
drug remedy hurts most the consumers 
it is designed to help!

At-risk consumers perceive the drug 
as a “get out of jail free card” that

takes the risk out of risky behavior; 
in other words, bring on the cheese
cake!113 Indeed, the boomerang ef
fect has also been observed in actual 
behavior. For example, in one study 
consumers ate more M&M candy after 
a single exposure to a drug remedy 
advertisement.114

In contrast, the label “SUPPLE
MENT” does not boomerang.115 Con
sumers seem to realize that the label 
“means” that the remedy must be 
taken in conjunction with some kind 
of change in lifestyle (healthier eating, 
more exercise). Although supplements 
do not appear to undermine a healthy 
lifestyle, the researchers acknowledge 
other issues with supplement market
ing (the category is somewhat notori
ous!) that merit future research.

Aside from the negative conse
quences for consumer health and 
welfare, the boomerang effect has 
important implications for marketers. 
Will a more responsible approach help 
to “undo” the boomerang effect on 
healthy behavior?

club surrounded by the hip-hop elite.118 Thus, people, products, and settings combine to 
express a consumption style, as Figure 12.6 diagrams.

We get a clearer picture of how people use products to define lifestyles when we see 
how they make choices in a variety of product categories. A lifestyle marketing perspec
tive implies that we must look at patterns o f behavior to understand consumers. As one

Figure 12.6 CONSUMPTION STYLE

PERSON PRODUCT

LIFESTYLE

SETTING
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room for all God's creatures, 
next to the mashed potatoes

study noted, “All goods carry meaning, but none by itself.. . .  The meaning is in the rela
tions between all the goods, just as music is in the relations marked out by the sounds 
and not in any one note."119

Indeed, many products and services do seem to "go together," usually because the 
same types of people tend to select them. In many cases, products do not seem to "make 
sense" if companion products don't accompany them (e.g., fast food and paper plates, or 
a suit and tie) or are incongruous in the presence of other products that have a very differ
ent personality (e.g., a Chippendale chair in a high-tech office or Lucky Strike cigarettes 
with a solid gold lighter).

Therefore, an important part of lifestyle marketing is to identify the set of products 
and services that consumers associate with a specific lifestyle. In fact, research evidence 
suggests that even a relatively unattractive product becomes more appealing when

Our food preferences say a lot about our 
lifestyles and values.
Source: Couitesy of Saskatoon Restaurant, 
Greenville, S3.

Interior designers rely on consumption 
constellations when choosing items to 
furnish a rcom. A decorating style involves 
integrating products from many different 
categories--such as appliances, furnishings, 
knick-knacl<s, and even artwork-into a 
unified whole that conveys a certain “look.” 
Source: Couitesy of General Electric.

No «natter what design them e 
you choose. the one thing you 
don 't have to  worry about 
nowaday» is how the appliance» 
will look.

'Che Monogram line o f built-in 
appliance» now offer» »uch an 
array o f model» tliat you have 
virtually infinite choice and 
option».

'lilts  year we add  the first 36“ 
built-in refrigerator that is 
trimles» and completely cabinet

friendly. T h e  decorative door 
panel» accept cu»tom handle», so 
they co-ordinate with the pull» on 
your cabinet». Becau»e there  i» no 
bottom  air vent, th e  ba»c o f the 
cabinct can now ex tend  across the 
bottom  o f  the  refrigerator. No 
o ther built-in refrigerator 
integrate» »o beautifully.

M onogram ' now oiler» a built- 
in convection wall oven that 
provides new technology for 
faster cooking an d  sleek flush

de»igt>.
O ur C om ponent CooUops 

continue to  lie the only ones that 
can be installed perpendicu lar o r 
horizontal to the counter edge to  
form clusters in gas, electric, 
updraft and downdraft. And 
there 's al»o a  5-burner gas 
cooktop.

'fh e  remarkable idea o f  
getting everything from your 
di»hw asher to  your microwave 
from on/ m anufacturer also

»implifies the complex proccst of 
»hopping and  delivery. And when 
you buy M onogram, you buy the 
assurance o f the appliance 
indu»try'» nto»t exten»ive network 
o f factory service professional».

Going one step further i» the 
extraordinary GE Answer C en te r ' 
scn ice  on duty 2-J hours a day 
f .y r j  day o f  the year at 
800.626.2000. We re there to help 
in any way. If  you would like a 
brochure that tells you more

about M onogram, and  if you 
would like to  know where you can 
see the line, p!ea»c call.

M onogram, from GE. A 
synonym for the best in built-in 
appliances.

Monogramiv
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consumers link it with other products that they do like.120 The meshing of objects from 
many different categories to express a single lifestyle idea is at the heart of many con
sumption decisions, including coordinating an outfit for a big date (shoes, garments, 
fragrance, etc.), decorating a room (tables, carpet, wallpaper, etc.), and designing a res
taurant (menu, ambiance, waitperson uniforms, etc.). Many people today evaluate prod
ucts not just in terms of function, but also in terms of how well their design coordinates 
with other objects and furnishings.

Marketers who understand these cross-category relationships often pursue co
branding strategies in which they team up with other companies to promote two or 
more items. Some marketers even match up their spokescharacters in ads; the Pillsbury 
Doughboy appeared in a commercial with the Sprint Guy to pitch cell phones, the lonely 
Maytag repairman was in an ad for the Chevrolet Impala, and the Taco Bell Chihuahua 
(now retired) showed up in a commercial for GEICO insurance.121

Product complementarity occurs when the symbolic meanings of different prod
ucts relate to one another.122 Consumers use these sets of products we call a consump
tion constellation to define, communicate, and perform social roles.123 For example, we 
identified the American "yuppie" of the 1980s by such products as a Rolex watch, a BMW 
automobile, a Gucci briefcase, a squash racket, fresh pesto, white wine, and brie cheese. 
We find somewhat similar constellations for "Sloane Rangers" in the United Kingdom 
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.124 Researchers find that even children are adept 
at creating consumption constellations, and as they get older they tend to include more 
brands in these cognitive structures.

CHAPTER SUMMARY

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

1. Both personal and social conditions influence how we 
spend our money.

The field of behavioral economics studies how con
sumers decide what to do with their money. Consumer 
confidence—the state of mind consumers have about 
their own personal situation, as well as their feelings about 
their overall econom ic prospects—helps to determine 
whether they will purchase goods and services, take on 
debt, or save their money.

2. We group consumers into social classes that say a lot 
about where they stand in society.

A consumer’s social class refers to his or her standing in 
society. Factors including education, occupation, and in
come determine the class to which we belong.

Virtually all groups make distinctions among mem
bers in terms of relative superiority, power, and access to 
valued resources. This social stratification creates a status 
hierarchy in which consumers prefer some goods over 
others.

Although income is an important indicator of social 
class, the relationship is far from perfect. Factors such as 
place of residence, cultural interests, and worldview also 
determine social class. As income distributions change 
around the world, it is getting more difficult to distinguish 
among members of social classes; many products suc
ceed because they appeal to a newly emerging group that 
marketers call the mass class (people with incomes high 
enough to purchase luxury items, at least on a small scale).

3. Individuals’ desire to make a statement about their 
social class, or the class to which they hope to belong, 
influences the products they like and dislike.

Conspicuous consumption, a strategy whereby a person 
flaunts his status by deliberately using up valuable re
sources, is one way to "buy up" to a higher social class. 
Nouveau riches, whose relatively recent acquisition of in
come rather than ancestry or breeding accounts for their 
enhanced social mobility, are the most likely to do this.

We use status symbols (usually scarce goods or ser
vices) to communicate our standing to others. Parody dis
play occurs when we seek status by deliberately avoiding 
fashionable products.
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4. Consumers’ lifestyles are key to many m arketing 
strategies.

A consumer's lifestyle refers to the ways she chooses to 
spend time and money and how her consumption choices 
reflect these values and tastes. Lifestyle research is useful 
for tracking societal consumption preferences and also for 
positioning specific products and services to different seg
ments. Marketers segment based on lifestyle differences; 
they often group consumers in terms of their AIOs (activi
ties, interests, and opinions).

5. Identifying patterns of consumption can be more 
useful than knowing about individual purchases when 
organizations craft a lifestyle marketing strategy.

We associate interrelated sets of products and activi
ties with social roles to form consumption constellations. 
People often purchase a product or service because they 
associate it with a constellation that, in turn, they link to 
a lifestyle they find desirable. Geodemography involves a 
set of techniques that use gee graphical and demographic 
data to identify clusters of consumers with similar psycho
graphic characteristics.

KEY TERMS
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REVIEW

1 How have women contributed to the overall rise in income 
in our society?

11 What are some of the problems we encounter when we try 
to measure social class?

2 Define discretionary income. 12 How does the worldview of blue-collar and white-collar
3 How does consumer confidence influence consumer consumers differ?

behavior? 13 What is a taste culture?
4 What is a pecking order? 14 Describe the difference between a restricted and an elabo
5 What is social class? Is it different from income, and if so rated code. Give an example cf each.

how? 15 What is cultural capital, and why is enrolling in an etiquette
6 What is the difference between achieved and ascribed class a way to accumulate it?

status? 16 How do you differentiate between "old money" versus
7 Describe what we mean by the term mass class and sum “nouveau riche" consumers?

marize what causes this phenomenon. 17 What is conspicuous consumption? Give a current
8 Define social mobility and describe the different forms it example.

takes. 18 What is a current example of parody display?
9 What one variable is the best indicator of social class? What 19 How does lifestyle differ from income?

are some other important indicators? 20 What is the basic philosophy behind a lifestyle marketing
10 Why might a person’s social class not change when he or 

she earns more money?
strategy?
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CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 Sears, JC Penney, and Walmart tried hard in recent years to 
upgrade their images and appeal to higher-class consum
ers. In fact, JC Penney even hired the head of Apple's stores 
as its new CEO. How successful have these efforts been? Do 
you believe this strategy is wise?

2 What are some of the obstacles to measuring social class 
in today's society? Discuss some ways to get around these 
obstacles.

3 What consumption differences might you expect to ob
serve between a family we characterize as underprivileged 
and one whose income is average for its social class?

4 How do you assign people to social classes, or do you at all? 
What consumption cues do you use (e.g., clothing, speech, 
cars, etc.) to determine social standing?

5 In today's economy, it's become somewhat vulgar to flaunt 
your money—if you have any left. Do you think this means 
that status symbols like luxury products are passe? Why or 
why not?

6 Thorstein Veblen argued that men used women as "trophy 
wives" to display their wealth. Is this argument still valid 
today?

7 This chapter observes that some marketers find "greener 
pastures" when they target low-income people. How

■  APPLY

1 Use the status index in Figure 12.4 to compute a social-class 
score for people you know, including their parents, if pos
sible. Ask several friends (preferably from different places) 
to compile similar information for people they know. How 
closely do your answers compare? If you find differences, 
how can you explain them?

2 Compile a list of occupations and ask a sample of students 
in a variety of majors (both business and nonbusiness) to 
rank the prestige of these jobs. Can you detect any differ
ences in these rankings as a function of students' majors?

3 Compile a collection of ads that depict consumers of dif
ferent social classes. What generalizations can you make 
about the reality of these ads and about the media in which 
they appear?

4 New "types" (or, more often, updated versions of old 
types) emerge from popular culture on a regular basis, 
whether they are shredders, tuners, or geeks. In re
cent years, for example, some analysts have identified 
the resurrection of the hipster. One source describes

ethical is it to single out consumers who cannot afford to 
waste their precious resources on discretionary items? Un
der what circumstances should we encourage or discour
age this segmentation strategy?

8 Status symbols are products, such as Rolex watches or ex
pensive sports cars, that we value because they show oth
ers how much money or prestige we have. Do you believe 
that your peer group values status symbols? Why or why 
not? If yes, what are the products that you think are status 
symbols for consumers your age? Do you agree with the 
assertion in this chapter that a cell phone is a status symbol 
for many young people?

9 Wireless devices have quickly become an indispensable 
part of many consumers' lifestyles. How do you view this 
rapid development of a situation in which many of us are 
lost without our "CrackBerrys" or iPhones? What impact 
on other lifestyle activities do you predict as a result?

10 As we continue to emerge from a recession, many people 
live frugally; they cut back on visits to restaurants, buy 
fewer high-end clothes and other luxury goods, and hold 
onto their cars much longer. Are we witnessing a long-term 
shift in consumer behavior, or do you believe this is just a 
temporary situation?

a person who follows this lifestyle as som eone with a 
"complicated" hairstyle (dyed black or white-blonde) 
who reads Nylon magazine; listens to indie rock; m a
jored in art or writing; drinks Pabst Blue Ribbon beer; 
wears tight black pants, scarves, and ironic T-shirts; and 
is addicted to coffee and cigarettes—and denies being 
a hipster!125 How valid is this lifestyle type in your area? 
Can you identify people who belong to it, or to a similar 
group?

5 Using media that target college students, construct a con
sumption constellation for this social role. What set of 
products, activities, and interests tend to appear in adver
tisements depicting "typical" college students? How real
istic is this constellation?

6 Extreme sports. YouTube. Blogging. Veganism. Can you 
predict what will be "hot" in the near future? Identify a life
style trend that is just surfacing in your universe. Describe 
this trend in detail, and justify your prediction. What spe
cific styles or products are part of this trend?

M y Marketi ngLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.
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Case Study
SMARTPHONES INVADE THE WORLD
The smartphone is a marvel of modern technology, and con
sumers all over the world certainly welcome this high-tech 
accessory. Roughly half of all Americans own one! As the 
popularity of these phones grows, their features also multiply. 
E-mail functions, calendars, Internet, GPS tracking, and cam
eras are built into many mobiles. But members of various cul
tures differ in the attributes they most desire in a phone, and 
how they choose which phone is best for them. A study by Min- 
tel reported that the size, shape, and style of the phone are most 
important to American consumers. They rate BlackBerry and 
Apple as very stylish, whereas many feel that Palm and Nokia 
are more traditional and behind the times.

Russia boasts a high level of cell phone penetration: Experts 
say that between 60 to 80 percent of Russians own phones. But 
phone preferences there differ from the American market. At
tributes like durability and reliability are extremely important. 
Incomes are lower in Russia and a traditional value of thrifti
ness prevails, so consumers there tend to keep their phones for 
a longer period of time. However, in recent years the Russian 
economy has boomed due to rising oil prices, so people value 
phones as status symbols, and are quicker to jump to a higher- 
end product.

A different set of circumstances applies in Arab countries. 
In particular, the integration of the cell phone with a personal 
camera hits a wall in cultures where picture-taking is frowned

upon. Some Arabic countries impose strict penalties on peo
ple who use a camera phone in public. In conservative Saudi 
Arabia, the sexes are segregated in public places and women 
must be covered head to toe in public with veils and robes. So, 
it's not surprising that Saudi women are sensitive about being 
photographed, especially without their veils.

DISCUSSION QUESTIONS

1 How have smartphones changed consumers' lifestyles?
2 What social class differences may influence the types of 

phones consumers want and the functions the phones 
perform?

3 Will the digital revolution change lifestyles in other coun
tries (e.g., the Arab world)? If so, how?

Sources: Kevin C. Tofel," 1 in 2 Americans Will Have a Smartphone by Christ
m as 2011," Gigaom  (March 26, 2010), http://gigaom .com /2010/03/26/ 
1 -in-2-americans-will-have-a-smartphone-by-christmas-2011/, accessed 
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Chapter 13 Subcultures

Chapter
Objectives

W hen you finish reading this chapter you will understand why:

1. Our identification with microcultures that reflect a shared interest in some organization or 
activity influences what we buy.

2. Our memberships in ethnic, racial, and religious subcultures often guide our consumption 
behaviors.

3. Many marketing messages appeal to ethnic and racial identity.

4. African Americans, Hispanic Americans, and Asian Americans are the three most important 
ethnic/racial subcultures in the United States.

5. Marketers increasingly use religious and spiritual themes when they talk to consumers.

6. We have many things in common with others because they are about the same age.

7. Teens are an important age segment for marketers.

8 . Baby Boomers continue to be the most powerful age segment economically.

9. Seniors continue to increase in importance as a market segment.

M y M arketi ngLab
Visit www.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

http://www.pearsonglobaleditions.com/


M
aria wakes up early on Saturday morning and braces herself 

for a long day of errands and chores. As usual, her mother 

is at work and expects Maria to do the shopping and help 

prepare dinner for the big family gathering tonight. Of course, her older 

brother José would never be asked to do the grocery shopping or help out 

in the kitchen-these are women’s jobs.

Family gatherings make a lot of work. Maria wishes that her mother 

would use prepared foods once in a while, especially on a Saturday when 

Maria has an errand or two of her own to do. But no, her mother insists on 

preparing most of her food from scratch. She rarely uses any convenience 

products, to ensure that the meals she serves are of the highest quality.

Resigned, Maria watches a telenovela (soap opera) on Univision 

while she dresses, and then she heads down to the carnicería (small gro

cery store) to buy a new spaper-alm ost 40 different Spanish newspapers 

are published in her area, and she likes to pick up new ones occasionally.

Then Maria buys the grocery items her mother wants. The list is full of well-known brand names that 

she gets all the time, such as Casera and Goya, so she’s able to finish quickly. With any luck, she’ll 

have a few minutes to go to the mercado (shopping center) to pick up that new Reggaeton CD by 

Daddy Yankee. She’ll listen to it in the kitchen while she chops, peels, and stirs.

Maria smiles to herself: Los Angeles is a great place to live, and what could be better than spend

ing a lively, fun evening with la familia?

Source: Evok20/Shutterstock.

Subcultures, Microcultures, 
and Consumer Identity
Si, Maria lives in Los Angeles, not Mexico City. More than one 
in four Californians are Hispanic, and overall the state has more 
nonwhite than white residents. In fact, more people watch 
Spanish-language Univision in L.A. than any other network.1

Maria and other Hispanic Americans have much in common with members of other 
racial and ethnic groups who live in the United States. They observe the same national 
holidays, the country's economic health affects what they spend, and they may root for 
Team U.S.A. in the Olympics. Nonetheless, although American citizenship provides the 
raw material for some consumption decisions, enormous variations in the social fabric 
of the country profoundly affect many others. The United States truly is a "melting pot" of 
hundreds of diverse groups, from Italian and Irish Americans to Mormons and Seventh- 
Day Adventists.

OBJECTIVE 1
Our identification with 
microcultures that reflect 
a shared interest in some 
organization or activity 
influences what we buy.
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M yM arketingLab
Visit www.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.

Our group memberships within our society-at-large help to define us. A subculture 
is a group whose members share beliefs and common experiences that set them apart 
from others. Every one of us belongs to many subcultures, depending on our age, race, 
ethnic background, or place of residence. Maria's Hispanic heritage exerts a huge influ
ence on her everyday experience and consumption preferences.

In contrast to larger, demographically based subcultures (that Nature usually deter
mines), people who are part of a microculture freely identify with a lifestyle or aesthetic 
preference. A good example is the microculture that automobile hobbyists call "Tuners." 
These are single men in their late teens and early 20s, usually in Latino or Asian com
munities, who share a passion for fast cars, high-tech auto upgrades, and specialized car 
parts. This microculture started with late-night meets among illegal street racers in New 
York and LA. Now, Tuners are more mainstream: Magazines including Import Tuner and 
Sport Compact Car and major companies such as Pioneer eagerly court these high-tech 
hot-rodders. A commercial the Honda Civic targeted to Hispanic American consumers 
showed a fleet of cars in different colors with customized features such as chrome rims 
and tinted windows.2

Whether Tuners, Dead Heads, or skinheads, each microculture exhibits its own 
unique set of norms, vocabulary, and product insignias. At the online Redneck Bank 
("where bankin's funner"), you can take care of your "personal bankin' bidness" and 
earn Redneck Rewards.3 A study of contemporary "mountain men" in the western United 
States illustrates the binding influence of a microculture on its members. Researchers 
found that group members shared a strong sense of identity they expressed in weekend 
retreats, where they reinforced these ties with authentic items as they used tipis, buffalo 
robes, buckskin leggings, and beaded moccasins to create a sense of community among 
fellow mountain men.4

These microcultures often gell around fictional characters and events, and play a key 
role in defining the extended self (see Chapter 5). Numerous microcultures thrive on their 
collective worship of mythical and not-so-mythical worlds and characters that range from 
the music group Phish to Hello Kitty.

Trend trackers find some of the most interesting—and rapidly changing—microcul
tures in Japan, where young women start many trends that eventually make their way 
around the world. One is Onna Otaku (she-nerds): girls who get their geek on as they 
stock up on femme-friendly comics, gadgets, and action figures instead of makeup and 
clothes. Another is the growing cosplay movement, a form of performance art in which 
participants wear elaborate costumes that represent a virtual world avatar or other fic
tional character. These outfits often depict figures from manga, anime, or other forms 
of graphic novels, but they can also take the form of costumes from movies such as The 
Matrix, Star Wars, Harry Potter, or even Ace Ventura: Pet Detective (cosplay cafés in Tokyo 
feature waitresses who dress as maids). This role-playing subculture appears in various 
forms in Western culture as well, whether at anime or comic conventions, in the popular 
Goth subculture, or as a form of sexual role-playing (e.g., women who dress in nurse's 
uniforms).5

OBJECTIVE 2
Our memberships in 
ethnic, racial, and 
religious subcultures 
often guide our 
consumption behaviors.

Ethnic and Racial Subcultures
McDonald's U.S. chief marketing officer (CMO) observes, 
"The ethnic consumer tends to set trends. So they help set 
the tone for how we enter the marketplace." He notes that 
feedback from minority consumers shape McDonald's menu 
and ad choices, which it then markets to all of its customers. 

In fact, the chain's American strategy is called "Leading with Ethnic Insights." The 
company includes a disproportionate number of blacks, Hispanics, and Asians in fo
cus groups. It asks its marketers to imagine how they would sell a product if the U.S. 
population were only African American, Hispanic, or Asian. For example, the fruit 
combinations in McDonald's latest smoothies reflect taste preferences in minority

http://www.pearsonglobaleditions.com/
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communities. And when the company started heavily advertising coffee drinks last 
year, the ads emphasized the indulgent aspects of sweeter drinks like mochas, a m es
sage that resonated with African Americans. Ethnic practices also get picked up in 
mainstream advertising: In one commercial called "Big Day," a young boy at a wed
ding looks bored while watching the bride and groom kiss and jump over a broom—an 
African American wedding tradition. His eyes light up when he gets to his seat and 
finds a Happy Meal.6

An ethnic subculture is a self-perpetuating group of consumers who share common 
cultural or genetic ties, where both its members and others recognize it as a distinct cat
egory.7 In some countries like Japan, ethnicity is virtually synonymous with the dominant 
culture, because most citizens claim the same homogenous cultural ties (although even 
Japan has sizable minority populations, most notably people of Korean ancestry). In a 
heterogeneous society such as the United States, which incorporates many different cul
tures, consumers expend great effort to keep their subcultural identification from being 
submerged into the mainstream of the dominant society.

Marketers like McDonald's cannot ignore the stunning diversity of cultures that 
reshape mainstream society. Ethnic minorities spend more than $600 billion a year on 
products and services, so firms must tailor products and communications strategies to 
their unique needs. And this vast market continues to grow: Immigrants now make up 
10 percent of the U.S. population and will account for 13 percent by 2050.8 The U.S. 
Census calculates that by 2042, Americans who identify themselves as Hispanic, Black, 
Asian, American Indian, Native Hawaiian, and Pacific Islander will together outnumber 
non-Hispanic whites. Furthermore, the Census Bureau predicts that by 2050, people who 
identify themselves as multiracial will make up almost 4 percent of the U.S. population.9 
Among American children, the multiracial population has increased almost 50 percent, 
to 4.2 million, since 2000, making it the fastest growing youth group in the country. The 
number of people of all ages who identified themselves as both white and black soared 
by 134 percent since 2000 to 1.8 million people.10

This important change encourages advertisers to rethink their old strategies, which 
assumed that virtually all of their customers were Caucasians who hailed from Western 
Europe. For example, as part of Crest toothpaste's 50th-anniversary celebration, Procter & 
Gamble revived its “Crest Kid," who first appeared as an apple-cheeked urchin whom Nor
man Rockwell illustrated in 1956. Now, a Cuban-born girl plays the character. An indepen
dent panel chose her because of her sparkling smile, but it's significant that this mainstream 
American figure now is Hispanic.11

It makes good business sense to cater to these segments by (literally) speaking their 
language when promoting products and services: Surveys repeatedly show that members 
of ethnic groups get much of their product information from specialized ethnic media; 
one found that 63 percent of ethnic Californians watch native-language TV daily, and a 
third of them also read an ethnic newspaper at least once a week.12 The advertisements 
that people who view these media see ideally should match up with the way they com
municate in daily life.

One important subcultural difference is how abstract or literal the group is. So
ciologists 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. Symbols 
and gestures, rather than words, carry much of the weight of the message. In contrast, 
people in a low-context culture are more literal. Compared to 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 advertisements that go beyond the 
message copy.13

o b j e c t iv e  3 Ethnicity and Marketing Strategies
Many marketing
messages appeal to----------Although some people feel uncomfortable with the notion that 
ethnic and racial identity.----- marketers should explicitly take into account people's racial 
--------------------------------and ethnic differences when they formulate their strategies, the
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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.14 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

CB AS I SEE IT
Professor Sonya Grier, American University

W h a t  are the social implications 
when marketers focus their efforts 
on specific consumer groups in our 
increasingly multicultural societies? 
Target marketing is at the heart of an 
effective marketing strategy, and it’s 
driven by the recognition that a "one 
size fits all” approach to marketing no 
longer works among diverse, sophisti
cated consumers. Targeted strategies 
may attempt to affect commercial 
behavior (e.g., “buy this product") or 
social behavior (e.g., “increase fruit 
and vegetable consumption to reduce 
weight gain”) or some combination of 
the two (e.g., “buy this product and
10 percent of profits go to charity”). 
Increased competitiveness, product 
proliferation, and changing economic 
conditions make it more challenging 
for marketers to reach those who are 
potential consumers of their products 
and sen/ices.

Moreover, the emphasis of social 
marketing as an agent of behavior 
change has increased the use of tar
get marketing as a tool to address 
the growing array of social challenges 
among specific consumer groups. My 
research investigates the “how” and 
“to what effect” of target marketing 
strategies directed at consumers de
fined by race and ethnicity, especially 
African Americans. I study diverse 
domains (e.g., obesity, ethnic product 
crossover, cancer prevention, and

service discrimination) to converge on 
an understanding of the influence of 
targeted marketing, both positive and 
negative, on society.

My initial work in this area asked, 
“How do consumers respond to tar
geted advertisements when they are 
(or are not) a member of the targeted 
group?” Research showed that people 
used different psychological pro
cesses to interpret a racially targeted 
advertisement, and had different at
titudes toward those ads, depending 
on their own race, the social status of 
their racial group, and their familiar
ity with other racial groups.16 These 
findings led me to consider how target 
marketing, with its emphasis on pro
viding different prices, promotions, 
and access to different consumer 
segments, might create different mar
keting environments among targeted 
consumers and serve as a counter
vailing force for the socially beneficial 
behavior changes intended by social 
marketing efforts.

Currently I am exploring how target 
marketing may contribute to, as well 
as help resolve, health disparities 
between members of ethnic minority 
and majority groups, with a focus on 
obesity. The prevalence of obesity in 
African American and Hispanic children 
and adults tends to be substantially 
higher than in white Americans. We 
know that this disparity is not due 
solely to differences in income or 
education, although those factors 
do play a role. Social marketing pro
grams aimed at obesity prevention 
often promote the increased intake of 
healthy foods and decreased intake 
of less healthy foods. What, then, is 
the role of target marketing of these 
less healthy foods in the effectiveness 
of such strategies (i.e., does it “pre
vent prevention?”). In a systematic

review of the marketing environment 
of African Americans, a colleague and
I found that targeted food marketing 
strategies, in the aggregate, may chal
lenge the ability of African American 
consumers to eat healthfully.17 Mar
keters’ promotional strategies directed 
toward African Americans emphasize 
the awareness of low-cost, low-nu- 
trition food products such as candy, 
soda, and snacks and are less likely 
to contain health-oriented messages. 
We also found that distribution and 
pricing strategies may constrain the 
ability of African American consumers 
to purchase healthy food. It is certainly 
a challenge for any consumer to eat 
healthfully when their choices are 
constrained.

My ongoing research further ex
amines how targeted marketing may 
be used to encourage more health- 
oriented behaviors at a community 
level. Such strategies will entail not 
only changing individual dietary habits, 
but also supporting communities when 
they advocate for increased health-sup
porting targeted marketing. I am also 
exploring interactive targeting efforts. 
As technological advances change the 
process of targeted marketing, it is 
important to understand whether con
sumers’ response facilitates or hinders 
important health behaviors. I believe 
that through understanding unintended 
consequences of target marketing, 
especially aggregate effects among 
particular target segments, targeted 
marketing can be a beneficial strategy 
for commercial and social marketers 
alike, and can help address important 
social challenges. I hope my research 
contributes to this understanding and 
to the design of more socially respon
sible marketing practices, effective so
cial marketing efforts, and conscious, 
equitable marketplaces worldwide.



CHAPTER 13 Subcultures 511

generalizations inaccurate, but they also are likely to turn off the very people a company 
wants to reach.15

Although ethnic marketing is in vogue, it's not always so easy to actually define and 
target members of a distinct ethnic group in our “melting pot" society. In the 2000 U.S. 
Census, some 7 million people identified with two or more races; they refused to describe 
themselves as only white, black, Asian, Korean, Samoan, or one of the other racial cat
egories the survey included.18

The popularity of golfer Tiger Woods illuminates the complexity of ethnic identity in 
the United States. Although we laud Tiger as an African American role model, in reality 
he is a model of multiracialism. His mother is Thai, and he also has Caucasian and Indian 
ancestry. Other popular multiracial celebrities include actor Keanu Reeves (Hawaiian, 
Chinese, and Caucasian), singer Mariah Carey (African American, Venezuelan, and 
Caucasian), and Dean Cain of Superman fame (Japanese and Caucasian).19

Products that companies market with an ethnic appeal are sometimes used by con
sumers outside of that subculture. Deethnicization 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 bagels, a staple of Jewish cuisine that's mass-marketed 
today. Recent variations include jalapeno bagels, blueberry bagels, and even a green ba
gel for St. Patrick's Day.21 Bagels now account for 3 to 6 percent of all American break
fasts, and bagel franchisers such as Bruegger's Corporation and the Einstein/Noah Bagel 
Corporation operate hundreds of stores in cities that had never heard of a bagel just a 
few years ago.22

The dominant American culture historically exerted pressure on immigrants to 
divest themselves of their origins and integrate with mainstream society. As President 
Theodore Roosevelt put it in the early part of the 20th century, “We welcome the German 
or the Irishman who becomes an American. We have no use for the German or the Irish
man who remains such."23

Indeed, there is a tendency for ethnic groups with a relatively longer history in the 
United States to view themselves as more mainstream as they relax their identification 
with their country of origin. When the U.S. Census asked respondents to write up to two 
ancestries that defined their background, the results showed a clear decline in the num
ber of people who identified themselves as of Irish, German, or other European origin. 
Compared to other subcultures, more people from these countries simply choose to call 
themselves "American.”24

The bulk of American immigrants historically came from Europe, but immigration 
patterns have shifted dramatically. New immigrants are much more likely to be Asian 
or Hispanic. As these new waves of immigrants settle in the United States, marketers try 
to track their consumption patterns and adjust their strategies accordingly. It's best to 
market to these new arrivals—whether Arabs, Asians, Russians, or people of Caribbean 
descent—in their native languages. They tend to cluster together geographically, which 
makes them easy to reach. For example, Cubans tend to congregate in Miami and Jersey 
City, Baltimore's greatest number of immigrants come from South Korea, and Denver 
receives almost as many people from Vietnam as from Mexico. The local community is 
the primary source for information and advice, so word of mouth is especially important 
(see Chapter 11).

Ethnic and Racial Stereotypes
A controversial television commercial for Salesgenie.com that ran during Super Bowl 
XLII illustrates how marketers (intentionally or not) use ethnic and racial stereotypes to 
craft promotional communications. The spot featured two animated pandas who spoke 
in heavy Chinese accents. After complaints from viewers, the company withdrew the 
commercial.25

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,

Pitfall

The mass merchandising 
of ethnic products is a 
growing practice. Native 
American Aztec designs 

appear or sweaters, gym shoes come in 
kente cloth from an African tribe, and greet
ing cards tear likenesses of Native American 
sand paintings. However, some worry about 
the borrowing-and in some cases, misinter
pretation- Df distinctive symbolism. Consider, 
for example, the storm of protest from the in
ternational Islamic community over a dress in 
a House of Chanel fashion show. Supermodel 
Claudia Sohiffer wore a strapless evening 
gown (with a price tag of almost $23,000) 
that Karl Lagerfeld designed. The dress 
included Arabic letters that the designer 
believed soelled out a love poem. Instead, 
the message was a verse from the Koran, the 
Muslim holy book. To add insult to injury, the 
word God happened to appear over the mod
el’s right breast. Both the designer and the 
model received death threats, and the contro
versy subsided only after the company burned 
the dress. More recently, Nike caught flak 
from activists when it introduced an athletic 
shoe specially designed for Native Americans. 
Along with its trademark swoosh, the Nike Air 
Native N7 features feathers and arrowheads. 
One youn£ Spokane/Coeur d’Alene Indian 
commented, “The day it was announced, I 
thought: ‘Are they going to have dream catch
ers on them? Are they going to be beaded? 
Will they have native bumper stickers on them 
that say, ‘Custer had it coming’?”20

Marietta
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depending on his or her biases or intentions. For example, the Scottish stereotype in 
the United States is largely positive, so we tend to look favorably on their (supposed) 
frugality. 3M uses Scottish imagery to denote value (e.g., Scotch tape), as does the Scotch 
Inns, a motel chain that offers inexpensive lodging. However, the Scottish "personality" 
might carry quite different connotations to the British or Irish. One person's "thrifty" is 
another's "stingy."

In the past, marketers used ethnic symbolism as shorthand to convey certain prod
uct attributes. They often employed crude and unflattering images when they depicted 
African Americans as subservient or Mexicans as bandits.26 Aunt Jemima sold pancake 
mix and Rastus was a grinning black chef who pitched 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.27 As the civil rights movement gave more power to minor
ity groups and their rising economic status began to command marketers' respect, these 
negative stereotypes 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.

Even today, unfortunately, miscommunications occur. A recent flap about a 2011 
Cadbury candy advertising campaign that ran in the UK illustrates these sensitivities. 
A print and billboard ad for Cadbury's Bliss line of Dairy Milk chocolate ran with the 
tagline, "move over Naomi, there's a new diva in town". Many people, including super
model Naomi Campbell, objected to the racist undertone of the ad; she claimed it "was 
in poor taste on a number of levels, not least in the way they likened me to their chocolate 
bar." Cadbury defended the ad, arguing that it intended to poke fun at her reputation as 
a diva and that no link to her skin color was intended. Although the industry organiza
tion that polices England's advertising determined that the message was not racist, the 
company responded to threats of a global boycott by withdrawing the ad and apologizing 
to Campbell.28

The Acculturation Process
Acculturation is the process of movement and adaptation to one country's cultural en
vironment by a person from another country.29 This is a very important issue for mar
keters because of 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 ar
rival in the United States, for example, to feel ambivalence or conflict about relinquishing 
old ways (and consumer behaviors) for new ones. Home Depot segments its campaigns 
when the retailer speaks to the Hispanic market; it creates different ads for "acculturated 
Hispanics" (second- or third-generation Americans) than it shows to consumers who 
almost always speak Spanish.30

A study of Mexican immigrants that used the research technique of ethnography 
probed their acculturation as they adapted to life in the United States.31 Indeed, af
ter the researchers interviewed these people in their natural settings, they reported a 
lot of ambivalence. On the one hand, they are 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 report bittersweet feelings about leaving 
Mexico. They miss their friends, their holidays, their food, and the comfort that comes 
from living in familiar surroundings. Another study looked at how Hispanic children 
responded to a campaign to promote oral hygiene cosponsored by the Boys and Girls 
Club of America and the American Dental Association. It reported that immigrants who 
are relatively less acculturated are more motivated to modify their behaviors in line 
with the campaign's suggestions because they view these changes as important tools 
for social acceptance.32

Many factors affect the nature of the transition process. Individual differences, such 
as whether the person speaks English, influence how rocky the adjustment will be. The 
person's contact with acculturation agents—people and institutions that teach the ways
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of a culture—are also crucial. Some of these agents come from the culture o f origin (in 
this case, Mexico), including family, friends, the church, local businesses, and Spanish- 
language media that keep the consumer in touch with his or her country of origin. Other 
agents come from the culture of immigration (in this case, America), and help the con
sumer to 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. 
Movement refers to the factors that motivate people to physically uproot themselves from 
one location and go to another. In this case, people leave Mexico because of the scarcity 
of jobs and the desire to provide a good education for their children. On arrival, immi
grants encounter a need for translation. 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 cur
rency or figuring out the social meanings of unfamiliar clothing styles. This cultural learn
ing leads to a process of adaptation, by which people form new consumption patterns. 
For example, some of the Mexican women in the study started to wear shorts and pants 
once they settled in the United States, although people in Mexico frown on this practice.

During the acculturation process, many immigrants undergo assimilation, where 
they adopt products, habits, and values they identify with the mainstream culture. At 
the same time, there is an attempt at maintenance of practices they associate with the 
culture of origin. Immigrants stay in touch with people in their country and, like Ma
ria, many continue to eat Hispanic foods and read Spanish-language newspapers. Their 
continued identification with Mexican culture may cause resistance, as they resent the 
pressure to submerge their Mexican identities and take on new roles. Finally, immi
grants (voluntarily or not) tend to exhibit segregation; they are likely to live and shop 
in places physically separated from mainstream Anglo consumers. These processes il
lustrate that ethnicity is a fluid concept and that members of a subculture constantly 
recreate 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.33 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.34 
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:35

•  They have a more negative attitude toward business in general (probably caused by
frustration due to 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.

A study of Turkish people who moved from the countryside to an urban environment 
illustrates how people cope with change and unfamiliar circumstances. The authors de
scribe a process of warming, which they describe as transforming objects and places 
into those that feel cozy, hospitable, and authentic. The study's informants described 
what happened as they tried to turn a cold and unfamiliar house into a home that is guzel 
(“beautiful and good," "modern and warm"). In this context, that means they integrated 
symbols of their former village life into their new homes: They blanketed them with the 
embroidered, crocheted, and lace textiles that people traditionally make by hand for
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brides' dowries in the villages. The researchers reported that migrants' homes contained 
far more of these pieces than they would have in their village homes because they used 
them to adorn their new modern appliances. The dowry textiles symbolize traditional 
norms and social networks of friends and family in the villages, so they link the "cold" 
modern objects with the owner's past. Thus, the unfamiliar becomes familiar.36

Another group of researchers examined the plight of people who were forced to leave 
their homes and settle in a foreign country with little planning and few possessions.37 As 
“strangers in a strange land," they must essentially start over and completely resocialize. 
The authors did an in-depth study of refugees from a number of countries who lived in an 
Austrian refugee shelter. They found that teenagers who were traumatized by their expe
rience turned to adaptive consumption strategies to cope. For example, the adolescents 
(including the boys) all had stuffed animals that they used to comfort themselves. Also, 
all of the teenage boys wore earrings to designate their own community.

o b j e c t iv e  4 The “Big Three” American Ethnic
African Americans, S l l b C U l t U r e S
Hispanic Americans, and
Asian Americans are the African Americans, Hispanic Americans, and Asian Americans 
three most important account for much of America's current growth. The Hispanic pop-
ethnic/racial subcultures ulation is now the largest ethnic subculture, with 12.5 percent of 
in the United States. Americans.38 Asian Americans, though much smaller in absolute
---------------------------- numbers with only 3.6 percent of the population, are the fastest-

growing racial group.39

African Americans
The hip-hop impresario Sean "Diddy" Combs plugs his "I am King" fragrance as a suave, 
black James Bond-type character. He observes, "When you see Barack Obama, you see a 
strong, elegant black man and when people see my ad, it's almost like that's the trend."40

African Americans comprise a significant racial subculture, making up more than 
12% of the U.S. population.41 Although African American consumers do differ in impor
tant ways from Caucasians, the African American market is hardly as homogenous as 
many marketers believe. Indeed, some commentators argue that black-white differences 
are largely illusory. With some exceptions, both groups have the same overall spend
ing patterns; they allocate about two-thirds of their incomes to housing, transportation, 
and food.42

The differences we do observe more likely are the result of differences in income, the 
relatively high concentration of African Americans in urban areas, and other dimensions 
of social class discussed in Chapter 12. Also, these differences continue to diminish as 
African American consumers move up the economic ladder. Although it is still lower than 
the white majority, this group's median household income is at a historic high. We can 
trace this improvement directly to a steady increase in educational attainment. African 
Americans had a median household income of $30,439 in 2000, up from $18,676 in 1990, 
and more than 51 percent of married African Americans make $50,000 or more.43

Nonetheless, there clearly are some differences between blacks and whites in con
sumption priorities and marketplace behaviors that demand marketers' attention.44 
Procter & Gamble launched a "My Black Is Beautiful" program for African American 
women after the company's research told it that these women think mainstream media 
does not represent them very well; three-quarters of the women the company surveyed 
said programs and ads portray them more negatively than other racial groups and that 
they worry about the negative impact these messages will have on teens.45

Sometimes these differences are subtle but still important. When Coffee-Mate dis
covered that African Americans tend to drink their coffee with sugar and cream much 
more than do Caucasians, the company mounted a promotional blitz in the African 
American media and in return benefited from double-digit increases in sales volume 
and market share for this segment.46 Volvo North America created its first advertising



CHAPTER 13 Subcultures 515

campaign to target African Americans after research showed that car crashes are the lead
ing cause of death among African American children, who are half as likely to use seat 
belts as other children.47

Research by Unilever illustrates how body cathexis dynamics (see Chapter 5) vary 
across subcultures; the personal care products company found that skin takes on a 
deeper meaning for African Americans. In a poll it ran in Essence magazine, the company 
asked more than 1,400 African American women aged 18 to 64 to describe their skin, and 
the most common response was "beautiful" (59 percent). Another 30 percent described 
their skin as "strong." The survey also found that African American women rank skin 
as "most important to them" (49 percent); more so than their hair, figure, makeup, and 
clothes. About one-third say their skin is a source of their heritage, one-fourth say it’s a 
source of pride, and "almost half of African American women say their skin tells a story 
of who they are and identifies them." This deep attachment is clear in posted comments 
such as "My skin is my life's historian," and "My skin represents the blending of my par
ents, an outward expression of their love."48

Hispanic Americans
The umbrella term Hispanic describes people of many different backgrounds. Nearly 
60 percent of Hispanic Americans are of Mexican descent. The next largest group, Puerto 
Ricans, make up just fewer than 10 percent of Hispanics. Other groups the Census includes 
in this category are Central Americans, Dominicans, South Americans, and Cubans.

The Hispanic subculture is a sleeping giant that many U.S. marketers ignored until 
recently. The growth and increasing affluence of this group now makes it impossible to 
overlook, and major corporations avidly court Hispanic consumers such as Maria and 
her family. No surprise: The 2010 Census reported a record 50 million Hispanics, or one 
in every six U.S. residents; a 42 percent increase from the 2000 Census. Hispanics are now 
the nation's second-largest consumer market after white non-Hispanics. This segment 
also closely resembles our idealized concept of 1950s America. They are young (their 
median age is about where the whole nation was in 1955) and more often live in large, 
traditional, married-with-children families with lots of participation from grandparents. 
They're moving to the suburbs, tend to be community oriented, and have high aspira
tions for their children. More than 1 in 3 Hispanics in the United States are children under
18 years old. This means they will acculturate much faster than their parents did. Already, 
almost half report that they are at ease when they speak English. They also are geograph
ically concentrated, which makes it easier for marketers to reach them. About half of 
Hispanic consumers live in California and Texas. The other six states having more than
1 million Hispanics are Florida, New York, Illinois, Arizona, New Jersey, and Colorado.50

Many initial efforts to market to Hispanic Americans were, to say the least, coun
terproductive. Companies bumbled in their efforts to translate advertising adequately 
or to compose copy that captured the nuances advertisers intended. These mistakes do 
not occur so much anymore because marketers are more sophisticated when they talk 
to this segment and they tend to involve Hispanics in advertising production to ensure 
that they get it right. These translation mishaps slipped through before Anglos got their 
acts together:51

#  The Perdue slogan, "It takes a tough man to make a tender chicken," translated as "It 
takes a sexually excited man to make a chick affectionate."

#  Budweiser was the "queen of beers."
#  Braniff (now defunct) promoted the comfortable leather seats on its airplanes with 

the headline, Sentado en cuero, which translates as "Sit naked."
#  Coors beer's slogan to "get loose with Coors" appeared in Spanish as "get the runs 

with Coors."

Some successful advertising campaigns simply don't work in Hispanic subcultures. 
For example, the California Milk Processor Board discovered that Hispanics did not

The release of several 
popular video games un
derscores the concern of 
some critics who argue 

that these ¡James play on racial stereotypes, 
including inages of African American youths 
who commit violent street crimes:

• Grand Theft Auto—San Andreas is set
in a city that resembles gang-ridden 
stretches of Los Angeles of the 1990s. It 
features a digital cast of African Ameri
can and Hispanic men, some of whom 
wear braided hair and scarves over their 
faces c nd aim Uzis from low-riding cars.

« Def Jam Fight for NY features hip-hop- 
style characters (one with the voice of 
the rapper Snoop Dogg) who slap, kick, 
and pummel one another in locations 
such a > the 125th Street train station in 
Harlem.

• 25 to Life is an “urban action game” that 
includes a hip-hop soundtrack. It lets 
gamers play the role of police officers 
or criminals, and includes lots of images 
of young gun-toting African American 
gangstsrs.

• N otoriou s— Die to Drive features 
“gangsta-style car combat” with play
ers who compete to “rule the streets 
of four West Coast neighborhoods.” The 
game’s Web site proclaims, “High-priced 
honeys, the finest bling, and millionaire 
cribs a 'e just some of the rewards for the 
notorious few who can survive this most 
dangerous game. Once you go Notorious, 
there’s no going back.”49
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Hispanic consumers are rapidly entering 
the mainstream market.
Source: Courtesy of Latina Magazine.

appreciate its hugely successful “Got Milk?" campaign because biting, sarcastic humor 
is not part of their culture. In addition, the notion of milk deprivation is not funny to the 
Hispanic homemaker, because if she runs out of milk she has failed her family. To make 
matters worse, “Got Milk?" translates as "Are you lactating?," so the organization revised 
Spanish-language ads as, "And you, have you given them enough milk today?" with ten
der scenes centered on cooking flan in the family kitchen.52

However, there are aspects of Hispanic culture that make some products popular 
for reasons Anglos may not understand. This is the case with Clamato, a clam-flavored 
tomato juice that has gotten a new lease on life thanks to its popularity among Latino con
sumers. Many Latinos consider the clam to be an aphrodisiac, and the drink is popular 
among young people who use it as a base for the seafood cocktail ceviche or mix it with 
beer because they believe it arouses passion.53

I amLanna
m y  Style:
I am trendy, fashionable and 
unapologcticallv feminine. I know 
that beauty comes in all shapes and 
sizes — and I love my body. I love 
to shop for clothes that reflect my 
personality and show off my curves.
I crave excitement and variety. O ther 
people describe me as confident, smart 
and independent -  they’re right!

m y  World:

I’m about 33 years old.
I was born in the U.S. but 
1 was raised 100% Latina. 

1 went to college and 
I have a career that I love. 
My income allows me 
to live comfortably and 
independendy. 1 am part 
o f  the fastest growing, 
m ost affluent and 
influential segment o f  
the Hispanic market —

the biculcural 
Latina.

M Y

Language:
1 am bilingual. 1 speak 
English with my friends 
and Spanish with 
mi fantiUa. I’m a 
modern woman 
yet I ’m firmly 
rooted in my 
traditions and 
culture.

m y  Magazine:
LATINA validates and enriches every aspect 
o f my life. It entertains and inspires me and 
makes me proud to be a Latina.

Hispanics represent 
15% o f die total U.S. 
population. We are 
the largest and fastest 
growing ethnic group 
in the U.S. — over 

45 million strong. 
O u r spending 
power is predicted 
to explode to 
$ 1.2 trillion 
within the 
next 5 years.
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Here are some notable current marketing efforts to reach this important ethnic
subculture:

•  Walmart opened its first Hispanic-focused supermarkets, Supermercado de Walmart, 
in Phoenix and Houston.54

•  AT&T launched a Spanish advertising campaign featuring Grammy Award-winning 
singer Natalia Jimenez.55

•  L'Oreal USA partnered with the Telemundo Communications Group to sponsor Club 
de Noveleras, the first official club for fans of the Telemundo broadcast network's 
mainstay programming of telenovelas—the popular serialized dramas that run in 
weeks-long blocks in prime time.56

•  Wendy's International, Inc., rolled out a new series of television and radio commer
cials themed "Sabor de Verdad," roughly translating to “Real Taste." The campaign 
positions Wendy's as the solution for Hispanic consumers looking to satisfy their 
"antojos," or taste cravings, with quality food at affordable prices.57

Goya Foods, whose navy blue label has for 
decades been at home in Latino households, 
is going after a broader, general market with 
a new advertising campaign. And for the 
first time in its 75-year history, Goya is using 
mobile technology in its efforts. Goya Foods' 
biggest general market effort runs counter to 
those of many other food companies, which 
are focusing their efforts on the growing 
Latino population in the United States. While 
Goya contin jes to focus on and expand into 
the Latino market, it is also looking for new 
markets beyond its base.
Source: Courtesy of Goya Foods, Inc.

Directions

a large skillet over medium-high heat. Add steaks to pan and 
cook until well browned and medium rare, flipping once, about 
6 minutes. Transfer meat to a plate; cover with foil to keep warm.

2. Lower heat to medium. Add garlic to skillet and cook until light 
golden brown, about 1 minute. Add parsley and cook 30 seconds more.

3. Divide steaks evenly among serving dishes. Top steaks evenly 
with garlic mixture.

Serves 4

ALL PURPOSE 
SEASONING
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Net Profit

Hispanic Americans spend 
triple the amount of time 
browsing online that non- 
Hispanics do, and nearly 

twice as much time (on average five hours 
per week) on social networks. One factor 
that accounts for this difference is the rela
tive youth of this segment; Hispanics ages
13 to 34 use social networking sites about 
three times more than do those over the 
age of 35. About 30 million Hispanics-or 
60 percent of the U.S. Hispanic population- 
are online. A new study from comScore, 
commissioned by Terra (a Spanish-language 
media network) suggests that Hispanics 
are more active online and more receptive 
to new technology than non-Hispanics. The 
research also says the Internet is the main 
media source of information for Hispanics in 
terms of services and products. The survey of 
several thousand respondents reported that 
37 percent of Hispanics versus 30 percent of 
non-Hispanics said they would respond to on
line pitches, and 35 percent of Hispanics ver
sus 27 percent of non-Hispanics said they are 
more open to advertising on sites where they 
read or contribute user-generated comments. 
Thirty-six percent of Hispanics, compared to 
24 percent of non-Hispanics, said that Inter
net advertising has motivated them to visit a 
retail establishment; 35 percent of Hispan
ics versus 25 percent of non-Hispanics are 
likely to attend movies based on their online 
campaigns. Sixty percent of Hispanics polled, 
versus 42 percent of non-Hispanics, said 
they like things like iPad demonstrations, 
virtual shoppers, mobile coupons, and live 
streaming. The study also noted that Hispan
ics are more receptive to updates for offline 
activities via mobile text alerts, Twitter feeds, 
and Facebook. They are also more likely to 
visit a brand’s fan page and to follow Twitter 
updates from artists.58

Asian Americans
The problems American marketers encountered when they first tried to reach the His
panic market popped up again when they began to target Asian Americans:59

•  The Coca-Cola slogan “Coke Adds Life" translated as "Coke brings your ancestors 
back from the dead" in Japaneseể

•  Kentucky Fried Chicken described its chicken as "finger-lickin' good" to the Chinese, 
who don't think it's polite to lick your fingers.

•  A footwear ad depicted Japanese women performing foot-binding, which only the 
Chinese did.

Asians not only make up the fastest-growing population group, they also are the most 
affluent, best-educated, and most likely to hold technology jobs of any ethnic subculture. 
Indeed, Asian Americans are much more likely than average Americans to buy high-tech 
gadgets. They are almost three times as likely to own a digital camcorder and twice as 
likely to have an MP3 player.60 About 32 percent of Asian households have incomes of 
more than $50,000, compared to 29 percent across the entire U.S. population. Estimates 
put this segment's buying power at $253 billion annually. That explains why the broker
age firm Charles Schwab now employs more than 300 people who speak Chinese, Korean, 
and Vietnamese at its call centers.61

Despite its potential, this group is hard to market to because it's composed of nu
merous culturally diverse subgroups that use different languages and dialects.62 The 
term Asian refers to 20 ethnic groups, with Chinese being the largest and Filipino and 
Japanese second and third, respectively. Filipinos are the only Asians who speak English 
predominantly among themselves; like Hispanics, most Asians prefer media in their own 
languages. The languages Asian Americans speak most frequently are Mandarin Chinese, 
Korean, Japanese, and Vietnamese.

Not only are Asian consumers the most frequent shoppers of all racial and ethnic 
groups, but they are also the most brand-conscious. Almost half (43 percent) say they 
always look for a brand name when they shop. Yet, interestingly, they are also the least 
brand loyal. Fully a quarter of Asians say they change brands often, compared with 
22 percent of Hispanics, 20 percent of African Americans, and 17 percent of whites. Asian 
consumers are also the most concerned about keeping up appearances. More than a 
quarter (26 percent) say they buy what they think their neighbors will approve of, com
pared with 12 percent each of Hispanics and African Americans and only 10 percent of 
whites. As one Asian American advertising executive noted, “Prosperous Asians tend to 
be very status-conscious and will spend their money on premium brands, such as BMW 
and Mercedes-Benz, and the best French cognac and Scotch whiskey."63 Advertising with 
Asian celebrities can be particularly effective. When Reebok used tennis star Michael 
Chang in one advertisement, shoe sales among Asian Americans soared.

o b je c tiv e  5 Religious Subcultures
Marketers increasingly

use religious and jn recent years we've seen an explosion of religion and spiritu-
spiritual themes when aiity jn popular culture, including the box office success of Mel 
they talk to consumers. Gibson's movie The Passion of the Christ and the book The Da 

Vinci Code, and even the Broadway hit The Book o f Mormon.64 
Mainstream marketers that used to avoid religion like the plague (pardon the pun) now 
actively court church members.

You don't have to be active in an organized religion to "worship" products. A study of 
a brand community centered on the Apple Newton illustrates how religious themes spill 
over into everyday consumption, particularly in the case of "cult products.” Apple aban
doned the Newton PDA years ago, but many avid users still keep the faith. The research
ers examined postings in chat rooms devoted to the product. They found that many of 
the messages have supernatural, religious, and magical themes, including the miraculous
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performance and survival of the brand, as well as the return of the brand creator. The 
most common postings concerned instances in which dead Newton batteries magically 
come back to life. Here is an excerpt from one story, posted on a listserv under the head
ing "Another Battery Miracle":

The battery that came with the 2100 that I just received seemed dead. . . .  I figured that the 
battery was fried and I have nothing to lose. While "charging,” I unplugged the adapter until 
the indicator said it was running on batteries again, and then plugged it back in until it said 
"charging” .. . after a few times, the battery charge indicator started moving from the left to 
right and was full within 10 minutes!. . .  I've been using the Newt for about 4 hours straight 
without any problems. Strange. It looks like there has been yet another Newton battery miracle! 
Keep the faith.65

In addition to organized religion, numerous other types of groups serve similar func
tions for consumers—and indeed, they may be loosely based on religious principles (like 
the highly successful 12-step program that guides Alcoholics Anonymous and other addic
tion support groups). Weight Watchers, the world's largest support group for weight loss, 
similarly follows a spiritual-therapeutic model even though it is a profitable business.66

In fact, one study found that for some people, a brand logo serves the same function 
that a religious symbol like a crucifix or a Star of David does for others. For people who 
aren't deeply religious, visible markers of commercial brands are a form of self-expression 
and a token of self-worth, just like symbolic expressions of one's faith. In a field study, the 
researchers analyzed several geographic areas in terms of the number of Apple stores per 
million people, and the number of brand stores such as Macy's and Gap, and they devel
oped a comparison statistic they called the "brand-discount store ratio.” They then com
pared these rough measures of brand reliance against the number of congregations per 
thousand and self-reported attendance in church or synagogue, controlling for income, 
education, and urbanization differences. In every region, they found a negative relation
ship between brand reliance and religiosity; that is, areas with a lot of branding activity also 
tended to have lower participation in organized religion.

The team then conducted a series of laboratory experiments to determine if brands 
might somehow substitute for these religious experiences, using the kind of primes dis
cussed in Chapter 8 where people are first prompted to think about a topic before they 
engage in an activity. In one study, a group of college students was primed by being asked 
to write a short essay on "what your religion means to you personally," while a control 
group wrote about how they spend their days. Each group was then sent on an imaginary 
shopping trip in which they chose between products shown two at a time, national brand 
versus store brand. Some of the products were forms of self-expression, such as sun
glasses, watches, and socks. Other products were functional items like bread, batteries, 
and ibuprofen. The group that had been primed to think about religion was less likely to 
choose branded products for the purpose of self-expression. Another online study found 
similar results when participants who were high on self-reported measures of religiosity 
were compared to those who scored low.67

Organized Religion and Consumption
Marketers have not studied organized religion extensively, possibly because many view 
it as a taboo subject.68 As one research director noted, "Religion, along with sex and poli
tics, is one of the three taboo topics that we're never supposed to talk about."69 Taboo or 
not, at the least dietary or dress requirements do create demand for certain products. For 
example, less than a third of the 6 million consumers who buy the 86,000 kosher products 
now on the market are Jewish. Seventh-Day Adventists and Muslims have very similar 
dietary requirements, and other people simply believe that kosher food is of higher qual
ity. That's why some of the nation's largest manufacturers, like Pepperidge Farm, offer a 
wide range of kosher products.70

In addition to food products, religious subcultures have an impact on consumer vari
ables such as personality, attitudes toward sexuality, birthrates and household formation,
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Marketing Pitfall

Religious sensibilities 
vary around the world, 
and big trouble can re
sult if marketers violate 

taboo subjects in other cultures. Here are 
some examples:73

• Winning entries in the Doritos/Pepsi 
MAX “Crash the Super Bowl” challenge 
get broadcast as ads during the Super 
Bowl. One entry in the 2011 contest 
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 was interpreted by 
some Catholics as mocking the religion’s 
sacrament of Holy Eucharist (formerly 
Holy Communion). A petition appeal 
went out to Catholic organizations 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 Web site. However, the cre
ators 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 honor 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 
a beer called Polygamy Porter aroused 
the ire of Mormons worldwide. The bill
board company under contract with the 
brewery refused to erect the ad. The 
board, which was going to show a pic
ture of a scantily clad man, cherubs, and 
a six-pack of spouses, advises drinkers to 
“take some home for the wives.”

• An ad for Levi’s jeans produced in Lon
don 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 French car manufacturer Renault 
withdrew an ad in a Danish campaign

Confession is a Roman Catholic App (approved by the Catholic Church) that provides a password- 
protected step-by-step guide to the sacrament as they participate in the Rite of Penance.
Source: Courtesy of Little i Apps.

income, and political attitudes. Church leaders can encourage consumption, but more 
importantly, they can discourage it—sometimes with powerful effects. The Disney Corpo
ration discovered how effective these movements can be when the Southern Baptist Con
vention voted to persuade all its members to boycott Disney's operations.71 The church 
instituted its anti-Mickey rebellion to protest the “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 organizations 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.72

Born-Again Consumers
Mainstream churches are marketing themselves aggressively these days. In the United 
States there are approximately 400 megachurches; each serves 2,000 or more congre
gants per week (some actually attract more than 20,000 to Sunday services!) and boast a 
combined annual income of $1.85 billion.74 As a church marketing consultant observes, 
“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."75 Clearly, religion is big business.

In the United States, we trace most religious marketing activity to “born-again" 
Christians, who follow literal interpretations of the Bible and acknowledge being born
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again through belief in Jesus. Theirs is among the fastest-growing religious affiliations in 
the United States. One research company reported that about 72 million of the 235 mil
lion Christians in the United States say they are born again.76

The strength of the evangelical movement has caught the attention of many market
ers who want to reach these consumers; marketers involved in faith-based marketing 
strategies include Pfizer, Merck, Tyson, Smucker's, several major automakers, and even 
the Curves fitness chain. Suzuki sponsored the Christian rock band Kudess on its national 
tour to promote its motorcycle and SUV lines.77

This growing movement also fuels a boom in Christian-related marketing and mer
chandise. Christian bookstores bring in revenues of well over $2 billion per year, and the 
proliferation of born-agains (especially younger evangelicals) propels religiously oriented 
products into more mainstream stores as vendors update their messages for a younger 
generation (one T-shirt for sale shows a hand with a nail through it along with the caption, 
“Body Piercing Saved My Life"). C28, a chain of California stores, takes its names from 
the Bible verse Colossians 2:8, “See to it that no one takes you captive through hollow 
and deceptive philosophy, which depends on human tradition and the basic principles 
of this world rather than on Christ." C28 has its own house brand, Not of This World, that 
features modern designs coupled with biblical verses. The owner claims that hundreds 
of people have converted to born-again Christianity in his stores: “Our mission is to share 
the grace, the truth and the love of Jesus. And what better place to do it than a mall?"78

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 U.S. Muslims to more than double. 
If immigration patterns and Muslims' comparatively higher birth rates continue, experts 
predict that their numbers in the United States will climb from 2.6 million people to 
6.2 million. In several European countries, it's predicted that Muslim populations will 
exceed 10 percent of the total.79 That's a consumer market to take seriously.

Nike committed a legendary error when it released a pair of athletic 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 800,000 pairs 
of the shoes globally. Today some companies listen more closely to the needs of this reli
gious subculture. For example, a Malaysian commercial for Sunsilk's Lively Clean & Fresh 
shampoo depicts a young, smiling woman—but there is not a strand of hair in sight. Her 
head is completely covered by a tudung, the head scarf 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 recognize that halal 
foods (permissible under the laws of Islam) also may appeal to mainstream consumers. 
The Islamic Food and Nutrition Council of America certifies halal products with a “cres
cent M," much like the circled “O" of the Orthodox Union, the largest kosher certifier. 
Both kosher and halal followers forbid pork, and both require similar rituals for butch
ering meat. Religious Jews don't mix milk and meat, nor do they eat shellfish, whereas 
religious Muslims don't drink alcohol. Neither group eats birds of prey or blood.80

Halal as a descriptor is being used for more and more commodities, services, and ac
tivities, including milk, water, nonprescription medicine, holidays, washing powder, tissues, 
cosmetics, Web sites, and music. Many major companies are taking steps to reassure con
sumers 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 mouth
washes may contain alcohol, which would be forbidden under halal guidelines. 
Colgate's products now bear the halal logo, which also is featured in the company's 
television commercials.

•  Nokia introduced a phone for the Middle East and North Africa markets that came 
loaded with an Islamic Organizer with alarms for the five daily prayers, two Islamic

in response to protests from the lo
cal Catholic community. It depicted a 
dialogue during confession between a 
Catholic priest and a repenting man. 
The man atones for his sins as he prays 
Ave Marias until he confesses to having 
scratched the paint of the priest’s new 
Renault-then the priest shouts “hea
then” and orders the man to pay a sub
stantial penalty to the church.

• Burger King had to modify a commercial 
it aired on U.S. African American radio 
stations in which a coffeehouse poet 
reads an ode to a Whopper with bacon. 
In the original spot the poet’s name is 
Rashee d and he uses a common Islamic 
greeting. The Council on American-ls- 
lamic Relations issued a press release 
noting that Islam prohibits the consump
tion of pork products. In the new version 
the poet was renamed Willie.
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It is increasingly common to find foods and 
other products that carry Halal certification.
Source: kotoyamagami/Fotolia.

e-books and an e-card application that lets people send SMS greeting cards for 
Ramadan.

•  Ogilvy & Mather recently established a new arm, Ogilvy Noor (Noor means "light" in 
Arabic), which the company 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.81

because they are about ers who come of age during the same time period. Obviously, your

of our identity. All things equal, we are more likely to have things in common with others of 
our own age than with those younger or older. These similarities can create opportunities 
for marketers (just ask any social media executive) or they can raise red flags: younger con
sumers, for example, don't drink nearly as much coffee on a daily basis as do older people.82

A marketer needs to communicate with members of an age group in their own lan
guage. Sony finally figured out that it had to sponsor events like beach volleyball to get 
young people's attention. When the electronics giant first entered the U.S. car stereo mar
ket, it hammered on its usual themes of technical prowess and quality. This got nothing 
but yawns from the 16- to 24-year-olds who make up half of the consumers who buy 
these products, and Sony ranked a pitiful seventh in the market after 10 years. Finally, 
the company got the picture; it totally revamped its approach and eventually doubled its 
car stereo revenues.83

This successful campaign was part of Sony's strategic decision to reorganize its 
electronics division according to consumers' different life stages. Instead of assigning 
managers to products, the company groups them in age-related segments such as Gen 
Y (younger than age 25), young professionals/DINKs (double income no kids, aged 25 to 
34), families (35- to 54-year-olds), and zoomers (those older than age 55).84 In this sec
tion, we'll explore some of the important characteristics of some key age groups and con
sider how marketers like Sony modify their strategies to appeal to diverse age subcultures.

An age cohort consists of people of similar ages who have similar experiences. They 
share many common memories about cultural icons (e.g., John Wayne versus Brad Pitt),

OBJECTIVE 6
We have many things 
in common with others

the same age. needs and preferences change as you grow older, often in concert 
with 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
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important historical events (e.g., the Great Depression versus the Great Recession), and 
so on. 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.85

Although there is general consensus when analysts describe age cohorts, the labels 
and cutoff dates they use to put consumers into generational categories are subjective. 
One rough approximation looks like this:86

•  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—People bom between 1946 and 1964
•  Generation X — People born between 1965 and 1985
•  Generation Y—People born between 1986 and 2002
•  Generation Z—People born 2003 and later

The same offering probably won't appeal to people of different ages, nor will the lan
guage and images marketers use to reach them. In some cases companies develop separate 
campaigns for age cohorts. For example, Norelco found that younger men are far less likely 
to use electric shavers than are its core customer base of older men. The firm launched a 
two-pronged effort, on the one hand, to convince younger men to switch from wet shav
ing to electric, and on the other hand, to maintain loyalty among its older following. Ads 
for Norelco's Speedrazor, aimed at males 18 to 35 years old, ran on late-night TV and in 
GQ and Details. Messages about the company's triple-head razors, geared to men older 
than 35, ran instead in publications that attract older readers, such as Time and Newsweek.

Because consumers within an age group confront crucial life changes at roughly the 
same time, the values and symbolism marketers use to appeal to them can evoke power
ful feelings of nostalgia (see Chapter 3). Adults older than 30 are particularly susceptible 
to this phenomenon.87 However, as we saw in Chapter 3, references to the past influ
ence young people as well as old. In fact, research indicates that some people are more 
disposed to be nostalgic than others, regardless of age. Table 13.1 shows a scale that re
searchers use to measure the impact of nostalgia on individual consumers.

The Nostalgia Scale 

Scale Items

They don’t make ‘em like they used to.

Things used to be better in the good old days.

Products are getting shoddier and shoddier.

Technological change will ensure a brighter future (reverse coded).

History involves a steady improvement in human welfare (reverse coded).

We are experiencing a decline in the quality of life.

Steady growth in GNP has brought increased human happiness (reverse coded).

Modern business constantly builds a better tomorrow (reverse coded).

Source: Morris B. Holbrook and Robert M. Schindler, “Age, Sex, and Attitude toward the Past as Predictors of 
Consum ers’ Aesthetic Tastes for Cultural Products,” Journal of Marketing Research 31 (August 1994): 416. Copyright 
© 1994 Am erican Marketing Association. Reprinted by permission of the Journal of Marketing Research. Published by 
the Am erican Marketing Association.
Note: Items are presented on a nine-point scale ranging from strong disagreem ent (1) to strong agreement 
(9), and responses are summed.

TABLE 13.1
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o b j e c t iv e  7 The Youth Market
Teens are an important
age segment for In 1956> t îe label teenage entered the general American vo- 
marketers cabulary when Frankie Lymon and the Teenagers became the 
__________________  first pop group to identify themselves with this new subculture.

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, and 
many cultures marked this abrupt change in status with some sort of ritual or ceremony, 
as we'll see in Chapter 14.

The magazine Seventeen was first published in 1944; its founders realized that modern 
young women didn't want to be little clones of Mom. Following World War II, the teenage 
conflict between rebellion and conformity began to unfold as teen culture pitted Elvis Presley, 
with his slicked hair and suggestive pelvis swivels, against the wholesome Pat Boone, with his 
white bucks and whiter teeth (see Figure 13.1). Today, this rebellion continues to play out as 
pubescent consumers forsake their Barbies for the likes of Paris Hilton, Lindsay Lohan (when 
they're not in jail or rehab), Justin Bieber, or the teen heartthrob du jour.88

The global youth market is massive. It represents about $100 billion in spending 
power! Much of this money goes toward “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. In addition, in no other segment is the power of word-of-mouth communi
cation (discussed in Chapter 11) so important. One large study found that 78 percent of 
13- to 17-year-olds, compared with 57 percent of the general public, engaged in word 
of mouth about “media & entertainment" brands between 2009 and 2010; 67 percent of 
13- to 17-year-olds, versus 39 percent of the public in general, talked about “technology" 
products. The top 10 brands that benefited from word of mouth during this period: Coca- 
Cola, Apple Computer, Verizon, iPod, Ford, Pepsi, McDonald's, AT&T, Sony, and Nike.89

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. Teens con
stantly search for cues for the “right" way to look and behave from their peers and from

Figure 13.1 THE U.S. TEEN POPULATION

Source: In order of appearance: © Mary Evans Picture Library/Alamy; akva/Shutterstock.com ; © Photos 12/Alamy; © Trinity M irror/M irrorpix/Alam y; Everett Collection Inc.; 
Zoran Karapancev/Shutterstock.
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advertising. Advertising to teens is typically action-oriented and depicts a group of "in" 
teens who use the product.

Consumers in this age subculture have a number of needs, including experimenta
tion, belonging, independence, responsibility, and approval from others. Product usage 
is a significant medium that lets them satisfy these needs. For example, many kids view 
smoking cigarettes as a status activity because of the numerous movies they've seen that 
glorify this practice. In one study, ninth-graders watched original movie footage with ei
ther smoking scenes or control footage with the smoking edited out. Sure enough, when 
the young viewers saw the actors smoking, this enhanced their perceptions of smokers' 
social stature and increased their own intent to smoke. (The good news: When kids see 
an antismoking advertisement before the film, these effects cancel out.)90

Teenagers in every culture grapple with fundamental developmental issues when 
they transition from childhood to adult. Throughout history young people have coped 
with insecurity, parental authority, and peer pressure (although each generation has 
trouble believing it's not the first!). According to Teenage Research Unlimited, the five 
most important social issues for teens are AIDS, race relations, child abuse, abortion, and 
the environment. Today's teens often have to cope with additional family responsibili
ties as well, especially if they live in nontraditional families where they have significant 
responsibility for shopping, cooking, and housework. It's hard work being a teen in the 
modern world. 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 ap
pearance and behavior, yet they still need to fit in and be accepted by others. They 
prize "in-your-face" products that cultivate a rebellious image, such as those the retail 
chain Hot Topic sells, for this reason.

#  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.91

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 ostracize, haze, or admonish peers who violate consumption 
norms. One result of this painful process is that kids internalize their peers' stereotypes 
about aspirational and avoidance groups (remember Chapter 11) 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 kids in the study quickly exchanged a 
pair of white sneakers for more stylish black ones after his peers ridiculed him.92

Although teens have the "rep" of always questioning authority, it's also important 
to keep in mind that one person's rebellion is another's disobedience: There are strong 
cultural differences when it comes to the desirability of revolting against the establish
ment.93 For example, many Asian teens don't necessarily value rebellion against a middle 
class that they are just now starting to join. An MTV executive commented, "Asian youth 
are schizophrenic. They lead double lives, almost. On one hand, they've got their ear
rings, belly-button rings and ponytails, but on the other hand, they're completely con
formist." In Singapore, Coca-Cola discovered that teen-oriented ads it used successfully 
elsewhere, such as a shirtless guy who bodysurfs at a rock concert or who recklessly rides 
a grocery cart down a store aisle, simply didn't make it with local kids, who thought the
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ads were too unruly. One 18-year-old Singaporean's reactions to a scene showing kids 
head-banging sums up this feeling: "They look like they're on drugs constantiy. And if 
they're on drugs, then how can they be performing at school?"

GenY
A recent brand overhaul by Pepsi that included its new smiley-face logo had the so-called 
Gen Y age segment squarely in its sights. Young people have always been Pepsi's life
blood, starting with its tagline "You're in the Pepsi Generation" that over time evolved 
into "Generation Next" and "The Choice of a New Generation.'' But, that blood has 
drained or thinned a bit over the past few years, as young people gravitate toward energy 
drinks and fortified waters. The company’s research showed it that this age group—that 
also goes by the labels Millennials and Echo Boomers—are hopeful about the future; al
most all of them agree that it's important to maintain a positive outlook on life. Pepsi also 
found that 95 percent of Millennials have positive associations with the word change and 
that they link the word to others like new, progress, hope, and excitement. Presumably this 
is part of the same sentiment that propelled President Obama's campaign. Indeed, during 
the 2008 presidential campaign, many observers noted striking similarities between the 
cola brand's logo and the candidate's—and it didn't hurt that the Democratic Convention 
took place in Denver's Pepsi Center.94

Gen Yers were born between 1984 and 2002. They already make up nearly one-third 
of the U.S. population, and they spend $170 billion a year of their own and their parents' 
money. They love brands like Sony, Patagonia, Gap, Aveda, and Apple. Echo boomers are 
a reflection of the sweeping changes in American life during the past 20 years. They are 
also the most diverse generation ever: Thirty-five percent are nonwhite, and, as we saw in 
Chapter 10, they often grow up in nontraditional families: Today one in four 21-year-olds 
was raised by a single parent, and three out of four have a working mother.

Members of Gen Y are "jugglers" who value being both footloose and connected 
to their "peeps" 24/7. The advertising agency Saatchi & Saatchi labels this new kind of 
lifestyle connexity. To help Millennials feel connected with one another, companies in
cluding Apple and Philips developed miniature devices such as the iPod and MP3 key 
ring that store music and images for kids on the run—and they plug direcdy into a USB 
port for up- and downloading. When Toyota developed its youth-oriented Scion model, 
researchers learned that Echo boomers practically live in their cars; for example, one- 
quarter of Gen Yers keep a full change of clothes in their vehicles. So Toyota's designers 
made the Scion resemble a home on wheels, with fully reclining front seats so drivers can 
nap between classes and a 15-volt outlet so they can plug in their computers.95

Unlike their parents or older siblings, Gen Yers tend to hold relatively traditional 
values and they prefer to fit in rather than rebel. Their acculturation agents (like those 
we discussed earlier in this chapter) stress teamwork—team teaching, team grading, col
laborative sports, community service, service learning, and student juries. Violent crime 
among teenagers is down 60 to 70 percent. The use of tobacco and alcohol is at an all-time 
low, as is teen pregnancy. Five out of ten Echo Boomers say they trust the government, 
and virtually all of them trust Mom and Dad.96

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 500-channel TV universe. They are multitaskers who easily 
engage their cell phones, music downloads, and IMs at the same time. They are totally 
at home in a thumb culture that communicates online and by cell phone (more likely via 
text and IM than by voice).

One pair of researchers took an in-depth look at how 13- and 14-year-olds integrate 
the computer into their lives, and how they use it expresses their cyberidentities. These 
tweens have limited mobility in RL (too young to drive), so they use the computer to 
transport themselves to other places and modes of being. The researchers explored the 
metaphors these kids use when they think about their computers. For some, the PC is a
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Marketers often influence public policy by 
creating messages to influence behaviors 
like smoking and drug use. This mosaic was 
used to promote Lorillard Tobacco’s Youth 
Smoking Prevention Program.
Source: Courtesy of Lorilland Tobacco Corp. 
c/o Lowe Worldwide.

“fraternity house” where they can socialize; it also can be a “carnival" where they play 
games and an "external brain” that helps with homework.97

Because modern teens were raised on TV and tend to be more "savvy” than older 
generations, marketers must tread lightly when they talk to this group. If the message is 
going to work, they have to see it as authentic and not condescending. As one researcher 
observed, "They have a B.S. alarm that goes off quick and fast___They walk in and usu
ally make up their minds very quickly about whether it's phat or not phat, and whether 
they want it or don't want it. They know a lot of advertising is based on lies and hype."98

So what are the rules of engagement for young consumers?99

•  Rule 1: Don't talk down—Younger consumers want to draw their own conclusions 
about products. In the words of one teen: "I don't like it when someone tells me what 
to do. Those drugs and sex commercials preach. What do they know? Also, I don't like
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it when they show a big party and say come on and fit in with this product. That's not 
how it works."

•  Rule 2: Don't try to be what you're not. Stay true to your brand image—Kids value 
straight talk. Firms that back up what they say impress them. Procter & Gamble ap
pealed to this value with a money-back guarantee on its Old Spice High Endurance 
deodorant with an invitation to phone I-8OO-PROVEIT.

•  Rule 3: Entertain them. Make it interactive and keep the sell short—Gen Yers like 
to find brands in unexpected places. The prospect of catching appealing ads is part of 
the reason they're watching that TV show in the first place. If they want to learn more, 
they'll check out your Web site.

•  Rule 4: Show that you know what they're going through, but keep it light—A com
mercial for Hershey's Ice Breakers mints subtly points out its benefit when it high
lights the stress a guy feels as he psyches himself up to approach a strange girl at a 
club. "I'm wearing my lucky boxers," he reassures himself. "Don't trip. Don't drool. 
Relax. How's my breath?”

•  Rule 5: Show that you're authentic and that you give back—Millennials are in
spired by organizations that link to a compelling cause or mission. It's important for 
them to trust the company. "Deeds work, empty promises don't": In one survey, only
2 percent said celebrity endorsements or pleas motivated them to donate to a cause.100

Tweens
Target partnered with Disney to launch an exclusive line of apparel and accessories called 
"D-Signed." It's inspired by the personal style of the Sonny Munroe character from Disney 
Channel's popular television series "Sonny with a Chance" starring Demi Lovato. Future 
collections will include fashions based on the style of other popular Disney Channel char
acters such as Alex Russo (played by Selena Gomez) on "Wizards of Waverly Place."101 
These companies understand the buying power of tweens, the 27 million children aged
8 to 14 who spend $14 billion a year on clothes, CDs, movies, and other "feel-good" prod
ucts. Tweens are "between" childhood and adolescence, and they exhibit characteristics 
of both age groups. As one tween commented, "When we're alone we get weird and crazy 
and still act like kids. But in public we act cool, like teenagers."102

A marketing campaign by Victoria's Secret illustrates the fine line marketers must 
walk when they deal with consumers who are not children but not yet adults, or even full- 
fledged teens. When the retail chain developed Pink, a lingerie line for younger girls, it 
wanted to avoid the heat that Abercrombie & Fitch attracted when it sold child-size thong

Redken, a hairstyling products brand that 
is owned by L’Oreal and sold only in salons 
created Busy Scissors, a hairstyling and 
simulation game for the Nintendo Wii and 
DS that targets girls ages 8 to 16. Busy 
Scissors is a role-playing game that allows 
players to pretend they own a Hollywood 
salon and cater to what Redken calls “a 
glamorous and eccentric clientele.” Players 
earn points for giving customers a good 
hair day (with a choice of 25 styles), by 
executing proper techniques for cutting, 
coloring and even shampooing.
Source: Courtesy of Busy Bizzy, LLC.
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underwear. The company recruited about two dozen (female) students at colleges such 
as Ohio State, UCLA, and Penn State as brand ambassadors. These older girls became 
role models for the tween set. Members of Team Pink hand out free gift flyers, give away 
tickets to special screenings of popular TV shows, and orchestrate stunts such as hiding a 
thousand pink stuffed animals around campus. "All they are really asking me to do is sup
port another cause," one ambassador explained to her school newspaper, "and the cause 
happens to be underwear instead of the homeless, child poverty or hunger."103 Wow.

Big (Wo)Man on Campus
Advertisers spend approximately $100 million a year on campuses to woo college stu
dents, and with good reason: Overall, students spend more than $11 billion a year on 
snacks and beverages, $4 billion on personal care products, and $3 billion on CDs and 
tapes. Seventy percent of them own a laptop. Many students have plenty of extra cash 
and free time (not you, of course . . .): On an average day the average student spends

Every Romance Has A Story. Wear Yours.
I was in London for business and he made plans to meet me in Paris. We’d been dating four years, 
but we'd never taken a real vacation together. The first three days were perfect. Then I sprained my 
ankle. Two bottles of red at dinner d idn't mix. I had no idea he was planning to pop the question.
He was so nervous and I was...well, extremely relaxed. He had to ask me again the next morning!
We'll always have Paris. We're going back for our three-year anniversary this fall.

o c i / «

G O T T L I E B  & S O N S
e s t a b l i s h e d  194» Designed by Gottlieb & Sons, a v a ilab le  at: J E W E L R Y

Couples want their nuptials to reflect their 
particular story, and brands are adapting 
marketing campaigns to account for a 
new set of tastes and needs. Instead 
of traditionel must-haves like engraved 
invitations or sit-down dinners, the 
Millennials—people generally in their 
2 0s-seek touches that showcase their 
interests and personal style.
Source: Gottlieb & Sons.
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1.7 hours in class and another 1.6 hours studying. This "average" student (or are all stu
dents above average?) has about $287 to spend on discretionary items per month. As one 
marketing executive observed, "This is the time of life where they're willing to try new 
products.. . .  This is the time to get them in your franchise." The college market is also 
attractive to many companies because these novice consumers are away from home for 
the first time, so they have yet to form unshakeable brand loyalty in some product catego
ries such as cleaning supplies (bummer!).104

Nevertheless, college students pose a special challenge for marketers because they 
are hard to reach via conventional media such as newspapers. Of course, online adver
tising is very effective: Ninety-nine percent of college students go online at least a few 
times per week, and 90 percent do so daily. Web sites such as mtvU.com and colleg- 
ehumor.com blossom because they reach students where they live and play.105 These 
specialized networks provide college students with irreverent programming that appeals 
to their sense of humor with shows such as Bridget the Midget, which follows the life of 
a 3-foot-tall former porn star who is now an aspiring rock singer, and an anti-Martha 
Stewart cooking show called Half Baked, which features celebrities such as Shaquille 
O'Neal and Lisa Loeb who share recipes.106 To acknowledge the power of this market, 
Nielsen Media Research now includes college students who live away from home in its 
television ratings. Nielsen reports that students watch an average of 24.3 hours of televi
sion a week.107

How Do We Research the Youth Market?
Research firms that specialize in the youth market have to be innovative because 
many Millennials don't respond well to traditional survey techniques. Pizza Hut in
vites teens into its boardroom to eat lunch with company executives and share their 
opinions about the perfect pie. Some research companies give teens video cameras 
and ask them to record a "typical" day at school—along with play-by-play com m en
tary to help interpret what's going on. Other marketers pay $2,500 a head to spend 
a day at Trend School, a monthly one-day forum in New York and Los Angeles. The 
"students" hang out with iiber-cool kids to learn about the latest tech, music, and 
fashion trends.108

When the Leo Burnett advertising agency revamped Heinz ketchup's image to make 
it cool, the account research team took teens to dinner to see how they actually use 
ketchup. These meals opened their eyes; new ads focus on teens' need for control when 
they show ketchup smothering fries "until they can't breathe" and tout new uses for the 
condiment on pizza, grilled cheese, and potato chips.109 Procter & Gamble goes to the 
Web to learn what kids are thinking. At its Tremor site, P&G recruits teen members and 
rewards them with merchandise for spreading the word about products.110

All of these techniques are about defining what is cool to teens—the Holy Grail of 
youth marketing. One study asked young people in the United States and the Netherlands 
to write essays about what is "cool" and "uncool" and to create visual collages that repre
sent what it means to be cool.111 The researchers found that cool has multiple meanings 
to kids in these two cultures. Some of the common dimensions include having charisma, 
being in control, and being a bit aloof. Many of the respondents also agreed that being 
cool is a moving target: The harder you try to be cool, the more uncool you are! Here are 
some of their actual responses:

•  "Cool means being relaxed, to nonchalantly be the boss of every situation, and to 
radiate that" (Dutch female)

•  "Cool is the perception from others that you've got 'something' which is macho, 
trendy, hip, etc." (Dutch male)

•  "Cool has something standoffish, and at the same time, attractive" (Dutch male)
•  "Being different, but not too different. Doing your own thing, and standing out, with

out looking desperate while you're doing it" (American male)
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#  "When you are sitting on a terrace in summer, you see those machos walk by, you 
know, with their mobile [phones] and their sunglasses. I always think, 'Oh please, 
come back to earth!' These guys only want to impress. That is just so uncool" (Dutch 
female)

#  "When a person thinks he is cool, he is absolutely uncool" (Dutch female)
#  "To be cool we have to make sure we measure up to it. We have to create an identity 

for ourselves that mirrors what we see in magazines, on TV, and with what we hear 
on our stereos" (American male)

Marketers view teens as "consumers-in-training" because we often develop strong 
brand loyalty during adolescence. A teenager who commits to a brand may continue 
to purchase it for many years to come. Such loyalty creates a barrier to entry for other 
brands he or she didn't choose during these pivotal years. Thus, advertisers sometimes 
try to "lock in'' consumers so that in the future they will buy their brands more or less 
automatically. As one teen magazine ad director observed, "We . . .  always say it's easier 
to start a habit than stop it."112

Gen X
Gen X consists of 46 million Americans. This group got the label following publication 
of the 1991 best-selling novel Generation X: Tales for an Accelerated Culture by Doug
las Coupland. Some called them "slackers" or "baby busters" because of their supposed 
alienation and laziness, and these stereotypes live on in movies such as Clueless and in 
music groups such as Marilyn Manson.113

Advertisers fell all over themselves to create messages that would not turn off the 
worldly Generation X cohort. Many of them referenced old TV shows such as Gilligan's 
Island or showed commercials that featured disheveled actors in turned-around base
ball caps who tried their best to appear blase. This approach actually turned off a lot of 
busters because it implied that they had nothing else to do but sit around and watch 
old television reruns. Subaru sponsored one of the first commercials of this genre. It 
showed a sloppily dressed young man who described the Impreza model as "like punk 
rock" as he denounced the competition as "boring and corporate." The commercial did 
not play well with its intended audience, and Subaru eventually switched advertising 
agencies.

Today Gen Xers have grown up, and in fact members of this generation are respon
sible for many culture-changing products and companies such as Google, YouTube, 
and Amazon. A recent book that laments the bad rap Gen X has gotten sums it up: X  
Saves the World: How Generation X Got the Shaft but Can Still Keep Everything from  
Sucking.114

The Mature Market
Restylane is the top-selling dermal injection to reduce the appearance of wrinkles. The 
company decided to pitch it directly to consumers for the first time, so in keeping with 
new media trends it launched a multipronged campaign that recognizes the technical 
prowess of many middle-aged people. A conventional TV spot features before-and-after 
results along with women who talk about how frequently men check them out after the 
treatment. But a second component is a video skit on YouTube that supposedly takes 
place during a woman's 50th birthday party. While her son works on a video birthday 
card, Mom gets caught smooching with a younger man on a couch. Viewers don't know 
the skit is an ad until the last 15 seconds. A third prong is a contest to name the "Hottest 
Mom in America": Contestants submit videos to a Web site and the winner gets cash, free 
treatments for a year, and an interview with a modeling agency.115 Today's Mom isn't 
exactly June Cleaver. Let's take a closer look at the changing face of mature consumers— 
some of them aren't as mature as they used to be.
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OBJECTIVE 8
Baby boomers continue 
to be the most 
powerful age segment 
economically.

Baby Boomers
The Baby Boomer age cohort consists of people whose par
ents 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 fueled cultural events as diverse 
as the Free Speech movement and hippies in the 1960s to Reaganomics and yuppies in 
the 1980s. Now that they are older, they continue to influence popular culture.

As the Restylane campaign demonstrates, this generation is much more active and 
physically fit than its predecessors; Baby Boomers are 6 percent more likely than the

This 1962 Pepsi ad highlights the emphasis 
on youth power that began to shape our 
culture as Baby Boomers came of age 
in the 1960s.
Source: Courtesy of Pepsico.

now its Pepsi-for those who think young ^
Thinking young is a wholesome attitude, an enthusiastic outlook, ft means get- $ 0 ?  f 

ting the most out of life, and everyone can join in. This is the life for Pepsi ffiggy' 
-light, bracing, clean-tasting Pepsi. Think young. Say “Pepsi, please!”

iv .c m m i s m t  « ¿ it«  :><o» » « u n i W i r t v A t t  I*
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For confidential advice phone the FPA helpline on 0845 122 8690 or Ask WES online at www.fpa.org.uk.

national average to engage in some kind of sports activity.116 And boomers are now in 
their peak earning years. As one commercial for VH1, the music video network that caters 
to those who are a bit too old for MTV, pointed out, "The generation that dropped acid to 
escape reality. . .  is the generation that drops antacid to cope with it."

Consumers aged 35 to 44 spend the most on housing, cars, and entertainment. 
Baby Boomers are busy "feathering their nests": They account for roughly 40 percent 
of all the money consumers spend on household furnishings and equipment. In addi
tion, consumers aged 45 to 54 spend the most of any age category on food (30 percent 
above average), apparel (38 percent above average), and retirement programs (57 per
cent above average).117 To appreciate the impact middle-aged consumers have and will 
have on our economy, consider this: At current spending levels, a 1 percent increase in

This British AIDS awareness message targets 
men over the age of 50.
Source: FPA.

Remember 
wearing this? 
Then remember 
to wear this!

Remember when you thought this looked fab and groovy? When everything was peace, love and tie-dye tee shirts? 
You're older and wiser now of course. An experienced lover. All the sexual anxieties of youth a thing of the past. But if 
that's true, how come it's older people who are getting more sexually transmitted infections (STIs) than ever 
before? Simple. Once we hit our 40s and 50s, we drop our guard. We think things like syphilis, gonorrhoea, •  !  \ 
genital warts and chlamydia are strictly for young people. Well, unfortunately, STIs don't ask how old you 
are before they infect you. And they don't care how few sexual partners you've had recently either. V  f  [
So, if you want to enjoy a few more perfect summers of love, remember - condoms rock. Use them! iaikinSton«,ai
Tho Family Planning Association e a »ogistorod chanty, number 250187. and a batted liability company fegtsiored m England, number 887632 ' FPA 2010

http://www.fpa.org.uk
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Visit BoTOxCosmetic.com
or call l-800-8ure*M0

By prescription only

'B o t o x
------Cosmetic
Botulinum Toxin Type A

" I  wa s  r e a l l y  c u r i o u s  about B o t o x * C o s m e t i c .
But something kept holding me back So I did mg homework I talked to my friends. Then I talked to my doctor. 

She told me Botox* Cosmetic is the only prescription treatment approved by the FDfi Tor the frown lines 

between your brews, fen m mu« - a few tiny injections administered by your doctor -  lasts up to four months! 

My friend Suzy’s deep frown line practically disappeared within days, 

rfpipps-'tnert 
«as for someone Ue m? But now I think, why not me? **

Don't know where to find a doctor? Visit 80T0xCosmetic.com 
for the name of an experienced physician in your area.

The one, the only 
Botox' Cosmetic.

Individual results may vary. Bern* Cosmetic is approved fx  the temporary treatment cf moderate to severe 
frown lines between the brows tfi people ages 18-65 in clinical studies. 89* of patients and 80X of doctors rated 
improve«*« as moderate or better, flsfc youf doctor if telex’ Cosmetic is right for you.

Important Safety Information: Patients with certain neurological disorders such as BIS. my asthenia gravis or 
lambert-Caton syndrome may be at «creased risk of serious side effects Ser ous allergic reactions have been rarely 
reported. If you think you're having an allergic reaction or other unusual symptoms such as difficulty swallowing, 
speaking a- breathing, call your doctor immediately. The mjst comrrnn side effects following injection include 
headache, respiratory infection, flu syndrome, temporary eyelid droop and nausea

Please see additional information on the following page

Many Baby Boomers are interested in 
maintaining a youthful appearance and 
will go to great lengths to preserve it.
Source: Botox® Cosmetics ad used with 
permission of Allergan Inc.

the population of householders aged 35 to 54 results in an additional $8.9 billion in con
sumer spending. Ironically, however, most marketers neglect this incredibly important 
group: For example, although Boomers spend 38.5 percent of CPG (consumer packaged 
goods) dollars, Nielsen estimates that only 5 percent of advertising dollars are currently 
targeted toward adults 35 to 64 years old. Nielsen's research says that Boomers dominate 
1,023 out of 1,083 CPG categories, and watch 9.34 hours of video per day—more than any 
other segment. They also constitute a third of all TV viewers, online users, social media 
users, and Twitter users, and are significantly more likely to have broadband Internet. As 
a Nielsen executive observed, "Marketers have this tendency to think the Baby Boom— 
getting closer to retirement—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."118 Another study found that the 
majority of Boomers want to be "surprised and delighted" by brands. Offerings that espe
cially appeal to them include Swiffer for the home; Keurig for the palate; Amy's Kitchen 
for organic foods, Dove, and Trader Joe's.119

OBJECTIVE 9
Seniors continue to 
increase in importance 
as a market segment.

The Gray Market
The old woman sits alone in her dark apartment while the tele
vision blares out a soap opera. Once every couple of days, her 
arthritic hands slowly and painfully open her triple-locked door

---------------------------- as she ventures out to the corner store to buy essentials such as
tea, milk, and cereal—of course she always picks the least ex

pensive items. Most of the time she sits in her rocking chair and thinks sadly about her 
dead husband and the good times they used to have together.
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Is this the image you have of a typical elderly consumer? Until recently, many mar
keters did. They 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 poor recluse. 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 favorite brands over the years. For example, as we 
saw earlier in this chapter, Sony targeted zoomers after the company discovered that 
about a third of its sales come from consumers aged 50 and older. And this market grows 
even as we speak: An American turns 50 every 7 seconds.120

Think about this: The United Nations says that people older than 60 are the fastest- 
growing age group on earth. There are 700 million of them now, and there will be 2 billion 
by midcentury. In the United States, by 2030,20 percent of the population will be over the 
age of 65.121 By 2100, there will be 5 million of us who are at least 100 years old.122 Few of 
us may be around then, but we can already see the effects of the gray market today. Older 
adults control more than 50 percent of discretionary income, and worldwide consumers 
over the age of 50 spend nearly $400 billion a year.123 The mature market is the second- 
fastest-growing market segment in the United States, lagging only behind Boomers. We're 
living longer and healthier because of more wholesome lifestyles (at least some of us), 
improved medical diagnoses and treatment, and changing cultural expectations about 
appropriate behaviors for the elderly.

Dove soap challenges Western society’s 
“young is beautiful” stereotype.
Source: Courtesy of Unilver.
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Given the economic clout of senior consumers, it's often surprising how many mar
keters ignore them in favor of younger buyers—even though seniors are among the most 
brand loyal of any group. Older consumers repurchase a brand more frequently, consider 
fewer brands and dealers, and choose long-established brands more often.124 Still, most 
contemporary advertising campaigns don't recognize these buyers. Even though people 
over the age of 50 account for half of all the discretionary spending in the United States, 
watch more television, go to more movies, and buy more CDs than do the young, Ameri
cans over age 50 are the focus of less than 10 percent of the advertising!125

That focus is indeed changing, as big marketers like Kraft, L'Oreal, Procter & Gamble, 
and Target set their sights on the over-50 market. Their interest is enhanced by the reces
sion, where people with paid-off mortgages start to look more attractive than younger 
people who may be laid off tomorrow. In the words of a Nielsen executive, "Especially in 
this economy, with marketers' budgets under so much stress, they would prefer to spend 
dollars on today's sales instead of thinking about establishing brand loyalty."126

Some of the important areas that stand to benefit from the surging gray market in
clude exercise facilities, cruises and tourism, cosmetic surgery and skin treatments, and 
"how-to" books and university courses that offer enhanced learning opportunities. In 
many product categories, seniors spend their money at an even greater rate than other 
age groups: Householders aged 55 to 64 spend 15 percent more than average per capita. 
They shell out 56 percent more than the average consumer on women's clothing, and as 
new grandparents they actually spring for more toys and playground equipment than

Echoing the saying, “You’re only as old as 
you feel,” this ad reminds us that a person’s 
perceived age often does not correspond 
to his or her chronological age.
Source: Courtesy of Atena US Healthcare.

A R o c k i n g  C i i a i r  I s  A P i e c e  O f  F u r n i t u r e .

N o t  A  S t a t e  O k M i n d .

We know |xi>|>le whose lust for life has not nml will roil diminish because it’» the morning after their 

6S1I1 birthday. They’re Ion Ihlsv pulling llte finishing louche* on u Ixxik of (toetiis. Tutoring underprivileged 

kid* with their moth. Learning the tango. O r taking acting classce. It’s  an outlook that works rather 

well wilh ouiK. W hether ilV annnilies. M)l(k).s, IRA», mutual funds or life insurance for your fumily, 

we've packaged a unique sel of tools to help you realize your life's next great exploit. Which comes 

naturally  when relirem enl isn 't viewed a* merely nn end. liul n tlh e r lh e  way you’ve been living all 

along; passioiialely. For a free brochure, call l-800*AETNA-6fl or visil u.i al http://wwAv.actna.com.

B u il d  for  R « li r e m c n l.  Mana ge  for  L i f e ! '

http://wwAv.actna.com
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people aged 25 to 44.127 In fact, the average grandparent spends an average of about 
$500 per year on gifts for grandchildren—have you called yours today?128

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 actually been alive. That's why perceived age, or how old a person feels, is a better 
yardstick 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).129 
The older consumers get, the younger they feel relative to their actual age. For this rea
son, many marketers emphasize product benefits rather than age-appropriateness in 
marketing campaigns because many consumers will not relate to products that target 
their chronological age.130 Older people still crave beauty and vitality and they admire 
mature celebrities who have retained their vigor. That's why Avon recently introduced its 
Anew Platinum skincare line targeted directly at women 60 and older with spokeswoman 
lacqueline Bisset; Procter & Gamble's Cover Girl uses 50-something Ellen deGeneres 
for its Simply Ageless line; L'Oreal uses Diane Keaton, in her 60s, for its Age Perfect, and 
Andie McDowell, in her 50s, for RevitaLift. The sexy actress Sharon Stone appears in ads 
for Dior.131

Hallmark's marketing group thought it had stumbled on a gold mine. When it real
ized that about 78 million baby boomers are hitting age 50, the company created "Time

A recent 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 (revitalization of 
previous identities) or emergent (pursuit of 
entirely new life projects). Even though many 
retirees cope with losses (of professional 
identity, spouses, and so on), many of them 
focus on moving forward. They engage in 
a host of strategies to do this, including 
affiliation, v/here they reconnect with family 
members and friends (in many cases 
online), and self-expression. This latter 
strategy ma/ 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 
reengage with cultural activities.132 
Source: Christina Richards/Shutterstock.

■MB
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Net Profit

Teenagers are abandoning 
blogs in favor of Facebook 
posts and texting, but mem
bers of the “G.I. Generation” 

are flocking to Facebook. While young people 
are heavy users of social networking sites 
and virtual worlds, older people actually are 
more likely to use online banking and gov
ernment websites. More than half of adults 
use classified sites like Craigslist, and the 
fastest growth on social networking sites like 
Facebook comes from users 74 and older-by 
2011, 61 percent had visited them. That’s 
still a small percentage compared to their 
grandkids, but the number has quadrupled in 
three years and continues to grow.136

of Your Life" cards to subtly flatter the aging ego. They depicted youthful-looking oldsters 
frolicking on beaches and diving into pools. But Hallmark missed one tiny yet crucial 
psychological detail: No self-respecting senior wants his friends to catch him shopping 
in the "old-people's card" sectionẾ It had to scrap the line.133

This debacle underscores how important it is to understand the psyche of older peo
ple. Researchers point to a set of key values relevant to mature consumers. For marketing 
strategies to succeed, they should link to one or more of these factors:134

•  Autonomy—Mature consumers want to lead active lives and to be self-sufficient. 
The advertising strategy for Depends, undergarments for incontinent people made 
by Kimberly-Clark, centers on senior celebrities such as actress June Allyson, who 
plays golf and goes to parties without worrying about her condition.

•  Connectedness—Mature consumers value the bonds they have with friends and 
family. Quaker Oats successfully tapped into this value with its ads that feature actor 
Wilford Brimley, who dispenses grandfatherly advice to the younger generation about 
eating right.

•  Altruism—Mature consumers want to give something back to the world. Thrifty Car 
Rental found in a survey that more than 40 percent of older consumers would select a 
rental car company if it sponsors a program that gives van discounts to senior citizens' 
centers. Based on this research, the company launched its highly successful program, 
"Give a Friend a Liftẻ"

CB AS I SEE IT
Professor George Moschis, Georgia state University

v o n su m e r behavior researchers typi
cally study individuals at a given point 
in time or stage in life in isolation from 
events and circumstances they experi
ence or anticipate at various stages in 
life. While researchers have recognized 
the importance of prior life experiences 
in shaping patterns of consumer be
havior during later stages in life, they 
have had inadequate tools to investi
gate consumer behavior issues over 
the course of life. Consumer research 
over the life course has been predomi
nantly cross-sectional; it focuses on 
the consumer behavior of different age 
groups, and is confined to describing 
the observed differences that exist

across age categories of individuals. 
For the most part it does not address 
how and why changes in consumer be
havior occur over the life span.

In recent decades, however, an 
increasing number of researchers in 
various disciplines have adopted the 
life course paradigm to study behav
ior. This perspective views behavior 
at any stage in life or given point in 
time as the product of one’s actions 
or responses to earlier life condi
tions and the way the individual has 
adapted to social and environmental 
circumstances. The life course model 
suggests that changing life conditions 
in the form of life-event experiences 
create physical, social, and emotional 
demands and circumstances to which 
one must adapt. Development and 
change in patterns of thought and ac
tion may be viewed as an outcome of 
one’s adaptation to various demands 
and circumstances, with adaptation 
entailing the change mechanisms or 
processes of socialization, stress and 
coping responses, and development/ 
growth or decline.

The life course approach can help 
researchers understand how experi
ences at earlier stages in life, includ
ing consumer choices, affect current 
patterns of consumer behavior. We 
can study consumer behaviors in 
relation to earlier life stages within 
historical and cultural contexts and 
examine the processes that link time 
and context to change. Specifically, 
this approach can be used to study 
issues related to stability, develop
ment, and changes in consumer 
behaviors in later life by considering 
their timing, duration, sequence, 
historical contexts, and conditions 
under which consumers develop or 
change their consumption patterns. 
Marketers must appeal to consum
ers at a given stage in life differently 
because their needs differ due to life 
events and circumstances they have 
experienced. Previous life experi
ences, such as becoming a widow or 
a retiree, affect people’s mindsets, 
consumption needs, and the way they 
respond to various types of marketing 
offerings.
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Larger numbers of older people lead more active, multidimensional lives than we 
assume. Nearly 60 percent engage in volunteer activities, one in four seniors aged 65 to 
72 still works, and more than 14 million provide care for their grandchildren.135 It is also 
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. Eighty percent of consumers older than age 65 own their own 
homes. In addition, child-rearing costs are over. As the popular bumper sticker proudly 
proclaims, "We’re Spending Our Children’s Inheritance!"

Products get a more sympathetic reception from seniors when their designers make 
them sensitive to physical limitations. Packages often are awkward and difficult to man
age, especially for those who are frail or arthritic. Also, many serving sizes are too big for 
people who live alone, and coupons tend to be good for family-sized products rather than 
for single servings.

Some seniors have difficulty manipulating pull-tab cans and push-open milk car
tons. Ziploc packages and clear plastic wrap can also be difficult to handle. Packages 
have to be easier to read and they have to be lighter and smaller. Finally, designers need 
to pay attention to contrasting colors. A slight yellowing of the eye's lens as one ages 
makes it harder to see background colors on packages. Discerning among blues, greens, 
and violets becomes especially difficult. The closer type colors are to the package or ad 
background color, the less visibility and attention they will command.

CHAPTER SUMMARY

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

1. Our identification with m icrocultures that reflect 
a shared interest in some organization or activity 
influences what we buy.

Microcultures are communities of consumers who partici
pate in or otherwise identify with specific art forms, popu
lar culture movements, and hobbies.

2. Our memberships in ethnic, racial, and religious 
subcultures often guide our consumption behaviors.

Consumers identify with many groups that share com
mon characteristics and identities. Subcultures are large 
groups that exist within a society, and membership in 
them often gives marketers a valuable clue about individ
uals' consumption decisions. A person's ethnic origins, 
racial identity, and religious background often are major 
components of his or her identity.

3. Many marketing messages appeal to ethnic and racial 
identity.

The three largest ethnic and racial subcultures are Afri
can Americans, Hispanic Americans, and Asian Ameri
cans, but marketers today focus on consumers with many 
diverse backgrounds as well. Indeed, the growing num
bers of people who claim multiethnic backgrounds will

blur the traditional distinctions we draw among these 
subcultures.

4. African Americans, Hispanic Americans, and Asian 
Americans are the three most important ethnic/racial 
subcultures in the United States.

African Americans are a very important market segment. 
In some respects, the market expenditures of these con
sumers do not differ that much from those of whites, but 
African Americans are above-average consumers in such 
categories as personal care products.

Hispanic Americans and Asian Americans are other 
ethnic subcultures that marketers actively court. Both 
groups are growing rapidly, though numerically Hispan- 
ics are the nation's single largest ethnic segment. Asian 
Americans on the whole are extremely well educated, and 
the socioeconomic status of Hispanics is increasing as 
well.

Key issues to reach the Hispanic market are consum
ers' degree of acculturation into mainstream American 
society and the recognition of important cultural differ
ences among Hispanic subgroups (e.g., Puerto Ricans, 
Cubans, and Mexicans).

Both Asian Americans ar.d Hispanic Americans tend 
to be extremely family oriented and are receptive to ad
vertising that understands their heritage and reinforces 
traditional family values.
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5. Marketers increasingly use religious and spiritual 
themes when they talk to consumers.

The quest for spirituality influences demand in product 
categories including books, music, and cinema. Although 
the impact of religious identification on consumer be
havior is not clear, some differences among religious 
subcultures do emerge. Marketers need to consider 
the sensibilities of believers carefully when they use re
ligious symbolism to appeal to members of different 
denominations.

6. We have many things in common with others because 
they are about the same age.

Consumers who grew up at the same time share many 
cultural memories because they belong to a common age 
cohort, so they may respond well to marketers' nostalgia 
appeals that remind them of these experiences.

7. Teens are an important age segment for marketers.

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 ac
cepted 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. Be
cause of changes in family structure, many teens also are 
taking more responsibility for their families' day-to-day

shopping. College students are an important but hard-to- 
reach market. In many cases, they live alone for the first 
time, so they make important decisions about setting up 
a household. Tweens are kids aged 8 to 14; they are influ
ential purchasers of clothing, CDs, and other "feel-good" 
products. Many young people belong to youth tribes that 
influence their lifestyles and product preferences.

8. Baby Boomers continue to be the most powerful age 
segment economically.

Baby boomers are the most powerful age segment be
cause of their size and economic clout. Boomers continue 
to affect demands for housing, child care, automobiles, 
clothing, and many other products.

9. Seniors will increase in importance as a market 
segment.

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. Marketers also should emphasize concrete benefits 
of products because this group tends to be skeptical of 
vague, image-related promotions.
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REVIEW

1 What is a subculture? How does it differ from a 
microculture?

2 What is the difference between a high-context and a low- 
context culture? What is an example of this difference?

3 Why is it difficult to identify consumers in terms of their 
ethnic subculture membership?

4 What is deethnicization? Give an example.
5 Why are Hispanic American consumers attractive to 

marketers?
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6 What is acculturation? How does it differ from 
enculturation?

7 Who are acculturation agents? Give two examples.
8 Describe the processes involved when a person assimilates 

into a new host culture.
9 Why are Asian Americans an attractive market segment? 

Why can they be difficult for marketers to reach?
10 How can we equate consumers' allegiance to some prod

ucts as a form of religious observance?
11 How do religious subcultures affect consum ption  

decisions?
12 What is an age cohort, and why is it of interest to marketers?

CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 Some industry experts feel that it's acceptable to appropri
ate symbols from another culture even if the buyer does 
not know their original meaning. They argue that even in 
the host society there is often disagreement about these 
meanings. What do you think?

2 The prominence of African American characters in video 
games that contain violent story lines is all the more strik
ing because of the narrow range of video games in which 
African Americans have been present over the years. One 
study found that of 1,500 video game characters surveyed, 
288 were African American males, and 83 percent of those 
were athletes.137 Do you think this is a problem, and if so 
how would you address it?

3 Should members of a religious group adapt marketing 
techniques that manufacturers customarily use to increase 
market share for their secular products? Why or why not?

4 Several years ago R.J. Reynolds announced plans to test 
market a menthol cigarette called Uptown specifically to 
African American consumers. According to the company, 
about 70 percent of African American smokers prefer 
menthol, more than twice the average rate. After market 
research showed that blacks tend to open cigarette packs 
from the bottom, the company decided to pack Uptowns 
with the filters facing down. Reynolds cancelled its plans 
after private health groups and government officials pro
tested. Does a company have the right to exploit a subcul
ture's special characteristics, especially to increase sales of 
a harmful product such as cigarettes? What about the argu
ment that virtually every business that follows the market
ing concept designs a product to meet the needs and tastes 
of a preselected segment?

5 The Uncle Ben campaign described in the chapter gave an 
attractive "makeover" to a character many found racist. 
What do you think of this action?

6 RushmoreDrive.com was touted as the first black search 
engine, but it shut down only a year after its launch. The

13 List three basic conflicts that teens face, and give an ex
ample of each.

14 How are Gen Yers different from their older brothers and 
sisters?

15 What are tweens, and why are so many marketers inter
ested in them?

16 What are some of the most efficient ways for marketers to 
connect with college students?

17 What are some industries that stand to benefit most 
from the increasing affluence and vitality of the senior 
market?

idea of a site that would look specifically for black-ori- 
ented content and data had been the subject of debate in 
the blogosphere. Some critics felt the site was racist and 
separatist, but an African American marketing executive 
commented, "An African American search engine not only 
helps other African Americans find Black-owned business 
websites, but it can also aid corporations looking for mi
nority companies to hire." What do you think: Should com
panies develop techniques to iillow distinct subcultures to 
access different parts of the Web?138

7 Describe the progressive learning model and discuss 
why this perspective is important when we market to 
subcultures.

8 General Motors' GMC division launched an advertising 
campaign it aimed at the African American market to pro
mote its Sierra Crew Cab and ¡Sierra Denali pickup trucks. 
Pickup ads almost always show the vehicles doing blue- 
collar work as they charge down rutted back roads or haul 
bales of hay or boats. In this campaign, however, the trucks 
cruise in urban settings with a hip-hop soundtrack. As on
lookers turn to admire the pickup, it veers off the road and 
climbs the vertical face of a skyscraper, leaping into the air 
at the top before it shoots down the other side.139 How cred
ible is an advertisement that upends such a strongly held 
stereotype (i.e., "blue-collar" rural men drive pickups)?

9 The humanitarian group Doctors without Borders set up 
a camp of tents, medical stations, and latrines in Central 
Park to recreate the setting of a refugee camp.140 What are 
the pros and cons of subjecting consumers to degrading 
experiences like these?

10 Born-again Christian groups have been instrumental in 
organizing boycotts of products advertised on shows they 
find objectionable, especially those that they feel under
mine family values. Do religious groups have a right or a 
responsibility to dictate what advertising a network should 
carry?
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11 Religious symbolism appears in advertising, even though 
some people object to this practice. For example, a French 
Volkswagen ad for the relaunch of the Golf showed a mod
ern version of The Last Supper with the tagline, "Let us re
joice, my friends, for a new Golf has been born."141 A group 
of clergy in France sued the company and the ad was re
moved from 10,000 billboardsằ 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, if at all?

12 The chapter describes efforts by some mainstream market
ers to appeal to Muslim consumers by making halal prod
ucts. Given the political attitudes some Americans hold 
regarding Muslims, is this a dangerous strategy or a coura
geous one? What are the potential pitfalls of this approach, 
and how would you handle it?

13 What are some possible marketing opportunities at re
unions? What effects might attending such an event have 
on consumers' self-esteem, body image, and so on?

14 This chapter describes members of Gen Y as much more 
traditional and team oriented than their older brothers and 
sisters. Do you agree?

15 Many parents worry about the time their kids spend online, 
but this activity may actually be good for them. A study by 
the MacArthur Foundation claims that surfers gain valu
able skills to prepare them for the future. One of the au
thors observes, "It may look as though kids are wasting a 
lot of time hanging out with new media, whether it's on 
MySpace or sending instant messages. But their participa
tion is giving them the technological skills and literacy they

■  APPLY

1 Locate current examples of marketing stimuli that depend 
on an ethnic or religious stereotype to communicate a 
message. How effective are these appeals?

2 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 characterize 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 
nonmembers.

3 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 prac
tices over time?

need to succeed in the contemporary world. They're learn
ing how to get along with others, how to manage a public 
identity, how to create a home page." The study also finds 
that concerns about online predators are overblown; most 
kids socialize with friends they know from other situations 
like school or camp.142 What's your take on this? Are con
cerns about excessive Web surfing unjustified?

16 What are some of the positives and negatives of targeting 
college students? Identify some specific marketing strate
gies you feel have either been successful or unsuccessful. 
What characteristics distinguish the successes from the 
failures?

17 An energy drink called Cocaine created quite a buzz be
fore the FDA pulled it from stores. Now, it's back—but this 
time with changes that allow it to meet the FDA's require
ments: It removed the tagline "the legal alternative," added 
an antidrug warning label on the can, and removed FDA- 
unapproved health benefits from its Web site.143 Is this not- 
too-subtle reference to underground culture a reasonable 
marketing strategy? Why might it succeed? Should other 
companies emulate it?

18 Why have Baby Boomers had such an important impact on 
consumer culture?

19 "Kids these days seem content to just hang out, surf the 
Net, text with their friends, and watch mindless TV shows 
all day." How accurate is this statement?

20 Is it practical to assume that people age 55 and older con
stitute one large consumer market? How can marketers 
segment this age subculture? What are some important 
variables to keep in mind when we tailor marketing strate
gies to older adults?

4 Find good and bad examples of advertising that targets 
older consumers. To what degree does advertising stereo
type the elderly? What elements of ads or other promotions 
appear to determine their effectiveness in reaching and 
persuading this group?

5 If you were a marketing researcher assigned to study what 
products are "cool," how would you do this? Do you agree 
with the definitions of "cool" the young people provided in 
this chapter?

6 Marketers of entrenched brands like Nike, Pepsi, and Levi 
Strauss tear their hair out over Gen Y consumers. Image- 
building campaigns (e.g., 50 Cent endorsing Reebok) are 
not as effective as they once were. What advice would you 
give to a marketer who wants to appeal to Gen Y? What are 
major do's and don'ts? Can you provide some examples of 
specific marketing attempts that work or don't work?

7 Interview some retired people. How are they reconstruct
ing their identities? What opportunities do their desires 
present for marketers?
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M y M arketi ngLab Now that you have completed this chapter, return to www 
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
DORITOS “A LA TURCA” AND THE CEM 
YILMAZ FAN CLUB
Doritos provides a snacking alternative to the traditional po
tato chip, in the form of flavored tortilla chips delivering a pow
erful crunch that unlocks bold and varied flavors. In Turkey, 
a unique type of Doritos "a la Turca," created to address this 
population's specific preference for salty and spicy tastes, was 
launched in 2003.

While Doritos were designing their marketing strategy 
to launch their product in Turkey, questions arose regarding 
additional—subcultural—influences that needed to be taken 
into account beyond product adaptation. To what extent do 
subcultures exist in Turkey in practice? Is there any common 
base for addressing the youth generation (media, message type, 
and pitfalls) while cutting out other brands' marketing noise? 
And how can celebrity fan clubs be leveraged to attract Genera
tions Y, Z, and DINKS?

Subculture is difficult to define, but as discussed earlier in 
the chapter, it is generally taken to represent an interconnected 
set of beliefs and norms or constraints that influence actions in 
a given environment. Subculture is fragmented across groups 
and inconsistent in its manifestations. Is a celebrity fan club 
it's own subculture or just communication? Are stand up co
medians too diverse and self-consumed to have a true collec
tive identity? Will celebrity fan clubs ever go "mainstream" or 
should they remain sequestered? Turkey, with a population 
of 70 million, multiple ethnic groups, a young and often urban 
population representing around 30 percent of the inhabitants, 
represents an opportunity, but also a complicated market that 
is subject to many subcultural influences.

On average, young Turkish consumers eat snacks 2.5 times 
a day, the second highest rate in the world after the USA. Many 
traditional products exist as substitutes, including flavored bread, 
salty stuffed pastries, and other regional delicacies. A common 
thread was needed to wake up the young Turkish market to Dori
tos' innovations. Doritos' decided on a humor-based marketing 
strategy however once this was decided they needed to design 
a creative strategy. This strategy aimed at breaking through the 
advertising clutter of competing products and reaching the youth 
market that represent a large part of the overall population in 
Turkey. Youth micro-cultures in Turkey were analyzed, in particu
lar the large numbers of celebrity fan clubs. Commonalities— 
such as humor based on place of residence (village vs. large city); 
stereotyped lifestyle (displayed, for example, by truck and taxi

drivers); gendered behavior (at the beach or at the café); and 
regional ethnicity typecasting were utilized to warm the youth 
market up to the idea of new snacks. The Doritos' campaign was 
established as a six part mini-soap opera series.

The Doritos marketing team identified a famous Turkish 
stand-up comedian, Cem Yilmaz, and his fan club as a dis
tinct group willing to challenge and re-negociate traditional 
Turkish sub-culture. Using him as representing a fictional 
Turkish character accentuating su ocultural traits and clashes 
between traditional stereotypes and modernity the campaign 
was assembled. The members of this fan club understand each 
other. They meet wearing the same caricatured clothing, they 
can complete each other catch phrases and they have a com
mon perspective on the key issues facing the Turkish society, 
religion, and politics. They have learned to recognize certain 
patterns integrated in the media and share common symbols 
regarding stereotypes Through the Doritos' mini series, fans 
were empowered to bring a little disorder to the security of 
traditional interpretation of social issues. The emphasis, in the 
Doritos campaign, was on demonstrating that variances exist 
in the Turkish society, that modernism or traditionalism values 
are often too polarized and that humour can provide a bridge 
between divided factions in the society. Through comedy they 
provided flexibility to the traditional strict Turkish education 
system and they demanded changes. The Doritos' campaigns 
became a hot discussion topic through word of mouth, You
Tube videos, and emerging social media; most Turks knew by 
heart at least two of the slogans depicted in the advertising. A 
bridge was thus built between the Doritos brand and Turkey 
at large.

Through the use of accepted subculture humour, satiric 
interpretation of distinctive symbolism, youth social media, 
and recognized celebrity endorsement, Doritios' sales out
performed expectations by 94 percent and advertising recall 
reached 40 percent after three months.

DISCUSSION QUESTIONS

1 What opportunities and challenges do marketers face 
when using celebrity fan clubs as a marketing tool to at
tract the youth market? Could Doritos' success be copied 
by other market players?

2 What are the limits of ethnic/lifestyle marketing in an in
creasingly pluralistic world?
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3 Can celebrity fan club be a useful tool to initiate more 
radical cultural change? And can a brand such as Doritos 
create cultural changes within a society? (Think of the 
question regarding the importance of the food category 
and for wider ideological decision systems within society)
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Chapter
Objectives

M yM arketingLab
Visitwww.pearsonglobaleditions.com/ 
mymarketinglab to find activities that 
help you learn and review in order to 
succeed in this chapter.

When you finish reading this chapter you will understand why:

1. A culture is like a society's personality and it shapes our identities as individuals.

2. Myths are stories that express a culture's values, and in modern times marketing 
messages convey these values to members of the culture.

3. Many of our consumption activities-including holiday observances, grooming, and 
gift-giving—are rituals.

4. We describe products as either sacred or profane, and some products move back and 
forth between the two categories.

5. Styles are like mirrors that reflect underlying cultural conditions.

6. We distinguish between high and low culture.

7. Many modern marketers are reality engineers.

8. New products, services, and ideas spread through a population, and different types 
of people are more or less likely to adopt them.

9. Many people and organizations play a role in the fashion system that creates and 
communicates symbolic meaning to consumers.

10. Fashions follow cycles.

http://www.pearsonglobaleditions.com/


R
ose is at her w its’ end. It’s bad enough 

that she has a deadline looming on that 

new Christmas promotion for her gift shop. Now, there’s trouble on the home front as well: 

Her son Ken had to go and flunk his driver’s license road exam, and he’s just about suicidal because 

he feels he can’t be a “real man” if he doesn’t have a license. To top things off, now she’ll have to 

postpone her much-anticipated vacation to Disney World with stepdaughter Alex because she just 

can’t find the time to get away.

When Rose meets up with her buddy Evey at their local Starbucks for their daily “retreat,” her 

mood starts to brighten. Somehow the calm of the café rubs off as she savors her grande cappuccino. 

Evey consoles her with the ultimate remedy to beat the blues: Go home, take a nice long bath, and 

then consume a quart of Starbucks Espresso Swirl ice cream. Yes, that’s the ticket. It’s amazing how 

the little things in life can make such a big difference. As she strolls out the door, Rose makes a mental 

note to get Evey a really nice Christmas gift this year. She’s earned it.

Source: Rob Marmion/Shutterstock.

o b je c tiv e  1 What Is Culture?
A culture is like a

society s personality and people around the globe mimic Rose's daily coffee "fix" as they 
it shapes our identities ta^ e a break from the daily grind and affirm their relationships 
as individuals. others. Of course, the products they consume in the process

range from black Turkish coffee to Indian tea, or from lager beer 
to hashish. Starbucks turns the coffee break into a cultural event that for many is almost 
like a cult. The average Starbucks customer visits 18 times a month, and 10 percent of the 
clientele stops by twice a day.1 Even a simple cup of coffee is more than a simple cup of 
coffee.

Culture is a society's personality. It includes both abstract ideas, such as values and 
ethics, and material objects and services, such as the automobiles, 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 organization or society.

We simply can't understand consumption unless we consider its cultural context: 
Culture is the "lens" through which people view products. Ironically, the effects of culture 
on consumer behavior are so powerful and far-reaching that it's sometimes difficult to 
grasp their importance. Like a fish immersed in water, we don’t always appreciate this 
power until we encounter a different culture. Suddenly, many of the assumptions we take 
for granted about the clothes we wear, the food we eat, or the way we address others no 
longer seem to apply. The effect when we encounter such differences can be so great that 
the term culture shock is not an exaggeration.

We often discover these cultural expectations only when we violate them. For exam
ple, while on tour in New Zealand, the Spice Girls (remember them?) created a stir among 
New Zealand's indigenous Maoris when they performed a war dance that only men can 
do. A tribal official indignantly stated, “It is not acceptable in our culture, and especially
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by girlie pop stars from another culture."2 Americans had a somewhat similar reaction 
when Posh Spice came to the United States with her husband David Beckham to teach us 
Yanks about the joys of soccer! Sensitivity to cultural issues, whether among rock stars or 
brand managers, can only occur when we understand these underlying dimensions—and 
that's this chapter's goal.

Our culture determines the overall priorities we attach to different activities and 
products, and it also helps to decide whether specific products will make it. A product that 
provides benefits to members of a culture at any point in time has a much better chance 
to achieve marketplace acceptance. For example, American culture began to emphasize 
the concept of a fit, trim body as an ideal of appearance in the mid-1970s. The premium 
consumers put on thinness, which stemmed from underlying values such as mobility,

This ad for a line of veggie foods borrows the 
look of World War II propaganda art to imply 
that eating our broccoli is an heroic act.
Source: Courtesy of Fantastic Foods.

SAVE THE WORLD
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wealth, and a focus on the self, greatly contributed to Miller's success when the brewer 
launched its Lite beer. However, when Gablinger's introduced a similar low-cal beer in 
the 1960s, the product failed. This beverage was “ahead of its time" because American 
beer drinkers at that time (who were almost all men) weren't worried about cutting down 
on calories.

The relationship between consumer behavior and culture is a two-way street. On 
the one hand, consumers are more likely to embrace products and services that resonate 
with a culture's priorities at any given time. On the other hand, it's worthwhile for us to 
understand which products do get accepted because this knowledge provides a window 
into the dominant cultural ideals of that period. Consider, for example, some American 
products that successfully reflected dominant values during their time:

•  The TV dinner reflected changes in family structure and the onset of a new informality 
in American home life.

•  Cosmetics made from natural materials without animal testing reflected consumers' 
apprehensions about pollution, waste, and animal rights.

•  Condoms marketed in pastel carrying cases for female buyers signaled changes in 
attitudes toward sexual responsibility and openness.

Cultural Systems
Culture is not static. It is continually evolving, synthesizing old ideas with new ones. 
A cultural system consists of these functional areas:3

•  Ecology—The way a system adapts to its habitat. The technology a culture uses to 
obtain and distribute resources shapes its ecology. The lapanese, for example, greatly 
value products that make efficient use of space, because of the cramped conditions in 
their urban centers.4

•  Social structure—The way people maintain an orderly social life. This includes the 
domestic and political groups that dominate the culture (e.g., the nuclear family ver
sus the extended family; representative government versus dictatorship).

•  Ideology—The mental characteristics of a people and the way they relate to their 
environment and social groups. This relates to the idea of a common worldview (we 
discussed this in Chapter 12). Members of a culture tend to share ideas about prin
ciples 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 worldview 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.5

As we saw in Chapter 4, values are very general ideas about good and bad goals. From 
these flow norms, or rules that dictate what is right or wrong, acceptable or unacceptable. 
We explicitly decide on enacted norms, such as the rule that a green traffic light means "go" 
and a red one means "stop." Many norms, however, are much more subtle. We discover 
these crescive norms as we interact with others. These are all types of crescive norms:6

•  A custom is a norm that controls basic behaviors, such as division of labor in a house
hold or how we practice particular ceremonies.

•  A more ("mor-ay") is a custom with a strong moral overtone. It often involves a taboo, 
or forbidden behavior, such as incest or cannibalism. Violation of a more often meets 
with strong sanctions. In Islamic countries such as Saudi Arabia, people consider it 
sacrilege to display underwear on store mannequins or to feature a woman's body 
in advertising, so retailers have to tread lightly; one lingerie store designed special 
headless and legless mannequins with only the slightest hint of curves to display its 
products.7
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•  Conventions are norms that regulate how we conduct our everyday lives. These rules 
often deal with the subtleties of consumer behavior, including the "correct" way to 
furnish one's house, wear one's clothes, or host a dinner party. The Chinese gov
ernment tried to change citizens' conventions when the country geared up for the 
Olympics in Beijing: Local habits were at odds with what planners knew foreign visi
tors expected to encounter. For one, it's common to spit on the sidewalk; the sinus- 
clearing, phlegmy pre-spit hawking sound is so common that one foreigner dubbed it 
"the national anthem of China." In addition to the extensive cleanup the government 
conducted (it even restricted city traffic to reduce smog levels), it imposed a hefty fine 
for public spitting to get people accustomed to holding in their saliva before hordes of 
fans descended on the city.8

All three types of crescive norms at times completely define a culturally appropriate 
behavior. For example, a more may tell us what kind of food it's okay to eat. These norms 
vary across cultures, so a meal of dog is taboo in the United States, Hindus shun steak, 
and Muslims avoid pork products. A custom dictates the appropriate hour at which we 
should serve the meal. Conventions tell us how to eat the meal, including such details 
as the utensils we use, table etiquette, and even the appropriate apparel to wear at din
nertime. We often take these conventions for granted. We just assume that they are the 
"right" things to do (again, until we travel to a foreign country!). Much of what we know 
about these norms we learn vicariously (see Chapter 3) as we observe the behaviors of 
actors in television commercials, sitcoms, print ads, and other media. That reminds us 
why the marketing system is such an important element of culture.

Cultural differences show up in all kinds of daily activities. For example, a Big Boy 
restaurant in Thailand was having trouble attracting customers. After interviewing hun
dreds of people, the company found out why. Some said the restaurant's "room energy" 
was bad and the food was unfamiliar. Others said the Big Boy statue (like the one Dr. Evil 
rode in the Austin Powers movies) made them nervous. One of the restaurant's executives 
commented, "It suddenly dawned on me that, here I was, trying to get a 3,500-year-old 
culture to eat 64-year-old food." Once the company put some Thai items on the menu, 
business picked up.9 No word yet on the fate of the statue.

Cultural Stories and Ceremonies
Every culture develops stories and ceremonies that help its members to make sense of the 
world. When we hear about some strange practice that goes on in another place, it may 
be hard to figure out just what these people think they're doing. Yet, our own cultural 
practices seem quite normal—even though a visitor may find them equally bizarre! Just 
take a European to a NASCAR event and you'll understand that culture is relative.

To appreciate how "primitive" belief systems influence our supposedly "modern" 
rational society, consider the avid interest many of us have in magic and luck. Marketers 
of health foods, antiaging cosmetics, exercise programs, and gambling casinos often im
ply that their offerings have "magical" properties that prevent 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 own "lucky" clothing.10 
In one recent study, Asian consumers who were primed with lucky numbers influenced 
their estimates of how likely they were to win a lottery and the amount of money they 
were willing to invest in different financial options.11

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 even 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!).12 
Software developers even supply "wizards" that guide the uninitiated through their 
programs! Or, we may even think a person's soul inhabits an object: Kids (and maybe 
some adults as well) believe that when they put on their Air Nikes they magically absorb
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LuckySurf.com, a free lottery site, puts an 
interesting twist on the common practice 
of keeping a lucky rabbit’s foot.
Source: Courtesy of LuckySurf.com.

some of the athletic ability of Michael Jordan or Dwyane Wade. Sound preposterous? The 
movie Like Mike had this exact storyline. In this section, we'll discuss myths and rituals, 
two aspects of culture common to all societies from the ancients to the modern world.

OBJECTIVE 2
Myths are stories that 
express a culture’s values, 
and in modern times 
marketing messages 
convey these values to 
members of the culture.

Myths
People in Thailand are preoccupied with supernatural forces. 
One common sight is a "spirit house," a miniature dwelling in
tended for protective ghosts. Some include electric wiring and 
indoor lighting; you will even find them in 7-Eleven convenience 
stores throughout the country. Thais spend about $63 million

__________________  per year on visits to fortune tellers. Stores sell amulets for good
luck next to breath mints, and horoscope books next to junk 

food. There are YouTube channels devoted to fortune telling and computer programs 
like "Feng Shui Master," which supposedly helps to predict the future of gold prices.13

A myth is a story with symbolic elements that represents a culture's ideals. The 
story often focuses on some kind of conflict between two opposing forces, and its out
come serves as a moral guide for listeners. In this way, a myth reduces anxiety because it

M yM arketingLab
Visit www.pearsonglobaleditions.com/ 
mymarketinglab to test your understanding 
of chapter objectives.
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It's like the musicals you love, only evil.
For ticKtts visit tvildtadtiiifflusittlxom

Advertisements like these for Canadian plays 
build on familiar stories.
Source: Courtesy of Saatchi Toronto.

provides consumers with guidelines about their world. Most members of a culture learn 
these stories, but usually we don't really think about their origins.

Consider, for example, a familiar story in our culture: Little Red Riding Hood. This 
myth started as a peasant's tale in 16th-century France, where a girl meets a werewolf 
on her way to 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 because they 
allegedly turned themselves into the deadly animals). The werewolf has already killed 
granny, stored her flesh in the pantry, and poured her blood in a bottle. Contrary to the 
version we know, however, when the 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 incest 
as well. This story first appeared in print in 1697; it was a warning to the loose ladies of 
Louis XIV's court (the author puts her in red in this version because this color symbol
izes harlots). Eventually, the Brothers Grimm wrote 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.14 
So, this myth sends vivid messages about such cultural no-no's as cannibalism, incest, 
and promiscuity.

In some cases marketers adapt these stories and (perhaps unconsciously) pattern 
their messages along a mythic structure. Consider, for example, the way that McDon
ald's takes on "mythical" qualities.15 The "golden arches" are a symbol consumers every
where recognize as virtually synonymous with American culture. They offer sanctuary 
to Americans around the world; they know exactly what to expect once they enter. Basic 
struggles involving good versus evil play out in the fantasy world McDonald's advertising
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This ad for Norwegian trade unions borrows 
from the Little Red Riding Hood myth.
It says, “There are many advantages 
in being many.”
Source: Lofavor Norway - Supertanker (SMFB 
Norway) Phou: Petrus Olsson, Adamsky.

creates; for example, when Ronald McDonald confounds the Hamburglar. McDonald's 
even has a "seminary" (Hamburger University) where inductees go to learn the ways of 
The Golden Arches.

Corporations often have myths and legends in their history, and some make a 
deliberate effort to teach them  to newcomers. Nike designates senior executives as 
“corporate storytellers" who explain the com pany'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 waffle iron to make better shoes for his team —the origin of 
the Nike waffle sole. The stories em phasize the dedication of runners and coaches to 
reinforce the im portance of teamwork. Rookies even visit the track where the coach 
worked to help them  appreciate the im portance of the Nike legends. And rum or has 
it that senior Nike executives (including the CEO) have a “swoosh" tattoo on their 
backsides.16

What Myths Do
Myths serve four interrelated functions in a culture:17

1 Metaphysical—They help to explain the origins of existence.
2 Cosmological—They emphasize that all com ponents of the universe are part of a 

single picture.
3 Sociological—They m aintain social order because they authorize a social code for 

members of a culture to follow.
4 Psychological—They provide models for personal conduct.

W hen we analyze myths, we examine their underlying structures, a technique the 
French anthropologist Claude Lévi-Strauss (no relation to the blue jeans company) pio
neered. Lévi-Strauss noted that many stories involve binary opposition, which represents 
two opposing ends of some dimension (e.g., good versus evil, nature versus technology).18 
Advertisers sometimes define products in terms of what they are not rather than what 
they are (e.g., "This is not your father's Oldsmobile," "I can't believe it's not butter").

Recall from our discussion of Freudian theory in Chapter 6 that the ego functions 
as a kind of "referee" between the opposing needs of the id and the superego. In a simi
lar fashion, a mediating figure typically 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 hum an abilities (e.g., a talking snake) to bridge the
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This Italian jeans ad evokes imagery from 
a modern myth that involves an animal 
character.
Source: Courtesy Meltin’ Pot Jeans/Armando 
Testa, Milan.

gap between humanity and nature, just as marketers often give cars (technology) animal 
names (nature) such as Cougar, Cobra, or Mustang.

Myths in Modern Popular Culture
We associate myths with the ancient Greeks and Romans, but in reality comic books, 
movies, holidays, and yes, even commercials embody our own cultural myths. Further
more, researchers report that some people create their own consumer fairy tales: 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.19

Smart marketers are more than happy to help us live out these fairy tales. Consider 
the popularity of the elaborate weddings Disney stages for couples who want to reenact 
their own version of a popular myth: At Disney World, the princess bride wears a tiara 
and rides to the park's lakeside wedding pavilion in a horse-drawn coach, complete with 
two footmen in gray wigs and gold lamé pants. At the exchange of vows, trum pets blare as 
Major Domo (he helped the Duke in his quest for Cinderella) walks up the aisle with two 
wedding bands he gently places in a glass slipper on a velvet pillow. Disney stages about
2,000 of these extravaganzas each year. The company continues to expand the appeal of 
this myth as it moves into the bridal gown business. It sells a line of billowing princess 
gowns complete with crystal tiaras. Fairy-tale brides can walk down the aisle costumed 
as Cinderella, Snow White, Belle, Sleeping Beauty, Jasmine, or Ariel.20

Comic book superheroes dem onstrate how a culture com m unicates myths to 
consumers of all ages. Marvel Comics' Spiderman character tells stories about how he 
balances the obligations of being a superhero with the need of his alter ego, Peter Parker, 
to succeed in school and have a normal love life.21 Indeed, some of these fictional figures 
embody such fundamental properties that they become a monomyth—a myth that is 
common to many cultures.22 Consider Superman: A father (lor-el) gives his only son to 
save a world with his supernatural powers. Sound familiar?

Many "blockbuster" movies and hit TV shows draw directly on mythic themes. 
Although dramatic special effects and attractive stars certainly don 't hurt, a num ber 
of these movies also owe their huge appeal to their presentation of characters and plot 
structures that follow mythic patterns. Here are three examples of mythic blockbusters:23

•  Gone with the Wind—Myths often take place in times of upheaval such as wars. In this 
story, the North (which represents technology and democracy) battles the South (which 
represents nature and aristocracy). The movie depicts a romantic era (the antebellum
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South) when love and honor were virtues. Following the war, newer values of material
ism and industrialization (i.e., m odern consumer culture) replace these priorities. The 
movie paints a picture of a lost era where man and nature existed in harmony.

•  E.T.: The Extraterrestrial—E.T. represents a familiar myth involving messianic visi
tation. The gentle creature from another world visits Earth and performs miracles 
(e.g., he revives a dying flower). His "disciples" are neighborhood children; they help 
him combat the forces of m odern technology and an unbelieving secular society. The 
myth teaches that the hum ans God chooses are pure and unselfish.

•  Star Trek—The multiple television series and movies, prequels, and sequels that doc
um ent the adventures of the starship Enterprise also link to myths, such as the story 
of the New England Puritans who explore and conquer a new continent ("the final 
frontier"). Encounters with the Klingons mirror skirmishes with Native Americans. 
In addition, at least 13 out of the original 79 episodes employed the them e of a quest 
for paradise.24 The newer series Battlestar Galactica did as well.

Advertisements sometimes represent mythic themes. For example, commercials for 
Pepperidge Farm ask consumers to "remember" the good old days (lost paradise) when 
products were wholesome and natural. Avis famously used the theme of the underdog 
prevailing over the stronger foe (i.e., David and Goliath).25 A commercial that encouraged 
Hispanic consumers to buy more milk featured a female phantom  who wails as she walks 
through a home. She is La Llorona (the crying one), a character in a Hispanic myth who 
m urders her children, commits suicide, and roams for all eternity as she seeks her lost 
family. In this version, however, the moaning phantom  makes her way to the refrigerator, 
only to find an empty milk carton.26

Or consider a ritual that many beer drinkers in the United Kingdom and Ireland hold 
near and dear to their hearts: the spectacle of a pub bartender "pulling" the perfect pint 
of Guinness. According to tradition, the slow pour takes exactly 119.5 seconds as the bar
tender holds the glass at a 45-degree angle, fills it three-quarters full, lets it settle, and tops 
it off with its signature creamy head. Guinness wanted to make the pull faster so the bar 
could serve more drinks on a busy night, so it introduced FastPour, an ultrasound tech
nology that dispenses the dark brew in only 25 seconds. You probably guessed the out
come: The brewer had to scrap the system when drinkers resisted the innovation. Note: 
Diageo (which owns Guinness) hasn't given up, and it continues to experiment with more 
efficient techniques in markets where this ritual isn't so inbred. A system it calls Guinness 
Surger shows up in Tokyo bars, many of which are too small to accommodate kegs: The 
bartender pours a pint from a bottle, places the glass on a special plate, and zaps it with 
ultrasound waves that generate the characteristic head.28

Many colleges boast unique rituals in which students engage in some scripted group 
activity, but in recent years some institutions have abolished these because of safety con
cerns or because they encourage underage drinking. Casualties include spring couch 
burning at the University of Vermont and Princeton's Nude Winter Olympics. The death 
of 12 people from collapsing logs ended the tradition of Texas A&M's bonfire on the eve of 
the annual football game against the University of Texas (the bonfire ritual has since been 
revived off campus). Some campus rituals that survive include the following:

OBJECTIVE 3
Many of our consumption 
activities—including 
holiday observances, 
grooming, and 
gift-giving—are rituals.

Rituals
A ritual is a set of multiple, symbolic behaviors that occurs in 
a fixed sequence and is repeated periodically.27 Bizarre tribal 
ceremonies, perhaps involving animal or hum an sacrifice, may 
come to mind when you think of rituals, but in reality many con
temporary consumer activities are ritualistic. Just think of Rose's 
daily "mental health" trip to Starbucks.

•  MIT—Each spring students haul a steer into a dorm courtyard, put it on a spit, and 
light a fire under it with a flaming roll of toilet paper they lower from the roof.
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Wesleyan College (Connecticut)—Students honor the pot-smoking Doonesbury 
character Zonker Harris each spring with a day of live music, face painting, and plenty 
of open marijuana use.
Simon Fraser University (British Columbia)—Costum ed engineering students 
throw one another in the reflection pond during February's Polar Plunge.
University of California at Santa Barbara—Students run naked across campus on 
the first rainy day of the year. Princeton and the University of Michigan have banned 
nude sprints, but at Yale seniors still run naked through two campus libraries at the 
end of each semester and toss candy at underclass students as they cram for finals.

CB AS I SEE IT
Professor Lauren Block, Baruch College, City University of New York

I / o  you have any rituals you per
form for good luck? I know a college 
student who will only walk up the left 
staircase of her university building on 
exam days. This student won’t take 
the elevator or use the staircase on 
the right side of the building for fear 
that she will jinx her good performance 
on tests. I know another student who 
turns off the football game with three 
minutes left in the fourth quarter if 
his team is winning. It’s not that he 
doesn’t want to watch his team win, 
it’s that he doesn’t want to jinx them 
in the final moments and have a loss 
be his fault. Make sense? Of course 
not. But does it feel familiar? Probably.

Research has recently begun to 
document just how common and or
dinary such superstitious or magical 
thinking is among people. Supersti
tions are beliefs that run counter to 
rational thought or are inconsistent 
with known laws of nature. While many 
superstitions are culturally shared 
and socially transmitted from genera
tion to generation, others consist of 
relatively more idiosyncratic beliefs or 
rituals, like the examples described 
previously. My colleague Tom Kramer

and I study how peoples’ superstitious 
beliefs influence their behavior as 
consumers. For example, common su
perstitions among Taiwanese include 
beliefs about lucky colors (e.g., red) 
and lucky numbers (e.g., 8). In re
search Tom and I conducted in Taiwan, 
we found that Taiwanese consumers 
are more likely to purchase a product 
that is red than the same exact prod
uct in another color, and purchasers 
have higher expectations for the red 
product than for, say, a green product. 
In other words, consumers expect 
the red product to work better than 
the green one and would be more 
upset if the product failed or broke.
Our research also demonstrated that 
Taiwanese consumers are willing to 
pay a higher price for a package with a 
"lucky" number of items inside (8 ten
nis balls) than the same package with 
a greater but neutral number of items 
(10 tennis balls). Taiwanese consum
ers were willing to spend over 50 per
cent more for 25 percent fewer tennis 
balls because of their positive super
stitious beliefs regarding the number
8 (versus 10). Similarly, we found that 
Taiwanese consumers are willing to 
pay more to avoid unlucky numbers. 
They would rather pay TWS555 (5 is a 
neutral number) than TW$444 (4 is an 
unlucky number), foregoing a discount 
for the same product.

Would you be willing to spend more 
money to avoid unlucky numbers? 
American consumers don’t have the 
same beliefs as Taiwanese, but they 
do think 13 is an unlucky number. 
Many American buildings don’t have

a 13th floor, and U.S. businesses 
lose a large amount of money every 
Friday the 13th because people avoid 
important transactions on that day. 
Tom Kramer and I studied whether 
superstitious beliefs about Friday the 
13th influence the choices American 
students make. Students were asked 
to choose between two bets: In the 
first bet students knew they could 
win a small sum of money and in the 
second bet students had to gamble to 
win either a large amount or nothing. 
For example, students were asked to 
choose between receiving $18 for sure 
versus a 20 percent chance of win
ning $240 and an 80 percent chance 
of winning nothing. It turns out that 
most American students prefer the 
riskier option in the hopes of winning 
the large amount of money. But when 
we asked this question on Friday the 
13th, their choice switched to the not
risky smaller amount.

Using this knowledge of how super
stitious beliefs influence behavior can 
help managers make better business 
decisions. How much more profit could 
Taco Bell have earned if it had altered 
its seven-layer Crunchwrap Supreme 
into an eight-layer one for Chinese 
consumers? Similarly, the $4/$4/$4 
promotion by Domino’s Pizza was prob
ably not well received by Chinese con
sumers. With one of the luckiest days 
of the century for Western cultures past 
(7/7/07) and one of the luckiest days 
of the century for Eastern cultures still 
fresh in memory (8/8/08), the study of 
superstition in the marketplace is both 
important and timely.
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A study the BBDO Worldwide advertising agency conducted illustrates the close re
lationship between brands and rituals.29 It labels brands that we use to perform our ritu
als fortress brands because once they become em bedded 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 
practice roughly the same consum er rituals. The agency claims that 89 percent of people 
always use the same brands in their sequenced rituals; 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 preparingfor battle. 
For most of us this means getting ready for work. Relevant rituals include brushing the 
teeth, taking a shower or bath, having something to eat or drink, talking to a family m em 
ber or partner, checking e-mail, shaving, putting on makeup, watching TV or listening to 
the radio, and reading a newspaper.

Rituals occur at several levels. Some reinforce broad cultural or religious values. 
Public rituals such as the Super Bowl, presidential inaugurations, and graduation cer
emonies are com m unal activities that affirm our mem bership in the larger group and 
reassure us that we are reading from the same script as everyone else.30 In one study, 
researchers docum ented the collective ritual of headbanging at heavy metal music con
certs. They showed how participants, who tend to come from lower economic classes 
and feel disempowered in other settings, participate collectively in a performance that is 
a cathartic experience where they are rejuvenated and validated (perhaps this presents 
an opportunity for companies that sell headache remedies?).31

Other rituals occur in small groups or even in isolation. Market researchers discov
ered that for many people (such as Rose), the act of late-night ice cream eating has ritual
istic elements that often involve a favorite spoon and bowl!32 Rituals are not set in stone, 
though; they change with the times. For example, when we throw rice at a wedding we 
express our desire for the couple to be fertile. In recent years, "green” newlyweds have 
substituted soap bubbles, jingling bells, or butterflies because birds eat the rice, which 
expands inside their bodies with nasty results.33

Many businesses benefit because they supply ritual artifacts to consumers. These 
are items we need to perform rituals, such as wedding rice, birthday candles, diplomas, 
specialized foods and beverages (e.g., wedding cakes, ceremonial wine, or even hot dogs 
at the ball park), trophies and plaques, band uniforms, greeting cards, and retirem ent 
watches.34 In addition, we often follow a ritual script to identify the artifacts we need, the 
sequence in which we should use them, and who uses them. Examples include gradua
tion programs, fraternity manuals, and etiquette books.

Grooming Rituals
W hether you brush your hair 100 strokes a day or give yourself a pep talk in the mirror 
before a big date, virtually all of us practice private grooming rituals. These ceremonies 
help us to transition from our private self to our public self, or back again. Grooming ritu
als help to inspire confidence before we face the world, and they "cleanse" us of im puri
ties. When consumers talk about their grooming rituals, some of the dom inant themes 
that emerge from these stories reflect the almost mystical qualities we attribute to groom
ing products and behaviors. Many people emphasize a before-and-after phenom enon, 
whereby the person feels magically transformed after she uses certain products (similar 
to the Cinderella myth).35

Some companies that make personal care products understand the power of these 
rituals and supply the artifacts we need to make them  happen. Nair, the depilatory maker, 
expanded its customer base when it targeted younger girls with its Nair Pretty product— 
a market the industry calls "first-time hair removers." Researchers conducted focus 
groups with mothers and their daughters, where they learned that "[w]hen a girl removes 
hair for the first time, it's a life-changing moment." Some of the respondents actually 
held hair removal slum ber parties, where the moms bought products for the teens to 
remove their hair. So, instead of a focus on boys or romance, ads for Nair Pretty suggest 
that the depilatory is a stubble-free path to empowerment. "I am a citizen of the world,"
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reads the ad copy. "I am a dreamer. I am fresh. I am so not going to have stubs sticking 
out of my legs."36

Grooming rituals express two kinds of binary opposition: private/public and work/ 
leisure. Many beauty rituals reflect a transform ation from a natural state to the social 
world (as when a woman "puts on her face") or vice versa. To her, a bath may be a cleans
ing time, a way to wash away the "sins" of the profane world.37 In these daily rituals, 
women reaffirm the value their culture places on personal beauty and the quest for 
eternal youth. This cleansing ritual is clear in ads for Oil of Olay Beauty Cleanser that 
proclaim, "And so your day begins. The Ritual of Oil of Olay."

Gift-Giving Rituals
In a gift-giving ritual, we procure the perfect object, meticulously remove the price tag, 
carefully wrap the object (where we symbolically change the item from a commodity 
to a unique good), and deliver it to the recipient.38 Gifts can be store-bought objects, 
homemade items, or services. Some recent research even argues that music file-sharing 
systems such as Napster, KaZaa, or Morpheus are really all about gifting. This work finds, 
for example, clear evidence of the gift-giving norm of reciprocity; people who download 
files but who don 't leave their own files available to others are "leeches."39

Researchers view gift-giving as a form of economic exchange in which the giver trans
fers an item of value to a recipient, who in turn must reciprocate. However, gift-giving also 
involves symbolic exchange; for example, when a giver like Rose wants to acknowledge 
her friend Evey's intangible support and companionship. In fact, researchers who ana
lyzed the personal memoirs of World War II concentration camp inmates found that even 
in such a brutal environment, where people had to focus primarily on survival, a need 
to express hum anity through generosity prevailed. The authors found that gift-giving, 
which symbolized recognition of others' plight as well as one's own, was an act of defi
ance against the dehumanizing existence the camps forced on their prisoners.40

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 (where we 
keep track of exactly what we give and receive to be sure we're not getting ripped off), but 
it becomes more altruistic as the relationship develops.41

Every culture dictates certain occasions and ceremonies to give gifts, whether for 
personal or professional reasons. The birthday gift ritual alone is a significant contributor 
to our economy. Each American on average buys six birthday gifts a year—about 1 billion 
gifts in total.42 Business gifts are an im portant way to define and m aintain professional 
relationships. Expenditures on business gifts exceed $1.5 billion per year, and givers take 
great care to ensure that they purchase the appropriate gifts (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.43

The gift-giving ritual proceeds in three distinct stages:44

1 During gestation, the giver procures an item to mark some event. 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).

2 The second stage is presentation, or the process of gift exchange. The recipient re
sponds to the gift (either appropriately or not), and the donor evaluates this response.

3 In the reformulation stage the giver and receiver redefine the bond between them  
(either looser or tighter) to reflect their new relationship after the exchange. Negativ
ity can arise if the recipient feels the gift is inappropriate or of inferior quality. For 
example, the hapless husband who gives his wife a vacuum  cleaner as an anniver
sary present is just asking to sleep on the couch, and the new suitor who gives his 
girlfriend intimate apparel probably w on't score m any points. The donor may feel 
that the response to the gift was inadequate or insincere or a violation of the reci
procity norm, which obliges people to return the gesture of a gift with one of equal 
value.45
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The courtship process often involves 
gift-giving from men to women, but what 
happens when the relationship ends? The 
founders of the Web site ExBoyfriendJewelry 
.com provide a market for jilted women who 
want to make some money and perhaps vent 
about their ex-partners. The site proclaims 
“You don’t want it. He can’t have it back.” 
Users sell, auction, trade, or simply give 
away the refuse of their former romances- 
but they also have to share the story behind 
every gift.
Source: Coutesy of exboyfriendjewelry.com.

Japanese gift-giving rituals show how tremendously important these acts are in that 
culture, where the wrapping is as important (if not more so) than the gift itself. The Japanese 
view gifts as an important aspect of one's duty to others in one's social group. Giving is a 
moral imperative (giri). Highly ritualized acts occur when a person gives both household/ 
personal gifts and company/professional gifts. Each individual has a well-defined set of 
relatives and friends with which he shares reciprocal gift-giving obligations (kosai). People 
give personal gifts on social occasions, such as at funerals, for a hospitalization, to mark 
movements from one life stage to another (e.g., weddings, birthdays), and as greetings 
(e.g., when one meets a visitor). They give company gifts to commemorate the anniversary 
of a corporation's founding, the opening of a new building, or the announcement of new 
products. In keeping with the Japanese emphasis on saving face, the recipient doesn't open 
the present in front of the giver so that he won’t have to hide any disappointment with what 
he gets.46

Holiday Rituals
On holidays, we step back from our everyday lives and perform ritualistic behaviors 
unique to those occasions.47 Each cultural celebration typically relates to the adventures 
of one or more special characters, such as St. Patrick in Ireland or Yue Lao in China. These 
special events require tons of ritual artifacts and scripts. The Thanksgiving holiday script 
includes serving (in gluttonous portions) foods such as turkey and cranberry sauce that 
many of us consume only on that day, complaining about how m uch we've eaten (yet ris
ing to the occasion to find room for dessert), and (for many) a postmeal trip to the couch 
for the obligatory football game.

Most holidays com m em orate a cultural myth, often with a historical (e.g., Miles 
Standish on Thanksgiving) or imaginary (e.g., Cupid on Valentine's Day) character as 
the story's hero. These holidays persist because their basic elements appeal to our deep- 
seated needs.48

•  Christmas—Myths and rituals fill the Christmas holiday, from Santa's adventures at 
the North Pole to others' adventures under the mistletoe. The m eaning of Christ
mas evolved quite dramatically during 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 
m en laid siege to the rich and dem anded 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 "bor
rowed" from early pagan rites. In an 1822 poem  Clement Clarke Moore, the wealthy 
son of a New York Episcopal bishop, invented the m odern-day myth of Santa Claus. 
The Christmas ritual slowly changed to a focus on children and gift-giving.49 One of 
the m ost im portant holiday rituals of course stars Santa, a mythical figure for whose 
arrival children eagerly await (even if their house doesn't have a fireplace). Indeed, an
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This McDonald’s ad from Hong Kong 
celebrates a holiday. The literal translation 
is “April Fool’s Day: The best day to take 
the piss out of your friends.”
Source: Courtesy of DDB Hong Kong.

Australian study that analyzed the letters children write to Santa found they specify 
their brand preferences quite carefully and often employ sophisticated request strat
egies to be sure they get what they want from the Big Guy.50 In opposition to Christ, 
Santa is a champion of materialism. Perhaps it is no coincidence, then, that he ap
pears in stores and shopping malls—secular temples of consumption. Whatever his 
origins, the Santa Claus myth socializes children as it reaches them  to expect a reward 
when they are good and that people get what they deserve (which may be a lump of 
coal).

#  Halloween—Halloween began as a pagan religious ceremony, but it's clearly a secular 
event today. However, in contrast to Christmas, the rituals of Halloween (e.g., trick- 
or-treating and costume parties) primarily involve nonfamily members. Halloween 
is an unusual holiday because its rituals are the opposite of many other cultural occa
sions. In contrast to Christmas, it celebrates evil instead of good and death rather than 
birth. It encourages revelers to extort treats with veiled threats of "tricks" rather than 
rewards for the good. Because of these oppositions, Halloween is an antifestival—an 
event that distorts the symbols we associate with other holidays. For example, the 
Halloween witch is an inverted m other figure. The holiday also parodies the m ean
ing of Easter because it stresses the resurrection of ghosts, and it mocks Thanksgiving 
as it transforms the wholesome symbolism of the pum pkin pie into the evil jack-o- 
lantern.51 Furthermore, Halloween provides a ritualized, and therefore socially sanc
tioned, context that allows people to deindividuate (see Chapter 11) and try on new 
roles: Children can go outside after dark, stay up late, and eat all the candy they like 
for a night. The otherwise geeky guy who always sits in the back of class dresses as 
Jason from Friday the Thirteenth and turns out to be the life of the party.

#  Valentine's Day—On Valentine's Day, we relax our standards about sex and love and 
we express feelings we may hide during the rest of the year (in Japan, it's the women 
who send gifts to the men). A study that investigated Valentine's Day rituals explored 
how marketing communications help to shape the holiday. The authors identify five 
familiar classes of rituals:
1. Exchanging gifts and cards
2. Showing affection

I’m lovin’ it.
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3. Going out
4. Preparing and consuming food and drink
5. Special attention to grooming and clothing

Many of their informants (primarily men) understood the holiday as an obligatory 
occasion for them to buy their partners expensive, "romantic" gifts. One guy posted 
this warning: "If you want her happy always remember: the gift has to shine or smell 
[good] or she should be able to wear it! Otherwise, you're doomed." Some informants 
expressed negative associations with the holiday, including painful emotions because 
of broken or a lack of relationships and aversion to the "forced" consum ption and 
artificial displays of affection the day requires.52 But, as m uch as some of us may 
grumble about it, this holiday ritual is too powerful to ignore (unless you like sleep
ing on the couch).

Rites of Passage
What does a dance for recently divorced people have in common with a fraternity Hell 
Week? Both are m odern rites of passage: rituals we perform to mark a change in social 
status. Every society, both primitive and modern, sets aside times for these changes. Some 
may occur as a natural part of our life cycles (e.g., puberty or death), whereas others are 
more individual (e.g., getting divorced and reentering the dating market). As Rose's son 
discovered when he bombed his driving test, the importance of a rite of passage becomes 
more obvious when you fail to undergo it at the prescribed time.

Much like the m etamorphosis of a caterpillar into a butterfly, a rite of passage con
sists of three phases. Let's see how this works for a young person who changes his social 
status to become a college student:53

1 In the first stage, separation, he detaches from his original group or status as a high 
school kid and leaves hom e for campus.

2 Liminality is the middle stage, where he is in limbo between statuses. Think of those 
bewildered new first-year students who try to find their way around campus during 
orientation.

3 In the aggregation stage, he returns to society with his new status. Our hero returns 
home for Thanksgiving break as a cocky college "veteran."

Many types of people undergo rites of passage, including fraternity pledges, recruits 
at boot camp, or novitiates at a convent. We observe a similar transitional state when 
people prepare for occupational roles. For example, athletes and fashion models typi
cally undergo a "seasoning" process. They leave their normal surroundings (athletes go 
to training camps, young models move to Paris or New York), they get indoctrinated into 
a new subculture, and then return to the real world in their new roles (if they successfully 
pass the trials of their initiation and don 't "get cut").

Death also involves rites of passage. Funeral cerem onies help the living organize 
their relationships with the deceased. Action is tightly scripted, down to the costumes 
(e.g., the ritual black attire, black ribbons for m ourners, the body laid out in its best 
clothes) and specific behaviors (e.g., sending condolence cards or holding a wake). 
Passing motorists award special status to the cortege (the funeral m otorcade) when they 
obey the strong social norm  that prohibits cutting in as the line of cars proceeds to the 
cemetery.54

Funeral practices vary across cultures, but they're always rich in symbolism. For ex
ample, a study of funeral rituals in Ghana found that the community there determines 
a person's social value after he dies; this status depends on the type of funeral his family 
gives him. One of the main purposes of death rituals is to negotiate the social identities 
of deceased persons. This occurs as m ourners treat the corpse with a level of respect
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Cremations will account for a projected 
38 percent of all deaths this year, compared 
with 26 percent in 2000. Consumers can 
choose to customize their urns, like this one 
that holds the ashes of a Red Sox fan until 
the end.
Source: Courtesy of Landov Media/Photo by 
Boston Globe/John Tlumacki.

Facebook is all about growing your network 
of friends-but this can pose a bit of a 
problem. What happens when a Facebooker 
goes to that Wall in the sky? About 1 million 
people who are on Facebook die each year. 
It’s common for friends to post stories and 
photos on the deceased’s page, at least 
until the account gets deactivated. One 
start-up company thinks it has the answer: 
1000 Memories allows family and friends to 
share photos, stories, and video, and even 
set up a foundation for the deceased. A re
cent memorial page for a man included this 
gem: “A bullet hit him in the chin and tried 
to come through his nose; that’s the reason 
for the dimple in his chin and the bump on 
his nose. -Ashley, grandchild.”57 
Source: 1000Memories.com.

that indicates what they think of him. The Asante people who were the subjects of the 
study don 't view death as something to fear; it's just part of a broader, ongoing process 
of identity negotiation.55 People in parts of Madagascar go a step further: They regularly 
remove the bodies of their ancestors from their tombs so that family members can caress 
the skeletal outlines that protrude through their burial shrouds. This ritual is called a 
famadihana (pronounced fa-ma-dee-an); many believe this is a time to convey the latest 
family news to the deceased and ask them  for blessings and guidance.36

looomemories

Are you leaking tor i n  existing page’

First and last nam e

Share yo u r memories. 
D iscover others.
lOOOmemories gives you the power to record and 
share the life of a loved one, and discover the 
memories of others through our network.

It's free to use and saved here forever for future 
generations.
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OBJECTIVE 4
We describe products as 
either sacred or profane, 
and some products move 
back and forth between 
the two categories.

Sacred and Profane Consumption Net I 'rofit
As we saw w hen we discussed the structure of myths, 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 im- 
portant distinctions we find is between the sacred and the pro
fane. Sacred consumption occurs when we "set apart" objects 

and events from normal activities and treat them  with respect or awe. Note that in this 
context the term sacred does not necessarily carry a religious meaning, although we do 
tend to think of religious artifacts and ceremonies as "sacred." Profane consumption, in 
contrast, describes objects and events that are ordinary or everyday; they don't share the 
"specialness" of sacred ones. Again, note that in this context we don 't equate the word 
profane with obscenity, although the two meanings do share some similarities.

Again, often we're unaware of the distinction between these two domains—until they 
conflict with one another. Then, the sparks fly—sort of like the collision between matter 
and antimatter on Star Trek. A conflict in Thailand illustrates this process. It seems that 
several Bangkok nightclubs, inspired by the film Coyote Ugly about women who dance 
seductively on a New York bar, began to feature their own "Coyote Girls" dancers. The 
trend caught on and soon the dancers showed up at auto shows, in shopping malls, and 
at outdoor festivals. That's when the trouble started: Thailand's queen learned of one per
formance the girls put on near a Buddhist temple on a holy day that marks the end of a 
3-month period where Buddhists refrain from impure thoughts and deeds (sort of like the 
Christian season of Lent). When the queen saw TV news reports about a motorcycle shop 
that hired Coyote Girls to promote its wares, she was outraged by the intrusion of profane 
activity into a sacred domain. Coyote Girls are now banned from dancing in public places.59

All kinds of rituals are 
migrating online, from blind 
dates to funerals. Thou
sands of funeral homes in 

the U.S. no ai offer Webcasts of the ceremony. 
Numerous Web sites like theknot.com offer 
one-stops shopping to help brides and their 
moms get organized. JCPenney signed a 
partnership with the wedding-planning site 
OurWeddingDay.com. When a bride-to-be 
registers at the store, she receives a com
plimentary membership that includes access 
to “virtual wedding planner” tools such as 
“BrideLine,” a live consultation via chat; an 
online task, a personalized wedding Web site, 
and financial planning tools to budget for the 
big event. In a recent survey conducted by the 
wedding gcwn retailer David’s Bridal, half of 
the brides who responded said they updated 
their FacebDok page with their new name and 
relationship status within one day of taking 
their vows. Almost half said they hoped videos 
from their wedding would attract some atten
tion on YouTube.58

Sacralization
Sacralization occurs w hen ordinary objects, events, and even people take on sacred 
meaning. Many consumers regard events such as the Super Bowl and people such as 
Michael Jackson as sacred. Indeed, virtually anything can become sacred. Skeptical? 
Consider the Web site that sells unlaundered athletic wear that members of the Dallas 
Cowboys football team  have worn. Former quarterback Troy Aikman's shoes sold for

In Hong Kong the average couple spends 
about $29,200 on a wedding, mostly to 
give face to families with lavish banquets, 
multiple ou tfit changes and even dowries, 
which are still paid in this otherwise modern 
city. Given that average monthly household 
income is only about $2,250, it is not 
uncommon for young couples-or, frequently, 
the groom’s fam ily-to save for years or to go 
into debt to pull off a wedding. By contrast, 
a McWedding starts at $1,280, which 
includes food and drinks for 50 people. The 
package includes a budget version of the 
usual trapp ngs: a “cake” made of stacked 
apple pies, gifts for the guests and invitation 
cards, each with a wedding photo of the 
couple. McDonald’s employees dressed in 
black suits mimic the actions of hostesses 
at upscale hotels. They greet guests at the 
entrance, usher them to the signature book 
and deliver food, even if it is just a Big Mac 
and fries.
Source: Ed Jones/AFP/Getty Images.
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$1,999, and an unwashed practice jersey that retains the sweat of an unknown player goes 
for $99. Used socks fly out the door at $19.99 a pair. Says the owner, "Fans who have never 
been able to touch the Cowboys before now have an opportunity."60

Objectification occurs when we attribute sacred qualities to m undane 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 ofOz, a phaser from Star Trek, 
and Archie Bunker's chair from the television show All in the Family— all reverently pro
tected behind sturdy display glass.61

In addition to m useum  exhibits that display rare objects, we often set apart m un
dane, inexpensive things in collections; when we do so we transform them  from profane 
items to sacred ones. An item is sacralized 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 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 is merely unsystematic collecting.62 Hoarding 
is a problem in some cities where residents' refusal to discard things properly results in 
fires, eviction, and even the removal of children from the home. A dozen cities run hoard
ing task forces to combat this problem.63

Collecting typically involves both rational and emotional components. On the one 
hand, avid collectors carefully organize and exhibit their treasures.64 On the other hand, 
they are ferociously attached to their collections. A teddy bear collector summed up this fix
ation: "If my house ever burns down, I won't cry over my furniture, I'll cry over the bears.”65

Some consumer researchers feel that collectors acquire their "prizes" to gratify their 
materialism in a socially acceptable manner. When he systematically amasses a collec
tion, the collector "worships" material objects but he doesn'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 ex
panding their collections, so for many this activity becomes a central com ponent of their 
extended selves (see Chapter 5).66

Domains of Sacred Consumption
Sacred consum ption events perm eate many aspects of our lives. We find ways to "set 
apart" all sorts of places, people, and events. In this section, we'll look at ways that "ordi
nary" consumption is sometimes not so ordinary after all.

Sacred Places
A society "sets apart" sacred places because they have religious or mystical significance 
(e.g., 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 Lib
erty, or, more recently, Ground Zero in M anhattan). Contamination makes these places 
sacred: Something sacred happened on that spot, so the place itself takes on sacred quali
ties. Hard-core Yankees fans buy Yankees Sod, the first officially licensed grass. Although 
it costs a few thousand dollars to fill out a good-sized lawn, proud fans can boast of turf 
that grows from the same seeds the groundskeepers use at the stadium, and the sod 
comes with a certificate of authenticity from Major League Baseball and a counterfeit- 
proof hologram that declares it the official grass of the New York Yankees.67

Still other places start out as profane, but we endow them  with sacred qualities. 
Graum ann's Chinese Theater in Hollywood, where movie stars leave their footprints in 
concrete for posterity, is one such place. Theme parks are a form of mass-produced fan
tasy that takes on aspects of sacredness. In particular, Disney World and Disneyland (and
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II
\

A ‘

G u a r d i a n  a n g e l . A s s i s t a n t  g u a r d i a n  a n g e l .

This ad for an alarm system uses sacred 
their outposts in Europe, Japan, and China) are destinations for "pilgrimages" by con- imagery to jell a profane product, 
sumers around the globe. Disney World displays many characteristics of more traditional Source: Courtesy of First Alert Corp. 

sacred places. Some even believe it has healing powers, which helps to explain why a trip 
to the park is the most common "last wish" for terminally ill children.68

As the saying goes, "Home is where the heart is."69 In many cultures, the hom e is a 
particularly sacred place. It's a barrier between the harsh, external world and consumers'
"inner space." Americans spend more than $50 billion a year on interior decorators and 
home furnishings, and our hom e is a central part of our identity. People all over the world 
go to great lengths to create a feeling of "homeyness." They personalize their dwellings 
with door wreaths, m antel arrangements, and a "memory wall" for family photos.70 Even 
public places such as Starbucks cafés strive for a homelike atmosphere to shelter custom 
ers from the harshness of the outside world.

Sacred People
At her Web site livingoprah.com, superfan Robyn Okrant blogs about her devotion to 
Oprah Winfrey—and the year she spent living her life completely guided by Oprah's ad
vice about what to eat, wear, and read. In her mission statem ent she speculates, "I w on
der, will I find bliss if I commit wholeheartedly to her lifestyle suggestions?"71

We idolize sacred people as we set them  apart from the masses, and sometimes 
people come to believe that these individuals have "superhum an" abilities. Souvenirs, 
memorabilia, and even m undane items these celebrities have touched acquire special 
meanings (the celebrities "contaminate" the items). Newspapers pay paparazzi hundreds 
of thousands of dollars for candid shots of stars or royalty. Indeed, many businesses thrive 
on our desire for products we associate with the famous. There is a flourishing market for 
celebrity autographs, and objects that celebrities owned, such as Princess Diana's gowns 
or John Lennon's guitars, sell on eBay for astronomical prices.

Sacred Events
Sometimes public events resemble sacred, religious ceremonies. Think about fans who 
hold their hands over their hearts and solemnly recite the "Pledge of Allegiance" before
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Marketing Opportunity

Tailgating at college and 
pro football games is one 
of the most visible group 
rituals around today. Ac

cording to legend, this practice started in the 
19th century when fans had no choice but to 
cook meals in their carriages after they jour
neyed to the site of a football game. Now, 
tailgating is also big business. A survey Coca- 
Cola sponsored reported that 41 percent of 
tailgaters spend more than $500 a season 
on food and supplies, whereas a Ragu survey 
found that more than half of the fans prefer 
the party to the actual game! Now, everyone 
from food conglomerates to camping suppli
ers tries to get a piece of these boisterous 
pregame rituals:76

• Coleman introduced a special tailgating 
grill and a complete RoadTrip line.

• The American Tailgater catalog sells 
tailgate flags, tents, and even a gas- 
powered margarita blender.

• Ragu sponsors training camps, whereas 
Jack Daniels stages parking-lot contests.

• The NFL sells $100 million a year of 
tailgating merchandise, including keg
shaped grills. The Buffalo Bills provide 
showers and changing rooms in the park
ing lot, and the Denver Broncos pick a 
"most valuable tailgater" at each home 
gameề The Houston Texans sponsor “Tail- 
gating 101” classes at a local sporting 
goods store.

• For the truly hard-core, California cus
tomizer Galpin Motors sells a tailgaters’ 
pickup truck complete with a huge grill, 
taps for two beer kegs, a blender, and a 
flip-down TV screen for “only” $70,000.

a ballgame, or how others reverently light matches (or hold up illuminated cell phones) 
during a rock concert.72

The world of sports is sacred to many of us (recent doping and gambling scandals 
aside). We find the roots of modern sports events in ancient religious rites, such as fertility 
festivals (e.g., the original Olympics).73 And it's not uncom m on for teams to join in prayer 
prior to a game. The sports pages are like the scriptures (and we all know ardent fans who 
read them "religiously"), the stadium is a house of worship, and the fans are members 
of the congregation. Devotees engage in group activities, such as tailgate parties and the 
"Wave," where sections of the stadium take turns standing up. The athletes and coaches 
that fans come to see are godlike; devotees believe they have almost superhum an pow
ers. One study documented more than 600 children whose parents nam ed them  after the 
legendary University of Alabama coach Paul "Bear" Bryant!74

Athletes are central figures in a common cultural myth known as the hero tale. In 
these stories, the player m ust prove himself under strenuous circumstances, and he 
achieves victory only through sheer force of will. On a more m undane level, devotees 
consume certain ritual artifacts during these ceremonies (such as hot dogs at the ball
park). Sales of snack foods and beverages spike around the time of the Super Bowl; people 
spend $10 million more on tortilla chips than during a normal 2-week period and more 
than $15 million extra on beer in the weeks surrounding the big game.75

Tourism is another category of sacred experience. People occupy sacred time and 
space when they travel on vacation (though you may not think so if you get stuck sleep
ing on an airport floor because of a plane delay). The tourist searches for “authentic" 
experiences that differ from his normal world (think of Club Med's motto, "The antidote 
to civilization").77 This traveling experience involves binary oppositions between work 
and leisure and being "at home" versus "away." Often, we relax everyday (profane) norms 
regarding appropriate behavior as tourists, and participate in illicit or adventurous expe
riences we would never engage in at home ("What happens in Vegas, stays in Vegas").

The desire of travelers to capture these sacred experiences in objects forms the bed
rock of the souvenir industry, which really sells sacred memories. W hether it's a person
alized matchbook from a wedding or New York City salt-and-pepper shakers, a souvenir 
represents a tangible piece of the consumer's sacred experience.78 In addition to personal 
mementos, such as ticket stubs you save from a favorite concert, these are some other 
sacred souvenir icons:79

•  Local products (e.g., wine from California)
•  Pictorial images (e.g., postcards)
•  "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., Hard Rock Cafe 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.80 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 continuously, like (or instead of) water. Tea is an integral part of daily life; many 
households and offices boil water for tea in the traditional qaydanlik (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 m eanings—including the traditional 
glasses, clear to appreciate the tea's color, and hourglass-shaped like a wom an'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 flavor. W hen Lipton introduced the m odern 
tea bag in 1984, Turkey was intent on modernization and soon consumers snapped up 
electric gaydanliks and mugs instead of small, shapely tea glasses. Tea became a symbol
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of the quick and convenient, and the drinking act became more of a fashion statement. 
Now, many Turkish consumers opt to return to the sacred, traditional rituals as a way to 
preserve authenticity in the face of rapid societal changes.81

The transition of Turkish tea to a m ass-m arket product illustrates the process of 
desacralization, which 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 pro
fane. Souvenir reproductions of sacred m onum ents such as the Washington M onument 
or the Eiffel Tower, artworks such as the Mona Lisa or Michelangelo's David, or repro
ductions of sacred symbols such as the American flag on T-shirts eliminate their special 
aspects—they become inauthentic commodities with relatively little value.

Religion itself has to some extent become desacralized. Religious symbols like styl
ized crosses or New Age crystals often pop up on fashion jewelry.82 Critics often charge 
that Christmas has turned into a secular, materialistic occasion devoid of its original sa
cred significance. A similar process occurs in relatively Westernized parts of the Islamic 
Middle East, where the holy m onth of Ramadan (that people traditionally observe by 
fasting and praying) is starting to look like Christmas: People buy lights in the shape of 
an Islamic crescent moon, send Ramadan cards to one another, and attend lavish fast- 
breaking feasts at hotels.83

o b je c tiv e  5 Popular Culture
Styles are like mirrors
that reflect underlying gven th 0Ugh inner-city teens represent only 8 percent of all peo- 
cultural conditions. a g e  gr0Up 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 num bers suggest. Turn 
on MTV, and it w on't be long before a rap video fills the screen. Go to the newsstand, and 
allhiphop.com and undergroundhiphop.com, pay homage to hip-hop culture.84

"Urban" fashion now is a mainstay in the heartland, as major retail chains pick 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"); labels like Versace, Tommy Hilfiger, Enyce, 
Ecko, Nautica, and Affliction are standard issue for junior high kids. Web sites such as 
hiphopcapital.com  sell other emblems of hip-hop such as "pimp cups,” gold plated 
"grillz," and Bellagio spoke rims.85 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 hem m ed in by societal constraints have always fascinated 
Americans. That helps to explain the devotion of many white suburban teens to the urban 
music scene. As one executive of a firm that researches urban youth noted, "People reso
nate with the strong anti-oppression messages of rap, and the alienation of blacks."86 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 cooptation, in which outsiders transform their original meanings.87 One writer sees the 
white part of the "hip-hop nation" as a series of concentric rings. In the center are those 
who actually know African Americans and understand their culture.

The next ring consists of those who have indirect knowledge of this subculture via 
friends or relatives but who don't actually rap, spray-paint, or break dance. Then there are 
those a bit further out, who simply play hip-hop between other types of music. Finally we 
have the more suburban "wiggers," who simply try to catch on to the next popular craze.88 
The spread of hip-hop fashions 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 and repoliticize their symbols and practices. For 
example, large food manufacturers and retailers today recognize shifting consumer tastes 
as they co-opt vegan or organic food cultures and repackage food products for mainstream
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Figure 14.1 THE M OVEM ENT 
OF MEANING

INSTRUMENTS 
OF MOVEMENT

DESTINATIONS 
OF MOVEMENT

grocery shoppers. W almart sells organic food, and the huge conglomerate ConAgra 
purchased Ben & Jerry's ice cream. In response, adherents of a "locavore" lifestyle that 
emphasizes locally produced meat and vegetables may find alternative channels of dis
tribution, such as farmers' markets, to sell their "authentic" versions to true believers.89

In this section we'll look at how our culture creates these m eanings—which of
ten 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 prod
ucts to create and express our identities.90

How Do We Know What’s “In?”
Aztec tats. Vuitton handbags. Cage-free eggs. Lady Gaga. High-tech furniture. Flash 
mobs. Postmodern architecture. Angry Birds. Foursquare checkins. Tablets. Hybrid cars. 
Costa Rican ecotours. Gladiator sandals. 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 
influences all of them.

At times we may feel overwhelmed by the sheer num ber of choices available to us 
in the marketplace. A person who wants to choose something as routine as a necktie or 
a color of lipstick 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 automobiles, 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 pos
sibilities 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.

We don't form our tastes and product preferences in a vacuum. The many images 
mass media present to us drive our choices, as well as our observations of those around 
us, and even our desires to live in the fantasy worlds marketers create in the ads we see all 
around us. These options constantly evolve and change. A clothing style or type of cuisine 
that is "hot" one year may be "out" the next.

The widespread adoption of hip-hop style 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 statem ent by a relatively small group of people and 

then spreads as others become aware of it.
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CULTURE PRODUCTION PROCESS Figure 14.2 THE CULTURE 
PRODUCTION PROCESS

•  Styles usually originate as an interplay between the deliberate inventions of designers 
and businesspeople and spontaneous actions by ordinary 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.

•  These cultural products travel widely, often across countries and even continents.
•  Influential people in the media play a significant role in deciding which 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.

No single designer, company, or advertising agency creates popular culture. Instead, 
many parties contribute to every hit song, hot car, or new clothing style. A culture 
production system (CPS) is the set of individuals and organizations that create and 
market a cultural product.91 The structure of a CPS determines the types of products it 
creates. Factors such as the num ber and diversity of competing systems and the am ount 
of innovation versus conformity each influence the selection of products from which 
choose at any point in time. For example, an analysis of the country/western music in
dustry showed that the hit records it produces are similar to one another when a few large 
companies dom inate the industry, but when a greater num ber of labels compete we see 
more diversity in musical styles.92

Symbol Pool <4
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Communications
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A culture production system has three major subsystems:

1 A creative subsystem to generate new symbols and products
2 A managerial subsystem to select, make tangible, produce, and manage the distribu

tion of new symbols and products
3 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 re
lease would be (1) a singer (e.g., singer Katy Perry, a creative subsystem); (2) a company 
(e.g., Capitol Records that distributes Perry's CDs, a managerial subsystem); and (3) Ten 
Minute Media, the company that promotes her work as well as the “street team" and fans 
that keep her buzz going(a communications subsystem).93 Table 14.1 illustrates some of 
the many cultural specialists that jointly create a hit CD.

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.94 These people play a role in decision 
making similar to the surrogate consumers we discussed in Chapter 11.

We distinguish between
high and low culture Question: What do Beethoven and Kanye West have in com-
__________________  mon? Although we associate both the famous com poser and

the rap singer with music, many would argue that the similarity 
stops there. Culture production systems create many kinds of products, but we make 
some basic distinctions.

o b je c tive  6 High Culture and Popular Culture

Cultural Specialists in the Music Industry

Specialist Functions

Agents

A&R (artist & repertoire) executives

Publicists, image consultants, 
designers, stylists

Recording technicians, producers

Marketing executives

Teachers and coaches

Songwriter(s)

Performer(s)

Compose music and lyrics; must reconcile artistic preferences with estimates of what will succeed in the 
marketplace

Interpret music and lyrics; may be formed spontaneously, or may be packaged by an agent to appeal 
to a predetermined market (e.g., The Monkees, Menudo, and New Kids on the Block)

Develop and refine performers’ talents

Represent performers to record companies

Acquire artists for the record label

Create an image for the group that is transmitted to the buying public

Video directors

Record store owners

Music reviewers

Disc jockeys, radio program directors

Create a recording to be sold

Make strategic decisions regarding performer’s appearances, ticket pricing, promotional strategies, 
and so on

Interpret the song visually to create a music video that will help to promote the record 

Evaluate the merits of a recording for listeners

Decide which records will be given airplay and/or placed in the radio stations’ regular rotations

Decide which of the many records produced will be stocked and/or promoted heavily in the retail 
environment
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Bandeau playsuit: baby 
blue or spicy orange

Good night, 
fashion industry.
Good morning,, . Spread tht moumtnt!
designers. m .

Hot right now Sew .Top spots xut/muum
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every girl's a princess

New fashion sites like Garmz, Fabricly, 
Threadless, and ModCloth illustrate the 
growing inf uence that customers and fans 
play as cultural gatekeepers. As we also saw 
in Chapter 10, they use a crowdsourcing 
model that empowers buyers to determine 
what styles they should actually manufacture 
and sell. Indeed, the fashion site 
ModaOpers nda labels itself a pretailer. It 
works with an exclusive base of fashionistas 
to encourage designers to manufacture 
dress designs that otherwise appeared only 
on catwalks.95
Source: Courtesy of Garmz GMBH.

Arts and Crafts
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 
ashtray or hand-carved fishing lures).96 A piece of art is original, subtle, and valuable,
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and typically we associate it with society's elite (see Chapter 12). A craft tends to follow a 
formula that permits rapid production.97

To appreciate this distinction, consider the phenom enal success of artist Thomas 
Kinkade. This painter has sold 10 million digital reproductions of his work. He manufac
tures the 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. Each of 
the 10,000 pieces the factory produces each m onth is signed in ink that contains drops of 
the artist's blood, although he never actually touches most of these works. Kinkade also 
licenses images that appear on coffee mugs, La-Z-Boy recliners, and even a rom ance 
novel cover.98

High Art versus Low Art
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, 
tires, 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.99 A m ultina
tional team of consumer researchers extended the study of high and low art to the realm 
of street art, where artists create paintings, murals, and other pieces in public places.

They identified numerous sites where the art became an instrum ent that was used 
for "transactions" between the artists and the people who lived in the area. Although 
not all reactions were positive, it was common to observe that people's experiences of 
public spaces were enhanced because the street art created a feeling of empowerment 
and ownership in formerly barren places.100

Marketers often invoke high-art imagery to prom ote products. They may feature 
works of art on shopping bags or sponsor artistic events to build public goodwill.101 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 then 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."102

Cultural Formulae
Mass culture, in contrast, churns out products specifically for a mass market. These 
products aim to please the average taste of an undifferentiated audience. Rather than 
being unique, they are predictable because they follow a well-defined pattern. Many 
popular art forms, such as detective stories or science fiction, follow a cultural formula, 
where familiar roles and props occur consistently.103 For example, we expect to see 
characters in a classic western to use horses to get around, while in a science fiction 
movie they use spaceships, hard-boiled detectives drive a beat-up car and characters 
in a family sitcom ride in a station wagon. Similarly, a sixgun or rifle is the w eapon in a 
classic western, rayguns appear in science fiction movies, a hard-boiled detective uses a 
pistol or his fists, and the actors in a family sitcom fight one another with verbal insults. 
Romance novels are an extreme case of a cultural formula. Computer program s even 
allow users to "write" their own romances by systematically varying certain set elements 
of the story.

As members of the creative subsystem rely on these formulae, they tend to recycle 
images as they reach back through time for inspiration. Thus, young people watch retro 
shows like Gilligan's Island as well as remakes such as The Real Gilligan’s Island; de
signers modify styles from Victorian England or colonial Africa; hip-hop deejays sample 
sound bits from old songs and combine them  in new ways; and Gap runs ads that feature 
(deceased) celebrities in khaki pants, including Humphrey Bogart, Gene Kelly, and Pablo 
Picasso. With easy access to CD burners, digital cameras, and imaging software, virtually 
anyone can "remix" the past.104
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OBJECTIVE 7
Many modern marketers 
are reality engineers.

Reality Engineering
People love the GEICO caveman. He appears in commercials as 
a throwback who dresses in "yuppie" clothing as he struggles 
against GEICO's insensitivity when its ads claim, "It's so easy 

even a caveman can do it." How much do viewers love him? ABC developed a (short
lived) sitcom about a group of caveman roommates who battle prejudice in m odern-day 
America. GEICO receives hundreds of letters and e-mails about the characters, and fans 
at college sporting events hold up signs that say "Beating [team name] is so easy, even a 
caveman can do it." The cavemen continue to appear in commercials and in a music video 
by the band 3 Doors Down.105 Similarly, the mythical Simpsons family debuted in real 
life as 7-Eleven transformed many of its stores into Kwik-E-Marts to promote the cartoon 
series' movie. During the prom otion customers snapped up Krusty O's cereal, Buzz Cola, 
and ice Squishees, all products from the show.106

Reality engineering occurs when marketers appropriate elem ents of popular cul
ture and use them  as prom otional vehicles.108 It's hard to know w hat's real anymore; 
specialists even create "used jeans" w hen they apply chemical washes, sandpaper, and 
other techniques to make a new pair of jeans look like they 're ready for retirem ent. 
The industry even has a term  for this practice tha t sum s up the contradiction: new 
vintage!109

Reality engineers have many tools at their disposal; they plant products in movies, 
pum p scents into offices and stores, attach video monitors in the backs of taxicabs, buy

As this British ad illustrates, high art merges 
with popular art in interesting ways.
Source: Courtssy of Eddis Trailers c/o The Explorer 
Group.
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This British ad borrows the cultural formula 
of a horror movie poster.
Source: MCBD and Elvis.

ad space on police patrol cars, or film faked "documentaries" such as The Blair Witch 
Project.110 This process is accelerating: Historical analyses of Broadway plays, best-selling 
novels, and the lyrics of hit songs, for example, clearly show large increases in the use of 
real brand nam es over tim e.111

Here are some examples of reality engineering:

•  The National Basketball Association is developing programs to allow fans to em 
bed their favorite team 's logo into an assortm ent of food products. It's supplying
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1,200 pizza parlors across the United States with edible logos designed to melt into the 
cheese after the pizza has been baked and sliced. NBA Pro Toast Toasters will feature 
team logos seared onto toasted sandwiches, and logo panini sandwich presses are on 
the way.112

•  The videogame Call o f Duty: Black Ops included a Jeep Wrangler in the action. Play
ers' reactions were so positive that Chrysler created a limited edition 2011 Jeep W ran
gler Call of Duty: Black Ops model that features graphics from the game on the roof.113

•  Glamour magazine is producing an original reality series called Glamour Girls exclu
sively for the iPad that allows viewers to pause the program and buy clothing worn by 
a character. Viewers can use a "Shop the Looks" feature with a tap of a finger at any 
time while watching one of the 10- to 12-minute episodes. They can scroll through 
the Gap outfits each character has worn on that episode, and with the tap of another 
finger go directly to Gap.com to buy the clothing.114

•  Designer Tommy Hilfiger now has his own (fictional) family called the Hilfigers; a 
clan of preppy-looking people who turn up at store openings and in advertisements 
(you can guess whose clothes they're wearing).115

•  A New York couple funded their $80,000 wedding by selling corporate plugs; they 
inserted coupons in their programs and tossed 25 bouquets from I-8OO-FLOWERS.

Product Placement
The Pennsylvania city of Altoona tem porarily renam ed itself "POM W onderful Pre
sents: The Greatest Movie Ever Sold" to prom ote a popular movie that parodies

The Food Hotel in Germany is completely 
done in a food theme, from can-shaped 
furniture to barstools made of beer 
crates. Each guest room is sponsored by 
a food brand. A room by the chocolate 
manufacturer Ferrero re-creates the scene 
of a TV commercial for its Raffaello coconut 
candies set on a desert island, with palm 
trees, shells, summer hats, photos of sandy 
beaches, and books about beach holidays. 
Another room by potato-chip brand Chio 
features a rotating mirrored disco ball and 
flashing bathroom lights with an integrated 
sound system.107
Source: Courtesy of epa european pressphoto 
agency b.v.
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Singer Hatsune Miku always sells out her 
concerts as hordes of screaming fans crowd 
the aisles. One hitch: Miku doesn’t exist.
She is an avatar who is supposedly 16 years 
old and five feet two inches tall. Her songs 
are digitally remastered from the voice of 
a Japanese actress. She is so popular that 
three metal plates with her image etched on 
them were placed on board the Japanese 
spacecraft Akatsuki and sent into space.116 
Source: © Crypton Future Media, Inc. 
www.crypton.net.

product-placem ent advertising; the movie’s producers sold the title to the maker of 
POM Wonderful pomegranate juice for $1 million.117 Lady Gaga prominently shows off 
a Virgin Mobile phone, Miracle Whip dressing, and several other brands in her hit video 
"Telephone."118

That's quite a change: Back in the day, TV networks dem anded that producers "geek" 
(alter) brand nam es before they appeared in a show, as w hen Melrose Place changed a 
Nokia cell phone to a "Nokio."119 Today, real products pop up everywhere. Many are well- 
established brands that lend an aura of realism to the action, while others are upstarts

http://www.crypton.net


CHAPTER :L4 Culture 579

that benefit tremendously from the exposure. For example, in the movie version of Sex 
and the City, Carrie's assistant admits that she "borrows" her pricey handbags from 
a rental Web site called Bag Borrow or Steal. The com pany's head of marketing com 
mented, "It's like the Good Housekeeping Seal of Approval. It gives us instant credibility 
and recognition."120

Bag Borrow or Steal got a free plug (oops, they got another one here!). In many 
cases, however, these "plugs" are no accident. Product placement is the insertion of 
real products in fictional movies, TV shows, books, and plays. Many types of products 
play starring (or at least supporting) roles in our culture; the most visible brands range 
from Coca-Cola and Nike apparel to the Chicago Bears football team  and the Pussycat 
Dolls band.121 The TV shows that feature the most placem ents include The Biggest Loser 
(it showed about 4,000 brands in just a three-m onth period), American Idol (how subtle 
is that Coca-Cola glass each judge holds?), The Apprentice, America's Next Top Model, 
and One Tree Hill.

Product placem ent is by no m eans a casual process: Marketers pay about $25 bil
lion per year to plug their brands in TV and movies. Several firms specialize in arrang
ing these appearances; if they're lucky, they manage to do it on the cheap when they 
get a client's product noticed by prop masters who work on the shows. For example, 
in a cafeteria scene during an episode of Grey's Anatomy, it was no coincidence that 
the character Izzie Stevens happened to drink a bottle of Izze Sparkling Pomegranate 
fruit beverage. The placem ent com pany that represents PepsiCo paid nothing to in 
sert the prop in that case, but it probably d idn 't get off so easily w hen the new brand 
also showed up in HBO's Entourage, Big Bang Theory, and The New Adventures o f Old 
Christine on CBS.122

Today most major releases brim with real products, even though a majority of con
sumers believe the line between advertising and programming is becoming too fuzzy 
and distracting (though as we might expect, concerns about this blurring of boundaries 
are more pronounced among older people than younger).123 A study reported that con
sumers respond well to placements when the show's plot makes the product's benefit 
clear. Similarly, audiences had a favorable impression when a retailer provided furniture, 
clothes, appliances, and other staples for the struggling families who get help on ABC's 
Extreme Makeover: Home Edition.124

Some researchers claim that product placem ent aids consum er decision making 
because the familiarity of these props creates a sense of cultural belonging while they 
generate feelings of em otional security. Another study found that placem ents consis
tent with a show's plot do enhance brand attitudes, but incongruent placem ents that 
aren’t consistent with the plot affect brand attitudes negatively because they seem out 
of place.125

Advergaming
If you roar down the streets in the Need for Speed Underground 2 video racing game, 
you'll pass a Best Buy store as well as billboards that hawk Old Spice and Burger King.126 
America's Army, produced by the U.S. government as a recruitm ent tool, is one of the 
most successful advergames. Twenty-eight percent of those who visit the America's Army 
Web page click through to the recruitment page.

About three-quarters of American consumers now play video games, yet to many 
marketers the idea of integrating their brands with the stories that games tell is still a 
well-kept secret. Others, including Axe, Mini Cooper, and Burger King, have figured this 
out: They create game narratives that immerse players in the action. Orbitz offers play
able banner-games that result in the highest click-through rate of any kind of advertising 
the online travel site does. Even though the game industry brings in more revenue than 
feature films or music sales, only about 10 percent of marketers execute any promotions 
in this space.

Even so, it's likely that the future is bright for advergaming, where online games 
merge with interactive advertisem ents that let com panies target specific types of
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RETURN POLICY I PRIVACY POUCY t 3HIPRKG COSTS I FAQ I TERMS * CONOfTONS I ABOUT US t CONTACT DETAILS

ALL PROOUCTS ARE MANUFACTURED 0V MUSTERBRAND.. UlC  UNDER THE UCSNCE FROM KOMANl DK*TAL ENTERTAINMENT 
OFFICIAL METAL GEAR SOUD STORE POWERED BY mswifrrand.LLC : 2011

A new company called Musterbrand is 
marketing lines of clothing based on what 
characters wear in the game Metal Gear

Solid: Peace Walker. consumers. These placements can be short exposures such as a billboard that appears
Source. Courtesy of musterbrand...  LLC. around a racetrack, or they can take the form of branded entertainm ent and integrate

the brand directly into the action. For example, a game that Dairy Queen helped to cre
ate, called DQ Tycoon, lets players run their own fast-food franchise. The game requires 
players to race against the clock to prepare Peanut-Buster Parfaits, take orders, restock 
the refrigerator, and dip cones.127

The mushrooming popularity of user-generated videos on YouTube and other sites 
creates a growing market to link ads to these sources as well. This strategy is growing so 
rapidly that there's even a new (trademarked) term for it. Plinking" is the act of em bed
ding a product or service link in a video.

Why is this new medium so hot?128

•  Compared to a 30-second TV spot, advertisers can get viewers' attention for a much 
longer time. Players spend an average of 5 to 7 minutes on an advergame site.

•  Physiological measures confirm that players are highly focused and stimulated when 
they play a game.

•  Marketers can tailor the nature of the game and the products in it to the profiles of 
different users. They can direct strategy games to upscale, educated users, while they 
gear action games to younger users.

•  The format gives advertisers great flexibility, because game makers now ship PC 
video games with blank spaces in them  to insert virtual ads. This allows advertisers 
to change messages on the fly and pay only for the num ber of game players that actu
ally see them. Sony Corporation now allows clients to directly insert online ads into 
PlayStation 3 videogames; the in-game ads change over time through a user's Internet 
connection.

•  There's great potential to track usage and conduct marketing research. For example, 
an inaudible audio signal coded into Activision's Tony Hawk’s Underground 2 skating 
game on PCs alerts a Nielsen monitoring system each time the test game players view 
Jeep product placements within the game.
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Renault ma/ have discovered the secret to 
making electric vehicles more palatable for 
the masses Stick them in video games. The 
automaker'.'» Twizy I.E. concept vehicle isn’t 
going on sale in Europe until next year, but 
Sims players can soon download the car as 
part of the upcoming Electric Vehicle Pack, 
a free add-on that also includes solar panels 
and windmills—all of which cut down on 
weekly virtual household bills.
Source: Renault Communications.

o b je c tiv e  8 jhe Diffusion of Innovations
New products, sen/ices,

and ideas spread o r ig in a t 0rs  of skateboarding in 1970s Southern California
through a population, (who were portrayed in the popular documentary Dogtown and 
and different types of Z-Boys) w ouldn't recognize the sport today. At that time board- 
people are more or less erg were outlaws; as one of the main characters in the film says, 
likely to adopt them. g0t ̂  beat_down from all over. Everywhere we go, man,

people hate us."
Now skateboarding is about as countercultural as The Simpsons. More kids ride 

skateboards than play basketball, and many of them  snap up pricey T-shirts, skate shoes, 
helmets, and other accessories. In fact, boarders spend almost six times as m uch on "soft 
goods," such as T-shirts, shorts, and sunglasses (about $4.4 billion in a year), than on 
hard-core equipment, including the boards themselves.129

The progression of skateboarding from a cult-like activity with rebellious undertones to 
a mainstream hobby mirrors the journey many products and services take through popular 
culture. Diffusion of innovations refers to the process whereby a new product, service, or 
idea spreads through a population. An innovation is any product or service that consumers 
perceive to be new. It may take the form of an activity (skateboarding), a clothing style (Ed 
Hardy T-shirts), a new manufacturing technique (the ability to design your own running 
shoe at nike.com), a new variation on an existing product (Parkay Fun Squeeze Colored 
Margarine in electric blue and shocking pink), a new way to deliver a product (ordering gro
ceries online and having Peapod deliver them to your home), or a new way to package a cur
rent product (Campbell's Soup at Hand Microwaveable Soup that comes in a travel mug).130

If an innovation is successful (most are not!), it spreads through the population. 
First only a trickle of people decides to try it. Then, more and more consumers decide to 
adopt it, until sometimes it seems that almost everyone is buying it—if it's a "hit." The rate 
at which a product diffuses varies. For example, within 10 years after introduction, 
40 percent of U.S. households watched cable TV, 35 percent listened to compact disks, 
25 percent used answering machines, and 20 percent bought color TVs. It took radio 30 
years to reach 60 million users and TV 15 years to reach this number. In contrast, within
3 years 90 million of us surfed the Web.131

How Do We Decide to Adopt an Innovation?
Our adoption of an innovation resembles the decision-making sequence we discussed 
in Chapter 8. We move through the stages of awareness, information search, evaluation, 
trial, and adoption. The relative importance of each stage differs, however, depending on
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how much we already know about an innovation as well as on cultural factors that affect 
our willingness to try new things.132

A study of 11 European countries found that consumers in individualistic cultures 
are more innovative than consumers in collective cultures (see Chapter 4).133 However, 
even within the same culture, not all people adopt an innovation at the same rate. Some 
do so quite rapidly, and others never do at all. We place consum ers into approximate 
categories based on the likelihood that they will adopt something new.

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 con
sumers are the m ainstream  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 the company will improve its technology or that its price will 
fall after it has been on the market awhile (have you been holding off on that iPhone pur
chase to see what Apple will come up with next?).134 Keep in m ind that the proportion 
of consumers who fall into each category is an estimate; the actual size of each depends 
on such factors as the complexity of the product, its cost, and how much risk people as
sociate with it.

Even though innovators represent only about 2.5 percent of the population, market
ers are eager to identify them. These are the brave souls who are always on the lookout 
for novel products or services and who are first to try something new. Just as generalized 
opinion leaders do not appear to exist (see Chapter 11), innovators tend to be category- 
specific as well. A clotheshorse who prides himself on being at the cutting edge of fashion 
may have no conception of new developments in recording technology—he may still 
stubbornly cling to his antique phonograph albums even as he searches for the latest 
avant-garde clothing styles in trendy boutiques. Despite this qualification, we can sum 
marize the profile of someone who's a good candidate to be an innovator.135 Not surpris
ingly, for example, he or she tends to be a risk-taker. He or she also is likely to have a 
relatively high educational and income level and to be socially active.

How do we locate innovators? Ad agencies and market research companies are al
ways on the prowl for people who stay on top of developing trends. One ad agency surveys 
taxi drivers about what they see on the streets every day. Others get more sophisticated 
and use the Internet and their global networks to monitor what "people in the know" do. 
The agency DDB runs a service it calls SignBank, which collects thousands of snippets of 
information from its 13,000 employees around the world about cultural change in order 
to advise its clients on what it all m eans for them. For example, sign spotters in several 
markets noticed that dinner-party guests tended to bring their hosts flowers instead of 
chocolate because of concerns about health and obesity—that's valuable information for 
a client that makes chocolates.136

Figure 14.3 TYPES OF ADOPTERS



CHAPTER 14 Culture 583

CB AS I SEE IT
Professor Gordon Bruner, Southern Illinois University

in the status that comes from being 
first to adopt. Although they like high- 
tech toys, they don’t appear to be as 
expert at using them as are gadget 
lovers, nor do they tend to exhibit the 
infectious enthusiasm that gadget 
lovers do.

When the gadget lover scale was 
administered to a large, nationally 
representative sample of U.S. consum
ers, the results indicated that males 
scored much higher than females, 
younger adults scored slightly higher 
than older adults, those with greater 
education scored higher than those 
with less education, and the major eth
nic groups scored higher than white/ 
non-Hispanics.

The bottom line is that even though 
gadget lovers are similar to innovators 
in several ways, we believe they are 
distinct enojgh to deserve as much or 
more attention from marketers of high- 
tech innovations, particularly because 
of the group’s seemingly greater influ
ence on what others do.137

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 she is involved in the product category and she values 
being in fashion.

What appears on the surface to be a fairly high-risk adoption (e.g., wearing a skirt 
three inches 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 m erchandise from as-yet-unknown designers.

Behavioral Demands of Innovations
We categorize innovations by the degree to which they dem and adopters to change their 
behavior. Researchers identify three major types of innovations, though these three cat
egories are not absolutes. They refer, in a relative sense, to the am ount of disruption or 
change they bring to people's lives.

A continuous innovation is a modification of an existing product, such as when 
General Mills introduces a Honey Nut version of Cheerios or Levi's promotes shrink-to-fit 
jeans. The company makes small changes to position the product, add line extensions, or 
merely to alleviate consumer boredom. Most product innovations are of this type; they 
are evolutionary rather than revolutionary.

Oeveral years ago, Professor Kumar 
(University of South Florida) and I were 
working with Sprint to develop a way 
for the company to measure a person’s 
technological innovativeness such 
that it could be easily implemented 
in the surveys the company routinely 
conducted. Sprint’s primary interest 
was in innovators—the small group of 
consumers who have a tendency to 
be among the first to adopt high-tech 
goods and services. At the same time, 
Dr. Kumar and I wanted to learn more 
about a similar group of adopters we 
called gadget lovers. The term gadget

lover has been tossed around in our 
country for many decades but no sci
entific study of them had occurred. We 
wondered if they were pretty much the 
same people as tech innovators or if 
they were different.

After we conducted several stud
ies, the results were rather clear: 
Although there is overlap between the 
two groups of consumers, there are 
also key differences. As a group, in
novators adopt a little more quickly 
than gadget lovers. While gadget lov
ers tend to adopt much more rapidly 
than the average consumer, they don’t 
all qualify as innovators. On the other 
hand, more gadget lovers than innova
tors qualify as opinion leaders. The 
reasons for this are not perfectly clear, 
but it seems that gadget lovers, as the 
name implies, genuinely enjoy playing 
with technology. That experience and 
expertise are visible to other consum
ers who then feel comfortable seeking 
the gadget lovers’ advice. In contrast, 
innovators seem to be more interested
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When a consum er adopts this kind of new product, she only has to make m inor 
changes in her habits. A typewriter company, for example, many years ago modified its 
product to make it more "user friendly" to secretaries. Its engineers made the tops of the 
keys concave because women told them it was hard to type with long fingernails on a flat 
surface. This change endures today on our computer keyboards.

Some innovations present us with a new way to use an existing product. This may be 
more effective, but we still have to alter our habits to use it. A Japanese clothing company 
recently introduced a line of Shower Clean business suits that allow traveling executives 
to bypass the dry cleaner; they wash their suits in a warm shower and need not press or 
iron them. Similarly, R. J. Reynolds sells a cigarette in Japan it calls Kool Boost—it's made 
with a menthol-infused internal "powerball" that allows the smoker to choose his own 
level of menthol as he squeezes the filter.138 As these examples suggest, a dynamically 
continuous innovation is a significant change to an existing product. When IBM intro
duced its Selectric typewriter that used a typing ball rather than individual keys, the new 
design permitted secretaries to instantly change the typeface of manuscripts as they re
placed one Selectric ball with another.

A discontinuous innovation creates really big changes in the way we live. Major in
ventions, such as the airplane, the car, the computer, and the television, radically changed 
modern lifestyles. The personal computer replaced the typewriter, and it also allows some 
of us to "telecommute" from our homes. Of course, the cycle continues, as new continu
ous innovations (e.g., new versions of software) constantly update our computers. Dy
namically continuous innovations such as the Nintendo Wii and now Microsoft's Kinect, 
a motion-sensitive control for Xbox, offers new ways to maneuver in cyberspace.139

Prerequisites for Successful Adoption
Regardless of how much we have to change what we do, a successful innovation should 
possess these attributes:140

•  Compatibility—The innovation should be compatible with consum ers' 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 m en were 
not interested in a product they perceived to be too feminine and thus a threat to their 
masculine self-concepts.

•  Trialability—Because we think an unknown product is risky, we're more likely to 
adopt an innovation if we can experiment with it prior to making a commitment. To 
reduce this risk, companies may spend a lot of money to distribute free "trial-size" 
samples of new products.

•  Complexity—The product should be low in complexity. All things being equal, we 
will choose a product that's easier to understand and use rather than a more complex 
one. This strategy requires less effort from us and it also lowers our perceived risk. 
Manufacturers of DVD recorders, for example, put a lot of effort into simplifying usage 
(e.g., on-screen programming) to encourage nontechies to adopt them.

•  Observability—Innovations that are readily apparent are more likely to spread be
cause we can learn about them more easily. The rapid proliferation of fanny packs 
(pouches people wear around the waist in lieu of wallets or purses) was a result of 
their high visibility. It was easy for others to see the convenience this alternative of
fered (even if they were a bit nerdy).

•  Relative advantage—Most importantly, the product should offer relative advantage 
over other alternatives. The consumer must believe that it will provide a benefit other 
products cannot offer. For example, the Bugchaser is a wristband that contains insect 
repellent. Mothers with young children like it because it's nontoxic and nonstaining— 
these are clear advantages over alternatives. In contrast, the Crazy Blue Air Freshener, 
which emits a fragrance when you turn on your car wipers, fizzled: People didn't see 
the need for the product and felt there were simpler ways to freshen their cars.
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o b je c tiv e  9 The Fashion System
M a n y p e o p le  an d
o rg a n iza tio n s  p la y  a T ê âs^ on system includes all the people and organizations
ro le  in th e  fa s h io n  t̂ lat create symbolic meanings and transfer those meanings to
s ys te m  th a t c re a te s  an d  cultural goods. Although we often equate fashion with clothing, 
communicates symbolic il’s im portant to keep in m ind that fashion processes affect all 
m e a n in g  to  c o n s u m e rs . tyPes of cultural phenom ena, including music, art, architecture,
__________________  and even science (i.e., certain research topics and individual

scientists are "hot" at any point in time). Even business practices 
are subject to the fashion process; they evolve and change depending on which m anage
m ent techniques are in vogue, such as TQM (total quality management), JIT (just-in-time 
inventory control), or MBWO (managing by walking around).

It helps to think of fashion as a code, or a language, that helps us to decipher these 
m eanings.141 Unlike a language, however, fashion is context-dependent. Different con
sumers interpret the same style differently.142 In semiotic terms (see Chapter 2), fashion 
products are undercoded. There is no one precise meaning, but rather plenty of room for 
interpretation among perceivers.

At the outset, let's distinguish among some confusing terms. Fashion is the process 
of social diffusion by which some group(s) of consumers adopts a new style. In contrast, 
a fashion (or style) is a particular com bination of attributes (say, stovepipe jeans that 
women wear with a tunic top). To be in fashion means that some reference group posi
tively evaluates this combination (i.e., Vogue endorses this look as "in" for this season). 
Thus, the term  Danish Modern refers to particular characteristics of furniture design 
(i.e., a fashion in interior design); it does not necessarily imply that Danish M odern is a 
fashion that consumers currently desire.143

Behavioral Science Perspectives on Fashion
Fashion is a very complex process that operates on many levels. At one extreme, it's a 
societal phenom enon that affects many of us simultaneously. At the other, it exerts a 
very personal effect on individual behavior. Many of us desire to be in fashion, and this 
motivates us as to what we buy. Fashion products also are aesthetic objects that reflect a 
culture's artistic traditions and history. For this reason, there are many perspectives on 
the origin and diffusion of fashion. Let's summarize some major approaches.144

Psychological Models of Fashion. Many psychological factors help explain what m oti
vates us to be fashionable. These include conformity, desires for variety seeking, the need 
to express personal creativity, and sexual attraction. For example, many consumers seem 
to have a "need for uniqueness": They want to be different (though not necessarily too 
different!).145 As a result, people may conform to the basic outlines of a fashion, but still 
improvise to make a personal statem ent within these general guidelines.

One of the earliest theories of fashion argued that "shifting erogenous zones" (sexu
ally arousing areas of the body) accounted for fashion changes and that different zones 
become the object of interest because they reflect societal trends. J. C. Flugel, a disciple 
of Freud, proposed in the 1920s that sexually charged areas wax and wane as we grow 
bored with them; clothing styles change to highlight or hide the parts that currentiy are 
the focus of attention. For example, it was common for Renaissance-era women to drape 
their abdom ens in fabrics in order to give a swollen appearance; successful childbearing 
was a priority in the disease-ridden 14th and 15th centuries. Now, some suggest that the 
current prevalence of the exposed midriff in wom en's fashion reflects the premium our 
society places on fitness.146

Economic Models of Fashion. Economists approach fashion in terms of the model of sup
ply and demand. Items in limited supply have high value, whereas our desire decreases 
for readily available products. Rare items command respect and prestige. As we discussed 
in Chapter 12, the writer Thorstein Veblen argued that the wealthy practice conspicuous 
consumption to display their prosperity. As we also noted, this approach is somewhat
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This ad for Maidenform illustrates that 
fashions have accentuated different parts 
of the female anatomy throughout history.
Source: Courtesy of Maidenform Inc.

outdated; upscale consumers today engage in parody display where they deliberately 
buy inexpensive products (especially during a recession). Other factors also influence 
the dem and curve for fashion-related products. These include a prestige-exclusivity 
effect, where high prices still create high demand, and a snob effect, whereby lower prices 
actually reduce dem and ("If it's that cheap, it can 't be any good").147

Sociological Models of Fashion. This perspective focuses on a subculture's adoption of 
a fashion (idea, style, etc.) and its subsequent diffusion into society as a whole. To under
stand this process, think about the integration of Goth culture into the mainstream. This 
fashion started as an expression of rebellion by young outcasts who adm ired 19th-century 
romantics and who defied conventional styles with their black clothing (often including 
over-the-top fashion statements such as Count Dracula capes, fishnet stockings, studded 
collars, and black lipstick) and punk music from bands such as Siouxsie & the Banshees 
and Bauhaus. Today, music stores sell vampire-girl lunchboxes, and mall outlets sell tons 
of clunky cross jewelry and black lace. You can find a T-shirt that looks like a corset at 
Kmart. At the Hot Topic Web site, teen surfers can buy a "multi-ring choker." Hard-core 
Goths are not amused, but hey, that's fashion for you.148

ISN’T IT NICE TO LIVE IN A TIME WHEN WOMEN 
AREN’T BEING PUSHED AROUND SO MUCH ANYMORE?

Women ha\e spent the Iasi ton centuries coraorming to their lingerie. Fortunately, lingerie has finally gotten around to cortotming to women.
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Trickle-down theory, which the sociologist Georg Simmel first proposed in 1904, is 
one of the most influential sociological perspectives on fashion. It states that two conflict
ing forces drive fashion change. First, subordinate groups adopt the status symbols of the 
groups above them as they attem pt to climb up the ladder of social mobility. Dominant 
styles thus originate with the upper classes and trickle down to those below.

Now the second force kicks in: Those people in the superordinate groups keep a wary 
eye on the ladder below them  to be sure followers don 't imitate them. When lower-class 
consum ers mimic their actions, they adopt new fashions to distance themselves from 
the mainstream. These two processes create a self-perpetuating cycle of change—the 
m achine that drives fashion.149

The integration of hip-hop phrases into our vocabulary illustrates how people who 
set fashions resist mainstream  adoption by the broader society. The street elite shunned 
some slang terms, such as bad, fresh, and jiggy, once they became too mainstream. The 
rap community even held a funeral (with a eulogy by Reverend A1 Sharpton) for the word 
def once the Oxford English Dictionary included it in its new edition.150

Trickle-down theory applies to a society with a stable class structure that allows us 
to easily identify lower- versus upper-class consumers. This task is no longer so easy. In 
contemporary Western society, we have to modify this theory to account for new develop
ments in mass culture:151

•  A perspective we base on class structure can 't account for the wide range of styles 
now available. We have many more choices today because of technological advances 
that let manufacturers drastically speed up production times and real-time media 
that keep us informed of style changes in minutes. Stores such as Zara and H&M 
can replenish their inventories in weeks rather than months. Suburban tweens watch 
MTV, chat on Facebook, or browse the virtual world Stardoll.com to stay on top of the 
latest trends; mass fashion thus replaces elite fashion because our media allow many 
market segments to learn about a style simultaneously.

•  Consumers today are more influenced by opinion leaders who are similar to them, 
even if these innovators don 't live in the same town or even country. As a result, each 
social group has its own fashion innovators who determine fashion trends. It's more 
accurate to speak of a trickle-across effect, where fashions diffuse horizontally among 
members of the same social group.152

•  Finally, current fashions often originate with the lower classes and trickle up. Grass
roots innovators typically are people who lack prestige in the dominant culture (e.g., 
urban youth). Because they are less concerned with maintaining the status quo, they 
are free to innovate and take risks.153

A Medical Model of Fashion. For many years, the lowly Hush Puppy was a shoe for nerds. 
Suddenly—almost overnight—the shoe becam e a chic fashion statem ent even though 
its m anufacturer did nothing to promote this image. Why did this style diffuse through 
the population so quickly? Meme theory explains this process with a medical metaphor. 
A meme is an idea or product that enters the consciousness of people over time—examples 
include tunes, catch-phrases (“You're fired!"), or styles such as the Hush Puppy.

In this view, memes spread among consumers in a geometric progression just as a 
virus starts off small and steadily infects increasing num bers of people until it becomes 
an epidemic. Memes “leap" from brain to brain via a process of imitation. The memes 
that survive tend to be distinctive and memorable, and the hardiest ones often combine 
aspects of prior memes. For example, the Star Wars movies evoke prior memes that relate 
to the legend of King Arthur, religion, heroic youth, and 1930s adventure serials. Indeed, 
George Lucas studied comparative religion and mythology as he prepared his first draft 
of the Star Wars saga, The Story o f Mace Windu.154

The diffusion of m any products in addition to Hush Puppies seems to follow the 
same basic path. A few people initially use the product, but change happens in a hurry 
when the process reaches the m om ent of critical mass—what one author calls the tipping 
point.155 For example, Sharp introduced the first low-priced fax m achine in 1984 and
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Mashable named the Bed Intruder video one 
of the top internet memes of 2010.
Source: “Bed Intruder Song” by The Gregory 
Brothers and Antoine Dodson.

Net Profit

Big rewards await those who 
can identify memes or create 
new ones. Case in point: Ben 
Huh, a young entrepreneur, 

dipped into his own savings and bought a 
quirky site from two Hawaiian bloggers-the 
hugely successful I Can Has Cheezburgerthat 
pairs photos of cats with quirky captions. 
He realized that there’s a huge demand for 
content that satisfies people’s quirky crav
ings and now he’s expanded his empire-The 
Cheezburger N etw ork-to include 52 sites 
that serve up all kinds of offbeat humor. 
These include Fail Blog for photos and vid
eos of disastrous mishaps and There I Fixed It 
where people post photos of bad repair jobs. 
The network employs more than 40 people 
who scour the Web for new ideas to post. 
They are essentially meme miners who moni
tor cyberspace for themes that emerge on 
forums, blogs, and video sites. As the creator 
of a video series called “Know Your Meme” 
explained, “Cheezburger figures out what’s 
starting to get popular and then harvests the 
humor from the chaff. Things like Lolcats and 
Fail are easy to make, easy to spread and 
hit on an emotional level that crosses a lot 
of traditional boundaries.” The network 
takes its work seriously: It gets more than
18,000 submissions every day but accepts 
only about 1 percent of them. Of course, no 
one can guarantee that a meme will take off, 
and Cheezburger yanks about 20 percent of 
the sites it puts up-including Pandaganda, 
which collected images of pandas looking 
comically evil and sinister.156

sold about 80,000 in that year. There was a slow climb in the num ber of users for the next
3 years. Then, suddenly, in 1987 enough people had fax m achines that it m ade sense 
for everyone to have one, and Sharp sold a million units. Cell phones followed a similar 
trajectory. Do you rem em ber when you first heard about Twitter?

The viral nature of social media allows memes to spread much more rapidly today. 
For instance, Facebook memes include the popular "25 Things You Didn't Know About 
Me" and the use of several expressions such as FML ("f##k my life"), while texters often 
include shorthand phrases like LOL and OMG. In fact, FML made Facebook's Top Ten in 
its Facebook Memology list for 2009.

OBJECTIVE 10
Fashions follow cycles.

Cycles of Fashion Adoption
In the early 1980s, Cabbage Patch dolls were all the rage

............  among American children. Faced with a limited supply of the
product, some retailers reported near-riots among adults as 

they tried desperately to buy the dolls for their children. A Milwaukee deejay jokingly 
announced that people should bring catcher's mitts to a local stadium because an air
plane was going to fly overhead and drop 2,000 dolls. He told his listeners to hold up 
their American Express cards so their numbers could be photographed from the plane. 
More than two dozen anxious parents apparently didn't get the joke: They showed up in 
subzero weather, mitts in hand.157

The Cabbage Patch craze lasted for a couple of seasons before it eventually died out, 
and consumers moved on to other things, such as Teenage M utant Ninja Turtles, which 
grossed more than $600 million in 1989. The Mighty Morphin Power Rangers eventually 
replaced the Turtles, and Beanie Babies and Giga Pets in turn deposed them  before the 
invasion of Pokémon, followed by Yu-Gi-Oh! cards, Webkinz, and now Squinkies and 
Zoobles. Zoobles are the newest generation of "must have" toys. There are 180 different 
big-eyed animals from the land of "Petagonia"; each rolls into a ball that pops open to 
form a Zooble. To keep kids hooked, the next version will feature a line of m am a Zoobles 
with baby Zooblings in their bellies.158

Figure 14.4 illustrates that fashions begin slowly, but if they "make it," they diffuse 
rapidly through a market, peak, and then retreat into obscurity. We identify different 
classes of fashion when we look at the relative length of their acceptance cycles. Many 
fashions have a moderate cycle, taking several m onths or even years to work their way 
through the stages of acceptance and decline; others are extremely long lived or short 
lived.

A classic is a fashion with an extremely long acceptance cycle. It is in a sense "an
tifashion" because it guarantees stability and low risk to the purchaser for a long period

BED INTRUDER

SONG!!!
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Figure 14.4 COMPARISON 
OF THE AC CEPTANCE CYCLES 
OF FADS, FASHIONS,
AND CLASSICS

r

of time. Keds sneakers, introduced in 1917, appeal to those who are turned off by the 
high-fashion, trendy appeal of Nike or Reebok. When researchers asked consumers in 
focus groups to imagine what kind of building Keds would be, a common response was 
a country house with a white picket fence. In other words, consumers see the shoes as a 
stable, classic product. In contrast, participants described Nikes as steel-and-glass sky
scrapers to reflect that brand 's more m odern image.159

Fads: Here Today, Gone Tomorrow
A them e park in Japan offers "am usem ent baths" to visitors, including a wine bath, a 
green-tea bath, a coffee bath, a sake bath, and even a ram en-noodle bath. When they 
don their bathing suits and jump into the ram en bath (which looks like a soup bowl), 
they frolic in pepper-flavored water that contains collagen and garlic extracts the Japa
nese believe will improve the skin. A m an dressed as a chef dispenses noodle-shaped 
bath additives and soy sauce to everyone in the tub.160 A fad is a very short-lived fashion. 
Relatively few people adopt a fad product, but it can spread very quickly. Adopters may all 
belong to a common subculture, and the fad "trickles across" members but rarely breaks 
out of that specific group.

Fads often involve frivolous or "weird" behavior, and m any consum ers may not 
conform (see Chapter 11) as they refuse to participate (this may make the fad even 
more appealing to devotees). A pair of researchers recently studied adults who resist 
the Harry Potter craze. They find some of these consum ers avoid the Hogwarts world 
because they pride themselves on "not being taken in." These adults react negatively 
to the "evangelical" enthusiasts who try to convert them  to fandom. They recount the 
resentm ent of one newlywed on her honeym oon (as her new husband related in an 
essay): "My new page turning obsession did not go down too well with my new life 
partner. W hen on our first night in the Maldives and expecting some form of conjugal 
rites [she found] herself in second place to a fictional 11-year-old trainee wizard and 
something called the Sorting Hat."161

The streaking fad hit college campuses in the mid-1970s. This term described stu
dents who ran nude through classrooms, cafeterias, dorms, and sports venues. Although
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This Jim Beam ad illustrates the cyclical 
nature of fashion.
Source: Courtesy of Jim Beam Brands.
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the practice quickly spread across many campuses, it was primarily restricted to college 
settings. Streaking highlights several of a fad's “naked truths:"162

•  The fad is nonutilitarian—it does not perform any meaningful function.
•  The fad often spreads impulsively—people do not undergo stages of rational decision 

making before they join in.
•  The fad diffuses rapidly, gains quick acceptance, and dies.
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Now that you have finished reading this chapter you should 
understand why:

1. A  culture  is a so ciety’s personality; it shapes our 
identities as individuals.

A society's culture includes its values, ethics, and the m a
terial objects its members produce. It is the accumulation 
of shared meanings and traditions among members of a 
society. We describe a culture in terms of ecology (the way 
people adapt to their habitat), its social structure, and its 
ideology (including moral and aesthetic principles).

2. Myths are stories that express a culture’s values, and in 
modern times m arketing messages convey these values 
to members of the culture.

Myths are stories with symbolic elements that express the 
shared ideals of a culture. Many myths involve a binary 
opposition, defining values in terms of what they are and 
what they are not (e.g., nature versus technology). Adver
tising, movies, and other media transm it m odern myths.

3. Many of our consumption activities, including holiday 
observances, groom ing, and gift-giving, are rituals.

A ritual is a set of multiple, symbolic behaviors that occur 
in a fixed sequence and that we repeat periodically. Ritual 
is related to many consum ption 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 marks 
the transition from one role to another. These passages 
typically entail the need to acquire ritual artifacts to facili
tate the transition. Modern rites of passage include grad
uations, fraternity initiations, weddings, debutante balls, 
and funerals.

4. W e describe products as either sacred or profane, and 
some products move back and forth between the two 
categories.

We divide consumer activities into sacred and profane do
mains. Sacred phenom ena are "set apart" from everyday 
activities or products. Sacralization occurs when we set 
apart everyday people, events, or objects from the ordi
nary. Objectification occurs when we ascribe sacred quali
ties to products or items that sacred people once owned. 
Desacralization occurs w hen formerly sacred objects or 
activities becom e part of the everyday, as when com 
panies reproduce "one-of-a-kind" works of art in large 
quantities.

CHAPTER SUMMARY

5. Styles are like m irrors that reflect underlying cultural 
conditions.

The styles prevalent in a culture at any point in time reflect 
underlying political and social conditions. We term  the 
set of agents responsible for creating stylistic alternatives 
a culture production system. Factors such as the types of 
people involved in this system and the am ount of com pe
tition by alternative product forms influence the choices 
that eventually make their way to the marketplace for con
sideration by end consumers.

6. We distinguish between high and low culture.

Social scientists distinguish  betw een high (or elite) 
forms and low (or popular) forms of culture. Products 
of popular culture tend  to follow a cultural form ula 
and contain predictable com ponents. However, these 
d istinctions blur in m odern  society as m arketers in 
creasingly incorporate imagery from "high art" to sell 
everyday products.

7. Many modern m arketers are reality engineers.

Reality engineering occurs when marketers appropriate 
elements of popular culture 1o use in their promotional 
strategies. These elem ents include sensory and spa
tial aspects of everyday existence, whether in the form 
of products that appear in movies, scents pum ped into 
offices and stores, billboards, theme parks, or video m oni
tors attached to shopping carts.

8. New products, services, and ideas spread through a 
population and different types of people are more or 
less likely to adopt them.

Diffusion of innovations refers to the process whereby a 
new product, service, or idea spreads through a popula
tion. Innovators and early adopters are quick to adopt 
new products, and laggards are very slow. A consum er's 
decision to adopt a new product depends on his or her 
personal characteristics as well as on characteristics of 
the innovation itself. We are more likely to adopt a new 
product if it dem ands relatively little behavioral change, 
is easy to understand, and provides a relative advantage 
compared to existing products.

9. Many people and organizations play a role in the fashion 
system  th a t crea tes and com m unicates sym bolic 
meaning to consum ers.

The fashion system includes everyone involved in creat
ing and transferring symbolic: meanings. Many different
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products express com m on cultural categories (e.g., gen
der distinctions). Many people tend to adopt a new style 
sim ultaneously in a process of collective selection. Ac
cording to m em e theory, ideas spread through a popula
tion in a geometric progression m uch as a virus infects 
many people until it reaches epidemic proportions. Other 
perspectives on m otivations for adopting new styles

include psychological, economic, and sociological m od
els of fashion.

10. Fashions follow cycles.

Fashions follow cycles that resemble the product life cycle. 
We distinguish the two extremes of fashion adoption, clas
sics and fads, in terms of the length of this cycle.

KEY TERMS

acceptance cycles, 588 custom, 551 more, 551
advergaming, 579 desacralization, 569 myth, 553
antifestival, 562 diffusion of innovations, 581 objectification, 566
art product, 573 discontinuous innovation, 584 observability, 584
binary opposition, 555 dynamically continuous innovation, 584 plinking™, 580
classic, 588 early adopters, 583 pretailer, 573
collecting, 566 fad, 589 product placement, 579
compatibility, 584 fashion, 585 profane consumption, 565
complexity, 584 fashion system, 585 reality engineering, 575
contamination, 566 fortress brands, 559 reciprocity norm, 560
continuous innovation, 583 gadget lovers, 559 relative advantage, 584
conventions, 552 gift-giving ritual, 560 rites of passage, 563
cooptation, 569 grooming rituals, 559 ritual, 557
craft product, 573 hoarding, 566 ritual artifacts, 559
crescive norms, 551 innovation, 581 sacralization, 565
cultural formula, 574 innovators, 582 sacred consumption, 565
cultural gatekeepers, 572 laggards, 582 superstitions, 558
cultural selection, 570 late adopters, 582 tipping point, 587
culture, 549 m eme theory, 587 trialability, 584
culture production system (CPS), 571 monomyth, 556 trickle-down theory, 587

REVIEW

1 What is culture? List three dimensions that social scientists 
use to describe a culture and give an example of each.

2 A m yth is a special kind of story. What makes it special? 
What is an example of a modern myth?

3 Give an example of a marketer that uses the principle of 
binary opposition.

4 What is a ritual? Describe three kinds of rituals and provide 
an example of each.

5 List the three stages of a ritual.
6 What is the difference between sacred and profane con

sumption? Provide one example of each.
7 How is a collection sacred? What is the difference between 

collecting and hoarding?
8 What is collective selection? Give an example.
9 Describe a culture production system and list its three 

components. W hat is an example of a CPS with these three 
components?

10 Define a cultural gatekeeper, and give three examples.
11 Describe the difference between arts and crafts.
12 What is a cultural formula? Give an example.

13 Define product placem ent and list three examples of it. 
How is this practice the same or different from branded 
entertainment?

14 What is advergaming? Give an example.
15 What is the diffusion of innovations?
16 Who are innovators? Early adopters? Laggards?
17 Describe the differences among continuous innovations, 

dynamically continuous innovations, and discontinuous 
innovations, and provide an example of each. Which type 
are consumers least likely to adopt as an innovation?

18 What are the differences among fashion, a fashion, and in 
fashion?

19 Summarize some of the major approaches we can use to 
understand fashion from the perspectives of psychologists, 
economists, and sociologists.

20 What is an example of a meme?
21 What is the trickle-down effect? List some reasons why this 

theory is no longer as valid as it used to be.
22 What is the difference between a fad, a fashion, and a clas

sic fashion life cycle?
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CONSUMER BEHAVIOR CHALLENGE

■  DISCUSS

1 A culture is a society's personality. If your culture were a 
person, how would you describe its personality traits?

2 This chapter argues that not all gift-giving is positive. In 
what ways can this ritual be unpleasant or negative?

3 For many, Disney is a sacred place. Do you agree? Why or 
why not?

4 Describe the three stages of the rite of passage associated 
with graduating from college.

5 Have you ever given yourself a gift? If so, why did you do it 
and how did you decide what to get?

6 "Fraternity hazing is simply a natural rite of passage that 
universities should not try to regulate." Do you agree?

7 Identify the ritualized aspects of football that advertising 
uses.

8 "Christmas has become simply another opportunity to ex
change gifts and stimulate the economy." Do you agree? 
Why or why not?

9 Bridal registries specify very clearly the gifts that the couple 
wants. How do you feel about this practice? Should people 
actually specify what you should buy for them, or should a 
gift be a more personal expression from you?

10 Rituals provide us with a sense of order and security. In 
a study of the drinking rituals of college students, the re
searchers found that drinking imposed order in students' 
daily lives—from the completion of assignments to what and 
when to eat. In addition, ritualizing an activity such as drink
ing provides security and fellowship at a time fraught with 
confusion and turbulent change. Obviously, though, there's 
a dark side to drinking rituals. Consider the highly publicized 
death of an MIT student who died 3 days after he fell into 
an alcohol-induced coma as the result of a fraternity pledge. 
Indeed, although binge drinking is a ritual many college stu
dents practice, critics have described it as the most signifi
cant health hazard on college campuses today.163 What role 
does drinking play in the social life on your campus? Based 
on your experience, how does it fit into rituals of college life? 
Should these practices be changed? If so, how?

11 W atchdog groups have long decried product placements 
because they blur the line between content and advertis
ing without adequately informing viewers. The networks 
themselves appear to be divided on how far they want to 
open the gate. According to one study, the effectiveness of 
product placem ent varies by product category and type of 
placement. Consumers indicate that product placements 
have the m ost influence on their grocery, electronics, 
and apparel purchases. The most common platform for a 
placem ent is to get a brand shown on a T-shirt or other 
piece of an actor's w ardrobe.164 What do you think about 
this practice? Under what conditions is product placement 
likely to influence you and your friends? When (if ever) is it 
counterproductive?

12 Is advertising an art or a craft? Which should it be?

13 Movie com panies often conduct market research when 
they produce big-budget films. If necessary, they will re
shoot part of a movie when viewers say they don 't like it. 
Some people oppose this practice: They claim that movies, 
or books, songs, plays, and other artistic endeavors should 
not conform to what the market wants, lest they sacrifice 
their integrity. What do you think?

14 Comment on the growing practice of reality engineering. 
Do marketers "own" our culture? Should they?

15 Boots with 6-inch heels were a fashion rage among young 
lapanese women a few years ago. Several teens died after 
they tripped over their shoes and fractured their skulls. 
However, followers of the style claimed they were willing 
to risk twisted ankles, broken bones, bruised faces, and 
other dangers the platform shoes causes. One teenager 
said, "I've fallen and twisted my ankle many times, but they 
are so cute that I w on't give them up until they go out of 
fashion."165 Many consumers around the world seem will
ing to suffer for the sake of fas hion. Others argue that we 
are merely pawns in the hands of designers, who conspire 
to force unwieldy fashions dov/n our throats. What do you 
think? What is and what should be the role of fashion in our 
society? How important is it for people to be in style? What 
are the pros and cons of keeping up with the latest fashions? 
Do you believe that we are at the mercy of designers?

16 One of the most controversial intersections between market
ing and society occurs when companies provide "educational 
materials" to schools.166 Many fir ms, including Nike, Hershey, 
Crayola, Nintendo, and Foot Loc ker, provide free book covers 
swathed in ads. Standard art supplies, blocks, trucks, and dolls 
get supplemented with Milton Bradley and Care Bears work
sheets, Purell hand-cleaning activities, and Pizza Hut reading 
programs. Clearasil provides sample packets of its acne medi
cation along with brochures to educate high school students 
about proper skin care; the handouts also direct students to 
the Clearasil Web site where they can also register for music 
downloads and iPods. Other companies contract with schools 
to run focus groups with their students during the school day 
in order to get reactions to new product ideas. Some schools 
encourage kids to practice their math as they count Tootsie 
Rolls, and the kids use reading software that bears the logos of 
Kmart, Coke, Pepsi, and Cap'n Crunch cereal. Many educa
tors argue that these materials are a godsend for resource-poor 
schools that otherwise could not provide computers and other 
goodies to their students. However, a California law bans the 
use of textbooks with brand names and company logos. This 
legislation was prompted by complaints from parents about 
a middle-school math book that uses names such as Barbie, 
Oreos, Nike, and Sony PlayStation in word problems. What's 
your position on these practices? Should corporations be al
lowed to promote their products in schools in exchange for 
donations of educational materials, computers, and so on?
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■  APP LY

1 When you go out on a first date, identify the crescive norms 
that you follow. Write a report (preferably when the date is 
over) describing specific behaviors each person performed 
that made it clear you were on a first date. What products 
and services do those norms affect?

2 Interview people you know about any "magic” items they 
own (e.g., how many of your friends have a lucky charm or 
hang a St. Christopher medal or some other object from 
their rearview mirrors?). Get them to describe their feelings 
about these objects and tell how they acquired their magi
cal properties. How would they feel if they lost these special 
items?

3 Identify modern-day myths that corporations create. How 
do they communicate these stories to consumers?

4 Interview people you know who collect some kind of 
object. How do they organize and describe their collec
tions? Do you see any evidence of sacred versus profane 
distinctions?

5 Ask friends to describe an incident in which they received a 
gift they thought was inappropriate. Why did they feel this 
way, and how did this event influence the relationship be
tween them  and the gift giver?

6 The chapter m entions the Hush Puppy shoe fad. Clearly, 
it's a m atter of time before consum ers tire of these shoes 
and move on. What can the company do to prolong the life 
of this brand?

7 If you were a consultant to a toy company, what would you 
forecast as the next big trend in this market? Survey toy 
stores and watch what kids play with to help you with your 
prediction.

8 How might the rise of peer-to-peer music sharing influ
ence the structure of the music CPS? One guess is that this 
m ethod erodes the dom inance of the big labels because 
listeners are more likely to access music from lesser-known 
groups. Survey your friends to determ ine whether this in 
fact is happening. Do they listen to a wider variety of artists, 
or simply download more from the big-time groups?

9 Read several rom ance or action novels to see if you can 
identify a cultural formula at work. Do you see parallels 
among the roles different characters play (e.g., the hero, 
the evildoer, the temptress, etc.)?

10 Watch 12 hours of TV and keep a log of all product place
ments you see. What are the dom inant products that shows 
insert?

My M arketi ngLab Now that you have completed this chapter, return to www
.pearsonglobaleditions.com/mymarketinglab to apply concepts and explore the additional study materials.

Case Study
SLUMDOG: FAD OR FASHION?
"And the Oscar goes to ... Slumdog Millionaire." This line was 
delivered eight times in Hollywood at the 81st Annual Academy 
Awards. Not bad for a film produced on a shoestring budget of 
$15 million—a pittance by Hollywood standards. It is the story 
of a young m an from the slums of Mumbai who overcomes all 
odds to beat a television quiz show (the Indian equivalent of the 
show "Who Wants to be a Millionaire?") and wins an award of 
20,000,000 rupees.

The movie was a hit with worldwide critics, but the audi
ence reaction in India was mixed. Many Indians claim that this 
movie cannot be considered a credit to India because its direc
tor is British, and the lead actor, Dev Patel, is also from England. 
However, Indians are proud of A. R. Rahjman, a well-known 
Indian musician, for his Oscar-winning film score.

It's hard to deny that the film turned the world's attention 
to India. Some were excited by the global interest, but others

were not pleased. They felt that the film did not depict the 
"real" India. Many from Dharavi, the M umbai slum featured 
in the film, protested that the nam e "Slumdog" was deroga
tory. In an interview, director Danny Boyle responded, "ba
sically it's a hybrid of the word 'underdog '—and everything 
that m eans in terms of rooting for the underdog and validating 
his trium ph—and the fact that he obviously comes from the 
slums."

W hatever one's attitudes toward the filmmakers' rights 
to portray poverty and injustice in India, it cannot be argued 
that the film increased awareness of what UNICEF estimates as
11 million children who currently live on the streets of India. In 
fact, Slumdog has been credited with inspiring a boost in do
nations to organizations that fight hom elessness in India, in
cluding Railway Children, SOS, Children's Villages of India, and 
Save the Children. Railway Children reports Web site visits at
10 times what they were before the film, and many other groups 
report an increase in donations as well.
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DISCUSSION Q UESTIO NS

1 Can you give specific examples of how Slumdog Millionaire 
is part of the culture production system? Specifically, what 
are the three major subsystems and who are the cultural 
gatekeepers in this context?

2 What does it m ean that critics of the film are concerned 
about India's underlying "cultural category?"

3 How do you predict the film's success will influence the 
popularity of Bollywood productions—will it spark a fad or 
a fashion?

Sources: http://www.bollywoodworld.com/, accessed June 23, 2011; Nithin 
Belle, “New-Found Celebrity Status of the Three Slumdog Children May 
Get Upset,” McClatchy-Tribune Business News (February 24, 2009); Gigil 
Varghese, "Better Times Await Child Stars," McClatchy-Tribune Business 
News (March 3, 2009); Fareed Zakaria, "A Slumdog in Heat," Newsweek
153, no. 6 (February 9, 2009); Niraj Sheth and Eric Bellman, "Slumdog 
Success Gets Mixed Reviews in India," Wall Street Journal (February 24,
2009); "Success of Slumdog Millionaire Is Aiding Charities,” PR Newswire 
(March 3, 2009).
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ABC model of attitudes a multidimensional 
perspective stating that attitudes are 
jointly defined by affect, behavior, and 
cognition

Abandoned products grocery items that 
shoppers buy but never use 

Absolute threshold the minimum amount 
of stimulation that can be detected on 
a given sensory channel 

Acceptance cycles a way to differenti
ate among fashions in terms of their 
longevity

Accommodative purchase decision the pro
cess of using bargaining, coercion, 
compromise, and the wielding of power 
to achieve agreement among group 
members who have different prefer
ences or priorities 

Acculturation the process of learning the 
beliefs and behaviors endorsed by an
other 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 

Activity stores a retailing concept that lets 
consumers participate in the produc
tion of the products or services being 
sold in the store 

Actual self a person's realistic appraisal of 
his or her qualities 

Adaptation the process that occurs when a 
sensation becomes so familiar that it no 
longer commands attention 

Advei^aming online games merged with in
teractive advertisements that let compa
nies target specific types of consumers 

Advertising wear-out the condition that oc
curs when consumers become so used 
to hearing or seeing a marketing stimu
lus that they no longer pay attention to it 

Affect the way a consumer feels about an 
attitude object 

Affluenza well-off consumers who are 
stressed or unhappy despite of or even 
because of their wealth 

Age cohort a group of consumers of approx
imately the same age who have under
gone similar experiences

Agentic goals an emphasis on self-assertion 
and mastery, often associated with tra
ditional male gender roles 

AlOs (activities, interests, and opinions) the 
psychographic variables researchers 
use to group consumers 

Allegory a story told about an abstract trait 
or concept that has been personified as 
a person, animal, or vegetable 

Alternate-reality game (ARG) an application 
that blends online and off-line clues 
and encourages players to collaborate 
to solve a puzzle 

Anchoring a concept in behavioral econom
ics that refers to a number that people 
use as a standard for future judgments 

Androgyny the possession of both mascu
line and feminine traits 

Animism cultural practices whereby in
animate objects are given qualities that 
make them somehow alive 

Antibrand communities groups of consum
ers who share a common disdain for a 
celebrity, store, or brand 

Anticonsumption the actions taken by con
sumers involving the deliberate deface
ment or mutilation of products 

Antifestival an event that distorts the sym
bols associated with other holidays 

A pproach-approach con flict a person 
must choose between two desirable 
alternatives 

Approach-avoidance conflict a person de
sires a goal but wishes to avoid it at the 
same time

Archetypes a universally shared idea or 
behavior 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 reference group high-profile 
athletes and celebrities used in market
ing efforts to promote a product 

Associative network a memory system that 
organizes individual units of informa
tion according to some set of relation
ships; may include such concepts as 
brands, manufacturers, and stores 

Asynchronous interactions message posts 
that don't require all participants to re
spond immediately

Atmospherics the use of space and physical 
features in store design to evoke certain 
effects in buyers 

Attention the assignment of processing ac
tivity to selected stimuli 

Attentional gcite a process whereby infor
mation reuained for further processing 
is transferred from sensory memory to 
short-term memory 

Attitude a lasting, general evaluation of 
people (including oneself), objects, or 
issues

Attitude objec t (AJ anything toward which 
one has ari attitude 

Attitude toward the act of buying (Aact)
the perceived consequences of a 
purchase

Audio waterm arking a technique where 
composers and producers weave dis
tinctive sound/motif into a piece of 
music that sticks in people's minds over 
time

Augmented reality technology applications 
that layer digital information over a 
physical space to add additional infor
mation for users 

Autonomic decision when one family mem
ber choos es a product for the whole 
family

Avatar manifestation of a 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 choice sit
uation where both alternatives are 
undesirable 

Avoidance groups reference groups that ex
ert a negative influence on individuals 
because they are motivated to distance 
themselves from group members 

B2C e-commerce businesses selling to con
sumers through electronic marketing 

Baby Boomer a large cohort of people 
born between the years of 1946 
and 1964 who are the source of many 
im portant cultural and economic 
changes

Badges evidence of some achievement 
consumers display either in the physi
cal world or on social platforms 

Balance theory a theory that considers rela
tions among elements a person might 
perceive as belonging together, and
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people's tendency to change relations 
among elements in order to make them 
consistent or "balanced"

Basking in reflected glory the practice of 
publicizing connections with success
ful people or organizations to enhance 
one's own standing 

Beacon a code that companies embed in 
people's hard drives that captures what 
they type on Web sites to assist in be
havioral targeting 

Behavior a consumer's actions with regard 
to an attitude object 

Behavioral economics the study of the be
havioral determ inants of economic 
decisions

Behavioral influence perspective the view 
that consumer decisions are learned 
responses to environmental cues 

Behavioral learning theories the perspec
tives on learning that assume that 
learning takes place as the result of re
sponses to external events 

Behavioral pricing research that looks at 
how consumers respond to and use 
price in their perceptual processes 

Behavioral targeting e-commerce marketers 
serve up customized ads on Web sites 
or cable TV stations based on a custom
er's prior activity 

Being space a retail environment that 
resembles a residential living room 
where customers are encouraged to 
congregate 

Binary opposition a defining structural char
acteristic of many myths in which two 
opposing ends of some dimension are 
represented (e.g., good versus evil, na
ture versus technology)

Bioterrorism a strategy to disrupt the na
tion’s food supply with the aim of creat
ing economic havoc 

Blissful ignorance effect states that people 
who have details about a product be
fore they buy it do not expect to be as 
happy with it as do those who got only 
ambiguous information 

Blogs messages posted online in diary 
form

Body cathexis a person's feelings about as
pects of his or her body 

Body dysmorphic disorder an obsession with 
perceived flaws in appearance 

Body image a consumer's subjective evalu
ation of his or her physical self 

Boomerang kids grown children who return 
to their parents' home to live 

Bounded rationality a concept in behavioral 
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 advocates consumers who supply 
product reviews online 

Brand community a set of consumers who 
share a set of social relationships based 
on usage or interest in a product 

Brand equity a brand that has strong posi
tive associations in a consumer's mem
ory and commands a lot of loyalty as a 
result

Brand loyalty repeat purchasing behavior 
that reflects a conscious decision to 
continue buying the same brand 

Brand-name imprinting linking a brand to a 
category in memory 

Brand personality a set of traits people 
attribute to a product as if it were a 
person

Brand prominence the display of blatant sta
tus symbols to insure that others recog
nize one's luxury brands 

Brandfests a corporate-sponsored event in
tended to promote strong brand loyalty 
among customers 

BRIC the bloc of nations with very rapid 
economic development: Brazil, Russia, 
India, and China 

Bromance a relationship characterized by 
strong affection between two straight 
males

Business ethics rules of conduct that guide 
actions in the marketplace 

Business-to-business (B2B) e-commerce
internet interactions between two or 
more businesses or organizations 

Business-to-business (B2B) m arketers
specialists in meeting the needs of 
organizations such as corporations, 
government agencies, hospitals, and 
retailers

Buyclass theory of purchasing a framework 
that characterizes organizational buy
ing decisions in terms of how much 
cognitive effort is involved in making a 
decision

Buyer the person who actually makes the 
purchase

Buying center the part of an organiza
tion charged with making purchasing 
decisions

C2C e-commerce consumer-to-consumer 
activity through the Internet 

Category exemplars brands that are par
ticularly relevant examples of a broader 
classification 

Chavs British term that refers to young, 
lower-class men and women who mix 
flashy brands and accessories from 
big names such as Burberry with track 
suits

Chunking a process in which information 
is stored by combining small pieces of 
information into larger ones 

Classic a fashion with an extremely long ac
ceptance cycle 

Classical conditioning the learning that 
occurs when a stimulus eliciting a re
sponse is paired with another stimulus 
that initially does not elicit a response 
on its own but will cause a similar re
sponse over time because of its associa
tion with the first stimulus 

Closure principle the Gestalt principle that 
describes a person's tendency to sup
ply missing information in order to per
ceive a holistic image 

Co-branding strategies linking products to
gether to create a more desirable con
notation in consumer minds 

Co-consumers other patrons in a consumer 
setting

Coercive power influence over another per
son due to social or physical intimida
tion cohesiveness 

Cognition the beliefs a consumer has about 
an attitude object 

C ognitive learning th e o ry approaches 
that stress the importance of inter
nal mental processes. This perspec
tive views people as problem solvers 
who actively use information from the 
world around them to master their 
environment 

Cognitive processing style a predisposition 
to process information. Some of us 
tend to have a rational system of cogni
tion that processes information ana
lytically and sequentially using roles of 
logic, while others rely on an experien
tial system of cognition that processes 
information more holistically and in 
parallel

Cohesiveness the degree to which members 
of a group are attracted to each other 
and how much each values their mem
bership in this group 

Collecting the systematic acquisition of a 
particular object or set of objects 

Collective value creation the process 
whereby brand community members 
work together to develop better ways to 
use and customize products 

Communal goals an emphasis on affiliation 
and the fostering of harmonious rela
tions, often associated with traditional 
female gender roles 

Communications model a framework speci
fying that a number of elements are 
necessary for communication to be 
achieved, including a source, message, 
medium, receivers, and feedback
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Community in a digital context, a group of 
people who engage in supportive and 
sociable relationships with others who 
share one or more common interests 

Comparative advertising a strategy in which 
a message compares two or more spe
cifically named or recognizably pre
sented brands and makes a comparison 
of them in terms of one or more specific 
attributes

Comparative influence the process whereby 
a reference group influences decisions 
about specific brands or activities 

Compatibility in the context of diffusion of 
innovations, the extent to which a new 
product fits with a consumer's preexist
ing lifestyle 

Compensatory decision rules a set of rules 
that allows information about attributes 
of competing products to be averaged 
in some way; poor standing on one at
tribute can potentially be offset by good 
standing on another 

Complexity in the context of diffusion of 
innovation, the extent to which a new 
product is difficult to use or to integrate 
into a person's daily life 

Compliance we form an attitude because 
it helps us to gain rewards or avoid 
punishment 

Compulsive consumption the process of re
petitive, often excessive, shopping used 
to relieve tension, anxiety, depression, 
or boredom 

Computer-mediated environment immersive 
virtual worlds 

Conditioned response (CR) a response to a 
conditioned stimulus caused by the 
learning of an association between a 
conditioned stimulus (CS) and an un
conditioned stimulus (UCS)

Conditioned stimulus (CS) a stimulus that 
produces a learned reaction through 
association over time 

Conformity a change in beliefs or actions 
as a reaction to real or imagined group 
pressure

Connexity a lifestyle term coined by the ad
vertising agency Saatchi & Saatchi to 
describe young consumers who place 
high value on being both foot-loose and 
connected

Conscientious consumerism a new value that 
combines a focus on personal health 
with a concern for global health 

Consensual purchase decision a decision in 
which the group agrees on the desired 
purchase and differs only in terms of 
how it will be achieved 

Consideration set the products a consumer 
actually deliberates about choosing

Conspicuous consumption the purchase and 
prominent display of luxury goods to 
provide evidence of a consumer's abil
ity to afford them 

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/or 
disposes of the product 

Consumer addiction a physiological and/or 
psychological dependency on products 
or services

Consumer behavior the processes involved 
when individuals or groups select, pur
chase, use, or dispose of products, ser
vices, 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 confusion in legal contexts, the 
likelihood that one company's logo, 
product design, or package is so simi
lar to another that the typical shopper 
would mistake one for the other 

Consumer hyperchoice a condition where 
the large number of available options 
forces us to make repeated choices that 
drain psychological energy and dimin
ish our ability to make smart decisions 

Consumer identity renaissance the redefini
tion 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 

Consum er socialization the process by 
which people acquire skills that enable 
them to function in the marketplace 

Consumerspace marketing environment 
where customers act as partners with 
companies to decide what the market
place will offer 

Consumer style a pattern of behaviors, at
titudes, and opinions that influences all 
of a person's consumption activities— 
including attitudes toward advertis
ing, preferred channels of information 
and purchase, brand loyalty, and price 
consciousness 

Consumer tribe group of people who share a 
lifestyle and who can identify with each 
other because of a shared allegiance to 
an activity or a product 

Consumption com m unities Web groups 
where members share views and prod
uct recommendations online

Consumption constellation a set of products 
and activities used by consumers to de
fine, communicate, and perform social 
roles

Contamination when a place or object takes 
on sacred qualities because of its asso
ciation with another sacred person or 
event

Contemporary Young Mainstream Female 
Achievers ICYMFA) modern women who 
assume multiple roles 

Continuous in novation a modification of an 
existing product 

Contrast stimuli that differ from others 
around them 

Conventions norms that regulate how we 
conduct our everyday lives 

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 c ommon general values held 
by a culture 

Cosmopolitanism a cultural value that em
phasizes being open to the world and 
striving for diverse experiences 

Cosplay a form of performance art in which 
participants wear elaborate costumes 
that represent a virtual world avatar or 
other fictional character 

Cougars older women who date younger 
men

Country of origin original country from 
which a product is produced. Can be 
an important piece of information in 
the decision-making process 

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 pro
duction, and it is easier to understand 
than an art product 

Creolization foreign influences are absorbed 
and integrated with local meanings 

Crescive norms unspoken rules that govern 
social behavior 

Crowdsourcing similar to a firm that out
sources production to a subcontractor; 
companies call upon outsiders from 
around the world to solve problems 
their own scientists 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 formula a sequence of media 
events in which certain roles and props 
tend to occur consistently
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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 oth
ers by cultural gatekeepers 

Culture the values, ethics, rituals, tradi
tions, material objects, and services 
produced or valued by the members of 
a society

Culture jamming the defacement or altera
tion of advertising materials as a form of 
political expression 

Culture of participation the driving philoso
phy behind social media that includes a 
belief in democracy, the ability to freely 
interact with other people, companies 
and organization, open access to ven
ues that allows users to share content 
from simple comments to reviews, rat
ings, photos, stories, and more, and the 
power to build on the content of others 
from your own unique point of view 

Culture production system (CPS) the set of 
individuals and organizations respon
sible for creating and marketing a cul
tural product 

Custom a norm that controls basic be
haviors, such as division of labor in a 
household 

Customer networks groups in companies 
and families that customer networks 
invest in products and services to help 
them reach collective identity goals 

Cyberbullying when one or more people 
post malicious comments online about 
someone else in a coordinated effort to 
harass them 

Cybermediary intermediary that helps to 
filter and organize online market in
formation so that consumers can iden
tify and evaluate alternatives more 
efficiently 

Cyberplace an online social community 
Database m arketing 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 pro
duced by learning decrease over time 

Decision polarization the process whereby 
individuals' choices tend to become 
more extreme (polarized), in either a 
conservative or risky direction, follow
ing group discussion of alternatives 

Deethnicization process whereby a product 
formerly associated with a specific eth
nic group is detached from its roots and 
marketed to other subcultures

Deindividuation the process whereby indi
vidual identities get submerged within 
a group, reducing inhibitions against 
socially inappropriate behavior 

Democracy in a social media context, a term 
that refers to rule by the people; com
munity leaders are appointed or elected 
based on their demonstrated ability to 
add value to the group 

Demographics the observable measure
ments of a population's characteristics, 
such as birthrate, age distribution, and 
income

Desacralization the process that occurs 
when a sacred item or symbol is re
moved from its special place, or is 
duplicated in mass quantities, and be
comes profane as a result 

Determinant attributes the attributes actu
ally used to differentiate among choices 

Differential threshold the ability of a sensory 
system to detect changes or differences 
among stimuli 

Diffusion of innovations the process whereby 
a new product, service, or idea spreads 
through a population 

Digital divide the gulf between wealthy and 
poor people in terms of online access 

Digital native young people who have grown 
up with computers and mobile technol
ogy; multitaskers with cell phones, mu
sic downloads, and instant messaging 
on the Internet. Who are comfortable 
communicating online and by text and 
IM rather than by voice 

Digital virtual consumption (DVC) purchases 
of virtual goods for use in online games 
and social communities 

DINKS acronym for Double Income, No 
Kids; a consumer segment with a lot of 
disposable income 

Discontinuous innovation a new product or 
service that radically changes the way 
we live

Discretionary income the money available 
to a household over and above that re
quired for necessities 

Divestment rituals the steps people take to 
gradually distance themselves from 
things they treasure so that they can sell 
them or give them away 

Doppelgänger brand image a parody of a 
brand posted on a Web site that looks like 
the original but is in fact a critique of it 

Drive the desire to satisfy a biological need 
in order to reduce physiological arousal 

Drive theory concept that focuses on bio
logical needs that produce unpleasant 
states of arousal 

Dynamically continuous innovation a signifi
cant change to an existing product

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 

Echo boom ers people born between 
1986-2002, also known as Gen Y and 
Millennials 

Economics of information perspective in 
which advertising is an important 
source of consumer information em
phasizing the economic cost of the time 
spent searching for products 

Ego the system that mediates between the 
id and the superego 

Ego-defensive function attitudes we form to 
protect ourselves either from external 
threats or internal feelings 

80/20 rule a rule-of-thumb in volume 
segmentation, which says that about
20 percent of consumers in a product 
category (the heavy users) account for 
about 80 percent of sales 

Elaborated codes the ways of expressing 
and interpreting meanings that are 
more complex and depend on a more 
sophisticated worldview, which tend to 
be used by the middle and upper classes 

Elaboration likelihood model (ELM) the ap
proach that one of two routes to per
suasion (central versus peripheral) will 
be followed, depending on the per
sonal relevance of a message; the route 
taken determines the relative impor
tance of the message contents versus 
other characteristics, such as source 
attractiveness 

Elaborative rehearsal a cognitive process 
that allows information to move from 
short-term memory into long-term 
memory by thinking about the mean
ing of a stimulus and relating it to other 
information already in memory 

Electronic recommendation agent a software 
tool that tries to understand a human 
decision maker's multiattribute pref
erences for a product category by ask
ing the user to communicate his or her 
preferences. Based on that data, the 
software then recommends a list of al
ternatives sorted by the degree that they 
fit with the person's preferences 

Embeds tiny figures inserted into magazine 
advertising by using high-speed pho
tography or airbrushing. These hidden 
figures, usually of a sexual nature, sup
posedly exert strong but unconscious 
influences on innocent readers 

Emic perspective an approach to studying for 
(or marketing to) cultures that stresses 
the unique aspects of each culture
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Encoding the process in which information 
from short-term memory enters into 
long-term memory in a recognizable 
form

Enculturation the process of learning the 
beliefs and behaviors endorsed by one's 
own culture 

Episodic memories memories that relate to 
personally relevant events; this tends to 
increase a person's motivation to retain 
these memories 

Ethnic subculture a self-perpetuating group 
of consumers held together by common 
cultural ties 

Ethnocentrism the belief in the superiority 
of one's own country's practices and 
products

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 a transaction in which two or 
more organizations or people give and 
receive something of value 

Expectancy disconfirmation model states that 
we form beliefs about product perfor
mance based on prior experience with 
the product and/or communications 
about the product that imply a certain 
level of quality; when something per
forms the way we thought it would, we 
may not think much about it. If it fails to 
live up to expectations, this may create 
negative feelings. On the other hand, we 
are satisfied if performance exceeds our 
initial expectations 

Expectancy theory the perspective that be
havior is largely "pulled" by expecta
tions of achieving desirable outcomes, 
or positive incentives, rather than 
"pushed" from within 

Experience the result of acquiring and pro
cessing stimulation over time 

Experiential hierarchy of effects an attitude 
is initially formed on the basis of a raw 
emotional reaction 

Experiential perspective an approach stress
ing the Gestalt or totality of the prod
uct or service experience, focusing on 
consumers' affective responses in the 
marketplace 

E xp e rt pow er influence over others 
due to specialized knowledge about 
a subject

Exposure an initial stage of perception dur
ing which some sensations come within 
range of consumers' sensory receptors 

Extended family traditional family struc
ture 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 per
ceived risk; the consumer tries to collect 
as much information as possible, and 
carefully weighs product alternatives 

Extended self the external objects we con
sider a part of our self-identity 

Extinction the process whereby a learned 
connection between a stimulus and re
sponse is eroded so that the response is 
no longer reinforced 

Fad a very short-lived fashion 
Family branding an application of stimulus 

generalization when a product capital
izes on the reputation of its manufac
turer's name 

Family financial officer (FFO) the individual 
in the family who is in charge of making 
financial decisions 

Family identity the definition of a household 
by family members that it presents to 
members and to those outside the fam
ily unit

Fam ily life cycle (FLC) a classification 
scheme that segments consumers in 
terms of changes in income and fam
ily composition and the changes in de
mands placed on this income 

Fantasy a self-induced shift in conscious
ness, often focusing on some unattain
able or improbable goal; sometimes 
fantasy is a way of compensating for a 
lack of external stimulation or for dis
satisfaction with the actual self 

Fashion the process of social diffusion by 
which a new style is adopted by some 
group(s) of consumers 

Fashion system those people and organi
zations involved in creating symbolic 
meanings and transferring these mean
ings to cultural goods 

Fattism a preference for thin people and/ 
or discrimination against overweight 
people gender-bending products 

Fear appeals an attempt to change atti
tudes or behavior through the use of 
threats or by highlighting negative con
sequences of noncompliance with the 
request

Feature creep the tendency of manufac
turers to add layers of complexity to 
products that make them harder to un
derstand and use

Fertility rate a rate determined by the num
ber of births per year per 1,000 women 
of childbearing age 

Figure-ground principle the Gestalt principle 
whereby one part of a stimulus configu
ration dominates a situation whereas 
other aspects recede into the background 

Fixed-interval reinforcement after a speci
fied time period has passed, the first 
response an organism makes elicits a 
reward

Fixed-ratio reinforcem ent reinforcement 
occurs only after a fixed number of 
responses

Flaming a violation of digital etiquette to 
express when a post is written in all 
capital letters 

Flashmobs a g;roup of people who converge 
on a physical location to perform some 
act "spont aneously" and then disperse 

Flows exchanges of resources, information, 
or influence among members of an on
line social network 

Flow state situation in which consumers 
are truly involved with a product, an ad, 
or a Web site 

Folksonom y an online posting system 
where users categorize entries them
selves rather than relying upon a pre- 
established set of labels 

Food desert a geographic area where resi
dents are unable to obtain adequate 
food and other products to maintain a 
healthy e?dstence 

Foot-in-the-door technique based on the ob
servation that a consumer is more likely 
to comply with a request if he or she has 
first agreed to comply with a smaller 
request

Fortress brands brands that consumers 
closely link to rituals; this makes it un
likely they will be replaced 

Framing a concept in behavioral economics 
that the way a problem is posed to con
sumers (especially in terms of gains or 
losses) influences the decision they make 

Freegans a takeoff on vegans, who shun all 
animal products; anticonsumerists who 
live off discards as a political statement 
against corporations and materialism 

Freemium a free version of a product that's 
supported by a paid premium version. 
The idea is to encourage the maximum 
number of people to use the product 
and eventually convert a small fraction 
of them to paying customers 

Frequency m arketing a marketing tech
nique that reinforces regular purchas
ers by giving them prizes with values 
that increase along with the amount 
purchased
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Frugalistas fashion-conscious consumers 
who pride themselves on achieving 
style on a limited budget 

Functional theory of attitudes states that at
titudes exist because they serve some 
function for the person. Consumers 
who expect that they will need to deal 
with similar situations at a future time 
will be more likely to start to form an at
titude in anticipation 

Gadget lovers enthusiastic early adopters of 
high-tech products 

Game-based m arketing a strategy that in
volves integrating brand communica
tions in the context of an online group 
activity

Game platform an online interface that al
lows users to engage in games and 
other social activities with members of 
a community 

Gatekeeper the person who conducts the 
information search and controls the 
flow of information available to the 
group

Gemba Japanese term for the one true 
source of information 

Gen X  people born between 1965-1985 
Gen Y  people born between 1986-2002; 

also known as Echo Boomers and 
Millennials 

Gender-bending product a traditionally sex- 
typed item adapted to the opposite 
gender

Gender convergence blurring of sex roles 
in modern society; men and women 
increasingly express similar attitudes 
about balancing home life and work 

Genre in the context of social gaming, the 
method of play such as simulation, ac
tion, and role-playing 

Geodemography techniques that combine 
consumer demographic information 
with geographic consumption patterns 
to permit precise targeting of consum
ers with specific characteristics 

Geospatial platforms online applications 
that use smartphones to identify con
sumers' physical locations 

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 

Global consumer culture a culture in which 
people around the world are united 
through their common devotion to 
brand name consumer goods, movie 
stars, celebrities, and leisure activities 

Globalized consumption ethic the global 
sharing of a material lifestyle including

the valuing of well-known multina
tional brands that symbolize prosperity 

Goal a consumer’s desired end state 
Golden triangle the portion of a Web site 

that a person's eyes naturally gravitate 
to first, which makes it more likely that 
search results located in that area will 
be seen

Goth subculture a lifestyle group inspired 
by vampire myths that illustrates an 
androgynous approach to gender 
identity

Gray market the economic potential cre
ated by the increasing numbers of af
fluent elderly consumers 

Green marketing a marketing strategy in
volving an emphasis on protecting the 
natural environment 

Greenwashing inflated claims about a prod
uct's environmental benefits 

Grooming rituals sequences of behaviors 
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 

Habitual decision making choices made with 
little or no conscious effort 

Habitus ways in which we classify experi
ences as a result of our socialization 
processes

Halal food and other products whose usage 
is permissible according to the laws of 
Islam

Halo effect a phenomenon that occurs 
when people react to other, similar 
stimuli in much the same way they re
sponded to the original stimulus 

Haptic touch-related sensations 
Heavy users a name companies use to iden

tify their customers who consume their 
products in large volumes 

Hedonic adaptation in order to maintain a 
fairly stable level of happiness we tend 
to become used to positive and negative 
events in our lives 

Hedonic consumption the multisensory, fan
tasy, and emotional aspects of consum
ers' interactions with products 

Helicopter moms overprotective mothers 
who "hover" around their kids and in
sert themselves into virtually all aspects 
of their lives 

Heuristics the mental rules of thumb that 
lead to a speedy decision 

Hierarchy of effects a fixed sequence of 
steps that occurs during attitude forma
tion; this sequence varies depending on 
such factors as the consumer's level of 
involvement with the attitude object

Hierarchy of Needs (Maslow’s) a framework 
that specifies different levels of motives 
that depends upon the consumer's 
personal situation 

High-context culture group members tend to 
be close-knit and are likely to infer mean
ings that go beyond the spoken word 

Highlighting effect the order in which con
sumers learn about brands determines 
the strength of association between 
these brands and their attributes 

Hispanic people whose geographic and/or 
cultural origins are in Latin American 
countries

Hoarding unsystematic acquisition of ob
jects (in contrast to collecting) 

Homeostasis the state of being in which the 
body is in physiological balance; goal- 
oriented behavior attempts to reduce or 
eliminate an unpleasant motivational 
state and return to a balanced one 

Home shopping party a selling format where 
a company representative makes a 
sales presentation to a group of people 
who gather at the home of a friend or 
acquaintance 

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 educa
tion, social status, and beliefs 

Horizontal revolution a fundamental change 
in how consumers communicate via 
social media whereby information 
doesn't just flow from big companies 
and governments; information flows 
across people as well 

Host culture a new culture to which a per
son must acculturate 

Household according to the U.S. Census Bu
reau, an occupied housing unit 

Hybrid ad a marketing communication that 
explicidy references the context (e.g., TV 
show) in which it appears 

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 

Hyperreality the becoming real of what is 
initially simulation or "hype"

Icon a sign that resembles the product in 
some way

Id the Freudian system oriented toward 
immediate gratification 

Ideal of beauty a model, or exemplar, of ap
pearance valued by a culture 

Ideal self a person's conception of how he 
or she would like to be 

Identification the process of forming an at
titude to conform to another person's or 
group’s expectations
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Identity marketing a practice whereby con
sumers are paid to alter some aspects of 
their selves to advertise for a branded 
product

Illusion of truth effect telling people that a 
consumer claim is false can make them 
misremember it as true 

Impression management our efforts to "man
age" what others think of us by strategi
cally 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 he or she 
cannot resist 

Incidental brand exposure an experimental 
technique that involves showing prod
uct logos to respondents without their 
conscious awareness 

Incidental learning unintentional acquisi
tion of knowledge 

Incidental similarity points of commonality 
between a buyer and a seller such as a 
shared birthday 

Index a sign that is connected to a product 
because they share some property 

Individualism one of Hofstede's cultural di
mensions: The extent to which the cul
ture values the welfare of the individual 
versus that of the group 

Inertia the process whereby purchase deci
sions are made out of habit because the 
consumer lacks the motivation to con
sider alternatives 

Influence impressions brand-specific men
tions on social media posts 

Influence network a two-way dialogue be
tween participants in a social network 
and opinion leaders 

Influencer the person who tries to sway the 
outcome of the decision 

Information cascades an online commu
nication process where one piece of 
information triggers a sequence of 
interactions 

Information power influence over others 
due to the possession of inside 
knowledge 

Information search the process by which 
the consumer surveys his or her envi
ronment for appropriate data to make 
a reasonable decision 

Initiator the person who brings up the idea 
or identifies a need 

Innovation a product or style that is per
ceived as new by consumers 

Innovators people who are always on the 
lookout for novel developments and 
will be the first to try a new offering 

Instrumental conditioning also known as 
operant conditioning, occurs as the

individual learns to perform behav
iors 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 

Intelligent agents software programs that 
learn from past user behavior in order 
to recommend new purchases 

Interactions in a social media context, 
behavior-based ties between partici
pants such as talking with each other, 
attending an event together, or working 
together

Interference one way that forgetting occurs; 
as additional information is learned, it 
displaces the earlier information 

Internalization deep-seated attitudes be
come part of our value system 

Interprétant the meaning derived from a 
sign or symbol 

Interpretation the process whereby mean
ings are assigned to stimuli 

Interpretivism as opposed to the dominant 
positivist perspective on consumer 
behavior, instead stresses the impor
tance of symbolic, subjective experi
ence and the idea that meaning is in 
the mind of the person rather than 
existing "out there" in the objective 
world

Invidious distinction the use of status sym
bols to inspire envy in others through 
display of wealth or power 

Involvem ent the motivation to process 
product-related information 

j.n.d. (just noticeable difference) the mini
mum difference between two stimuli 
that can be detected by a perceiver 

Juggling lifestyle working mothers' at
tempts to compromise between con
flicting cultural ideals of motherhood 
and professionalism 

Kansei engineering a Japanese philosophy 
that translates customers' feelings into 
design elements 

Kin-network system the rituals intended to 
maintain ties among family members, 
both immediate and extended 

Knowledge function the process of forming 
an attitude to provide order, structure, 
or meaning 

Knowledge structure organized system of 
concepts relating to brands, stores, and 
other concepts 

Laddering a technique for uncover con
sumers' associations between specific 
attributes and general values 

Laggards consumers who are exceptionally 
slow to adopt innovations

Late adopter;; the majority of consumers 
who are moderately receptive to adopt
ing innovations 

Lateral cycling a process in which already- 
purchased objects are sold to others or 
exchanged for other items 

Latitudes of acceptance and rejection in the 
social judgment theory of attitudes, 
the notion that people differ in terms of 
the inform ation they will find acceptable 
or unacceptable. They form latitudes of 
acceptance and rejection around an at
titude standard. Ideas that fall within a 
latitude will be favorably received, but 
those falling outside of this zone will not 

Learning a relatively permanent change in 
a behavio r caused by experience 

Legitimate power influence over others due 
to a position conferred by a society or 
organization 

Leisure class wealthy people for whom 
work is a taboo 

Licensing popular marketing strategy that 
pays for the right to link a product or 
service tc the name of a well-known 
brand or designer 

Life course paradigm this perspective views 
behavior at any stage in life or given 
point in time as the product of one's 
actions or responses to earlier life con
ditions and the way the individual has 
adapted to social and environmental 
circumstances 

Lifestyle a pattern of consumption that 
reflects a person's choices of how to 
spend his or her time and money. 

Lifestyle m arketing perspective strategy 
based on the recognition that people 
sort themselves into groups on the ba
sis of the things they like to do, how they 
like to spend their leisure time, and how 
they choose to spend their disposable 
income

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 

List of Value» (LOV) scale identifies con
sumer segments based on the values 
members endorse and relates each 
value to differences in consumption 
behaviors

LOHAS an acronym for "lifestyles of health 
and sustainability"; a consumer seg
ment that worries about the environ
ment, wants products to be produced 
in a sustainable way, and who spend 
money to advance what they see as their 
personal development and potential
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Long tail states that we need no longer 
rely solely on big hits (such as block
buster movies or best-selling books) to 
find profits. Companies can also make 
money if they sell small amounts of 
items that only a few people want—if 
they sell enough different items 

Long-term memory (LTM) the system that al
lows us to retain information for a long 
period of time 

Long-term orientation one of the five basic 
dimensions that characterize cultures 
in Hofstede's framework of cross- 
cultural values 

Look-alike packaging putting a generic or 
private label product in a package that 
resembles a popular brand to associate 
the brand with the popular one 

Looking-glass self the process of imagining 
the reaction of others toward 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

Low-involvement hierarchy of effects the
process of attitude formation for prod
ucts or services that carry little risk or 
self-identity 

Low-literate consumer people who read at a 
very low level; tend to avoid situations 
where they will have to reveal their in
ability to master basic consumption 
decisions such as ordering from a menu 

Lurkers passive members of an online 
community who do not contribute to 
interactions 

M-commerce the practice of promoting and 
selling goods and services via wireless 
devices including cell phones, PDAs, 
and iPods

Market beliefs a consumer's specific beliefs 
or decision rules pertaining to market
place phenomena 

Market maven a person who often serves as 
a source of information about market
place activities 

Market segmentation strategies targeting a 
brand only to specific groups of con
sumers who share well-defined and 
relevant characteristics 

Masculinism study devoted to the male 
image and the cultural meanings of 
masculinity 

Masculinity according to Hofstede's frame
work of cross-cultural values the extent 
to which a culture emphasizes male vs. 
female distinctions 

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 

Mass connectors highly influential mem
bers of social media networks 

Mass customization the personalization of 
products and services for individual 
customers at a mass-production price 

Materialism the importance consumers at
tach to worldly possessions 

Maximizing a decision strategy that seeks to 
deliver the best possible result 

Means-end chain model assumes that peo
ple link very specific product attributes 
(indirectly) to terminal values such as 
freedom or safety 

Media democratization in a social media 
context, members of social communi
ties, not traditional media publishers 
like magazines or newspaper compa
nies, control the creation, delivery, and 
popularity of content 

Media multiplexity in a social media con
text, when flows of communication go 
in many directions at any point in time 
and often on multiple platforms 

Meetups members of an online network 
arrange to meet in a physical location 

Megachurches very large churches that serve 
between 2,000 and 20,000 congregants 

Membership reference group ordinary peo
ple whose consumption activities pro
vide informational social influence 

Meme theory a perspective that uses a 
medical metaphor to explain how an 
idea or product enters the conscious
ness of people over time, much like a 
virus

Memory a process of acquiring information 
and storing it over time so that it will be 
available when needed 

Mental accounting principle that states that 
decisions are influenced by the way a 
problem is posed 

Mental budgets consumers' pre-set ex
pectations of how much they intend to 
spend on a shopping trip 

Mere exposure phenomenon the tendency 
to like persons or things if we see them 
more often 

Metaphor the use of an explicit compari
son ("A" is “B") between a product and 
some other person, place, or thing 

Metrosexual a straight, urban male who ex
hibits strong interests and knowledge 
regarding product categories such as 
fashion, home design, gourmet cook
ing, and personal care that run counter 
to the traditional male sex role 

M icrocultures groups that form around a 
strong shared identification with an ac
tivity or art form

Milieu in the context of social gaming, the 
visual nature of the game such as sci
ence fiction, fantasy, horror, and retro 

Millennials people born between 1986- 
2002; also known as Echo Boomers and 
Gen Y

Minipreneurs one-person businesses 
Mixed emotions affect with positive and 

negative components 
MMOGS (massively multiplayer online games) 

an online, interactive experience in 
which people around the world partici
pate in the form of avatars 

MMORPGs (m assively m ultiplayer online 
role playing games) online role-playing 
games that typically involve thousands 
of players

Mobile shopping apps smartphone appli
cations that retailers provider to guide 
shoppers in stores and malls 

Mode in the context of social gaming, the 
way players experience the game world 

Modeling imitating the behavior of others 
Modified rebuy in the context of the buy- 

class framework, a task that requires a 
modest amount of information search 
and evaluation, often focused on iden
tifying the appropriate vendor 

Momentum effect an accelerating diffusion 
of a message in social media due to the 
contributions of influential members 

Monomyth a myth with basic characteristics 
that are found in many cultures 

More a custom with a strong moral overtone 
Motivation an internal state that activates 

goal-oriented behavior 
Motivational research a qualitative research 

approach, based on psychoanalytic 
(Freudian) interpretations, with a heavy 
emphasis on unconscious motives for 
consumption 

Multiattribute attitude models those mod
els that assume that a consumer's atti
tude (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 multiattribute 
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 

Multiple-intelligence theory a perspective 
that argues for other types of intel
ligence, such as athletic prowess or 
musical ability, beyond the traditional 
math and verbal skills psychologists use 
to measure IQ 

Multiple pathway anchoring and adjustment 
(MPAA) model a model that emphasizes 
multiple pathways to attitude formation
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Multitasking processing information from 
more than one medium at a time 

Myth a story containing symbolic elements 
that expresses the shared emotions and 
ideals of a culture 

Name-letter effect all things equal we like 
others who share our names or even 
initials better than those who don't 

Narrative product information in the form 
of a story

Narrative transportation the result of a 
highly involving message where people 
become immersed in the storyline 

Natural user interface a philosophy of com
puter design that incorporates habitual 
human movements 

Need a basic biological motive 
Negative reinforcement the process whereby 

the environment weakens responses to 
stimuli so that inappropriate behavior 
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 

Network effect each person who uses a 
product or service benefits as more 
people participate 

Network units members of a social network 
Neuromarketing a new technique that uses 

a brain scanning device called func
tional magnetic resonance imaging 
(fMRI), that tracks blood flow as people 
perform mental tasks. Scientists know 
that specific regions of the brain light 
up in these scans to show increased 
blood flow when a person recognizes 
a face, hears a song, makes a decision, 
senses deception, and so on. Now they 
are trying to harness this technology to 
measure consumers' reactions to movie 
trailers, choices about automobiles, the 
appeal of a pretty face, and loyalty to 
specific brands 

New task in the context of the buyclass 
framework, a task that requires a great 
degree of effort and information search 

Nodes members of a social network con
nected to others via one or more shared 
relationships 

Noncompensatory decision rules decision 
shortcuts a consumer makes when a 
product with a low standing on one at
tribute cannot make up for this position 
by being better on another attribute 

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

Nostalgia a bittersweet emotion; the past is 
viewed with sadness and longing; many 
"classic" products appeal to consum
ers' memories of their younger days 

Nouveau riches affluent consumers whose 
relatively recent acquisition of in
come rather than ancestry or breed
ing accounts for their enhanced social 
mobility

Nuclear family a contemporary living ar
rangement composed of a married 
couple and their children 

Object in semiotic terms, the product that is 
the focus of a message 

Object sociality the extent to which an ob
ject (text, image, video) is shared among 
members of online social networks 

Objectification when we attribute sacred 
qualities to mundane items 

Observability in the context of diffusion of 
innovations, the extent to which a new 
product is something that is easy for 
consumers to see in use in order to mo
tivate others to try it 

Observational learning the process in which 
people learn by watching the actions of 
others and noting the reinforcements 
they receive for their behaviors 

Online gated communities digital social 
networks that selectively allow access 
to people who possess criteria such as 
wealth or physical attractiveness 

Open data partnership a group of companies 
working together to allow consumers to 
choose if they want their online behav
iors to be tracked and to give them the 
opportunity to edit the interests, demo
graphics and other profile information 
collected about them 

Open rates the percentage of people who 
open an email message from a marketer 

Opinion leader person who is knowledgeable 
about products and who frequently is 
able to influence others' attitudes or be
haviors with regard to a product category 

Organizational buyers people who purchase 
goods and services on behalf of compa
nies for use in the process of manufac
turing, distribution, or resale 

Paradigm a widely accepted view or model 
of phenomena being studied; the per
spective that regards people as rational 
information processors is currently the 
dominant paradigm, although this ap
proach is now being challenged by a 
new wave of research that emphasizes 
the frequently subjective nature of con
sumer decision making 

Parental yielding the process that occurs 
when a parental decision maker is in
fluenced by a child's product request

Parody display deliberately avoiding status 
symbols; to seek status by mocking it 

Passion-centric members of a social net
work share an intense interest in some 
topic

Pastiche mixture of images 
Perceived age how old a person feels as 

comparec to his or her true chronologi
cal age

Perceived risk belief that a product has po
tentially negative consequences 

Perception the process by which stimuli are 
selected, organized, and interpreted 

Perceptual defense the tendency for con
sumers to avoid processing stimuli that 
are threatening to them 

Perceptual filters past experiences that 
influence what stimuli we decide to 
process

Perceptual selection process by which peo
ple attend, to only a small portion of the 
stimuli to which they are exposed 

Perceptual vi;*ilance the tendency for con
sumers to be more aware of stimuli that 
relate to their current needs 

Perm ission m arketing popular strategy 
based on the idea that a marketer will 
be much more successful in persuad
ing consumers who have agreed to let 
them try

Personality a person's unique psychologi
cal makeup, which consistently influ
ences the way the person responds to 
his or her environment 

Personality traits identifiable characteris
tics that define a person 

Personalized retargeting a sophisticated 
form of behavioral targeting that 
provides messages that refer to the 
exact product a person views on a 
website

Persuasion an active attempt to change 
attitudes

Phonemes vowel and consonant sounds 
Pleasure principle the belief that behavior is 

guided by the desire to maximize plea
sure and avoid pain 

Plinking™  act of embedding a product or 
service link in a video 

Plutonomy an economy that a small num
ber of rich people control 

Podcasting an audio broadcast that people 
listen to on portable MP3 players or 
laptops

Point-of-purcliase (POP) stimuli the promo
tional materials that are deployed in 
stores or other outlets to influence con
sumers' decisions at the time products 
are purchased 

Popular culture the music, movies, sports, 
books, celebrities, and other forms of
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entertainment consumed by the mass 
market

Pop-up stores temporary locations that al
low a company to test new brands with
out a huge financial commitment 

Positioning strategy an organization's use 
of elements in the marketing mix to 
influence the consumer's interpreta
tion of a product's meaning vis-à-vis 
competitors 

Positive reinforcement the process whereby 
rewards provided by the environment 
strengthen responses to stimuli and ap
propriate behavior 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 behavior 
can be identified, manipulated, and 
predicted

Power distance one of Hofstede's cultural 
dimensions: The way members per
ceive differences in power when they 
form interpersonal relationships 

Power users opinion leaders in online 
networks

Prediction market an approach based on 
the idea that groups of people with 
knowledge about an industry are jointly 
better predictors of the future than are 
any individuals 

Presence the effect that people experience 
when they interact with a computer- 
mediated environment 

Pretailer an e-commerce site that provides 
exclusive styles by prodding manufac
turers to produce runway pieces they 
wouldn't otherwise make to sell in 
stores

Priming properties of a stimulus that evoke 
a schema that leads us to compare the 
stimulus to other similar ones we en
countered in the past 

Principle of cognitive consistency the belief 
that consumers value harmony among 
their thoughts, feelings, and behaviors 
and that they are motivated to maintain 
uniformity among these elements 

Principle of least interest the person who is 
least committed to staying in a relation
ship has the most power 

Principle of similarity the Gestalt principle 
that describes how consumers tend to 
group objects that share similar physi
cal characteristics 

PRIZM (Potential Rating Index by Zip Market) 
clustering technique that classifies ev
ery zip code in the United States into 
one of 66 categories, ranging from the 
most affluent "Blue-Blood Estates" to

the least well off "Public Assistance," 
developed by Claritas, Inc 

Problem recognition the process that occurs 
whenever the consumer sees a signifi
cant difference between his or her cur
rent state of affairs and some desired or 
ideal state; this recognition initiates the 
decision-making process 

Product com plem entarity the view that 
products in different functional catego
ries have symbolic meanings that are 
related to one another 

Product line extension related products to 
an established brand 

Product placement the process of obtaining 
exposure for a product by arranging for 
it to be inserted into a movie, television 
show, or some other medium 

Product signal communicates an under
lying quality of a product through the 
use of aspects that are only visible in 
the ad

Productivity orientation a continual striving 
to use time constructively 

Profane consumption the process of con
suming objects and events that are or
dinary or of the everyday world 

Progressive learning model the perspective 
that people gradually learn a new cul
ture as they increasingly come in con
tact with it; consumers assimilate into a 
new culture, mixing practices from their 
old and new environments to create a 
hybrid culture 

Propinquity as physical distance between 
people decreases and opportunities 
for interaction increase, they are more 
likely to form relationships 

Prospect theory a descriptive model of how 
people make choices 

Psychographics the use of psychological, 
sociological, and anthropological fac
tors to construct market segments 

Psychophysics the science that focuses on 
how the physical environment is inte
grated into the consumer's subjective 
experience 

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 

Queuing theory the mathematical study of 
waiting lines 

Rational perspective a view of the consumer 
as a careful, analytical decision maker 
who tries to maximize utility in pur
chase decisions 

Reality engineering the process whereby 
elem ents of popular culture are

appropriated by marketers and become 
integrated into marketing strategies 

Reality principle principle that the ego seeks 
ways that will be acceptable to society 
to gratify the id 

Recall the process of retrieving information 
from memory; in advertising research 
the extent to which consumers can re
member a marketing message without 
being exposed to it during the study 

Reciprocity norm a culturally learned obli
gation to return the gesture of a gift with 
one of equal value 

Recognition in advertising research the ex
tent to which consumers say they are fa
miliar with an ad the researcher shows 
them

Reference group an actual or imaginary in
dividual or group that has a significant 
effect on an individual's evaluations, 
aspirations, or behavior 

Reference price a figure a consumer uses to 
determine if a selling price is too high 
or low

Referent power influence over others be
cause they are motivated to imitate or 
affiliate with a person or group 

Refutational arguments calling attention to 
a product's negative attributes as a per
suasive strategy where a negative issue 
is raised and then dismissed; this ap
proach can increase source credibility 

Relationship m arketing the strategic per
spective that stresses the long-term, 
human side of buyer-seller interactions 

Relative advantage in the context of diffu
sion of innovations, the extent to which 
a new product or service is an improve
ment over alternatives that are already 
available in the market 

Repetition multiple exposures to a stimulus 
Reputation econom y a reward system 

based on recognition of one's exper
tise by others who read online product 
reviews

Resonance a literary device, frequently 
used in advertising that uses a play on 
words (a double meaning) to commu
nicate a product benefit 

Response bias a form of contamination 
in survey research in which some fac
tor, such as the desire to make a good 
im pression on the experim enter, 
leads respondents to modify their true 
answers

Restricted codes the ways of expressing and 
interpreting meanings that focus on the 
content of objects, which tend to be 
used by the working class 

Retail theming strategy where stores cre
ate imaginative environments that
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transport shoppers to fantasy worlds or 
provide other kinds of stimulation 

Retrieval the process whereby desired in
formation is recovered from long-term 
memory

Retro brand an updated version of a brand 
from a prior historical period 

Reverse product placement fictional prod
ucts that appear in TV shows or movies 
become popular in the real world 

Reward power a person or group with 
the m eans to provide positive 
reinforcement 

Rich media elements of an online ad that 
employ movement to gain attention 

Risky shift the tendency for individuals 
to consider riskier alternatives after 
conferring with a group than if mem
bers made their own decisions with no 
discussion

Rites of passage sacred times marked by a 
change in social status 

Ritual a set of multiple, symbolic behaviors 
that occur in a fixed sequence and that 
tend to be repeated periodically 

Ritual artifacts items (consumer goods) 
used in the performance of rituals 

Role theory the perspective that much of 
consumer behavior resembles actions 
in a play

Sacralization 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 consum
ing objects and events that are set apart 
from normal life and treated with some 
degree of respect or awe 

Salience the prominence of a brand in 
memory

Sandwich Generation a description of 
m iddle-aged people who m ust 
care for both children and parents 
simultaneously 

Satisficing a decision strategy that aims 
to yield an adequate solution rather 
than the best solution in order to re
duce the costs of the decision-making 
process

Schema an organized collection of beliefs 
and feelings represented in a cognitive 
category

Script a learned schema containing a se
quence of events an individual expects 
to occur

Search engines software (such as Google) 
that helps consumers access informa
tion based upon their specific requests 

Self-concept the beliefs a person holds 
about his or her own attributes and how 
he or she evaluates these qualities

Self-esteem the positivity of a person's 
self-concept 

Self-image congruence models research 
that suggests we choose products when 
their attributes match some aspect of 
the self

Self-perception theory an alternative (to cog
nitive dissonance) explanation of disso
nance effects; it assumes that people use 
observations of their own behavior to 
infer their attitudes toward some object 

Semiotics a field of study that examines 
the correspondence between signs and 
symbols and the meaning or meanings 
they convey 

Sensation the immediate response of sen
sory receptors (eyes, ears, nose, mouth, 
fingers) to such basic stimuli as light, 
color, sound, odors, and textures 

Sensory marketing marketing strategies that 
focus on the impact of sensations on 
our product experiences 

Sensory memory the temporary storage of 
information received from the senses 

Sensory overload a condition where con
sumers are exposed to far more infor
mation than they can process 

Sensory signature a unique characteristic 
of a brand conveyed on a perceptual 
channel (e.g., fragrance)

Sentiment analysis a process (sometimes 
also called opinion mining) that scours 
the social media universe to collect and 
analyze the words people use when they 
describe a specific product or company 

Serial wardrobers shoppers who buy an 
outfit, wear it once, and return it 

Sex roles a culture's expectations about 
how members of the male or female 
gender should act, dress, or speak 

Sexting the growing trend of young people 
posting sexually suggestive photos of 
themselves online 

Sex-typed traits characteristics that are ste- 
reotypically associated with one gender 
or the other 

Shaping the learning of a desired behavior 
over time by rewarding intermediate 
actions until the final result is obtained 

Sharing sites e-commerce sites that allow 
users to share, exchange and rent goods 
in a local setting 

Sheconomy developing countries where 
analysts predict women will be a domi
nant force in the local economy 

Shopping orientation a consumer's general 
attitudes and motivations regarding the 
act of shopping 

Short-term memory (STM) the mental sys
tem 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 

Simile compe ring two objects that share a 
similar property 

Sisyphus effect decision makers who are so 
thorough they don't even rely on their 
past experiences to guide their current 
choice. Instead they start almost from 
scratch to research options for each 
unique decision situation 

Sleeper effect the process whereby dif
ferences in attitude change between 
positive and negative sources seem to 
diminish over time 

Social capital organizational affiliations 
and experiences that provide access to 
desirable social networks 

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, occupa
tions, and lifestyles 

Social comparison the basic human ten
dency to compare ourselves to others 

Social game a multi-player, competitive, 
goal-oriented activity with defined rules 
of engagement and online connectivity 
among a community of players 

Social graphs social networks; relation
ships among members of online 
communities 

Social judgment theory the perspective that 
people assimilate new information 
about attitude objects in light of what 
they already know or feel; the initial at
titude acts as a frame of reference, and 
new information is categorized in terms 
of this standard 

social game A multi-player, competitive, 
goal-oriented activity with defined rules 
of engagement and online connectivity 
among a community of players 

Social loafing the tendency for people not 
to devote as much to a task when their 
contribution is part of a larger group 
effort

Social marketing the promotion of causes 
and ideas (social products), such as en
ergy conservation, charities, and popu
lation control 

Social media :he set of technologies that en
able users to create content and share it 
with a large number of others 

Social mobility the movement of individuals 
from one social class to another 

Social netwoik a group of people who con
nect with one another online due to 
some shared interest or affiliation



612 G lossary

Social object theory proposes that social 
networks will be more powerful com
munities if there is a way to activate re
lationships among people and objects 
within them 

Social power the capacity of one person to 
alter the actions or outcome of another 

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 

Sock puppeting a company executive or 
other biased source poses as someone 
else to tout his organization in social 
media

Sound symbolism the process by which the 
way a word sounds influences our as
sumptions about what it describes and 
attributes such as size 

Source attractiveness the dimensions of a 
communicator that increase his or her 
persuasiveness; these include expertise 
and attractiveness 

Source c re d ib ility  a communications 
source's perceived expertise, objectiv
ity, or trustworthiness 

Spacing effect the tendency to recall 
printed material to a greater extent 
when the advertiser repeats the target 
item periodically rather than presenting 
it over and over at the same time 

Spectacles a marketing message that takes 
the form of a public performance 

Spendthrifts consumers who derive plea
sure from large-scale purchasing 

Spiritual-therapeutic model organizations 
that encourage behavioral changes 
such as weight loss that are loosely 
based on religious principles 

Spokescharacters the use of animated char
acters or fictional mascots as product 
representatives 

Spontaneous recovery ability of a stimulus 
to evoke a weakened response even 
years after the person initially per
ceived it

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 

Stage of cognitive development the ability 
to comprehend concepts of increasing 
complexity as a person matures

Standard learning hierarchy the traditional 
process of attitude formation that starts 
with the formation of beliefs about an 
attitude object 

State-dependent retrieval people are better 
able to access information if their inter
nal state is the same at the time of recall 
as when they learned the information 

Status crystallization the extent to which 
different indicators of a person's sta
tus (income, ethnicity, occupation) are 
consistent with one another 

Status hierarchy a ranking of social desir
ability in terms of consumers' access to 
resources such as money, education, 
and luxury goods 

Status symbols products whose primary 
function is to communicate one's social 
standing to others 

Stimulus discrimination the process that 
occurs when behaviors caused by two 
stimuli are different, as when consum
ers learn to differentiate a brand from 
its competitors 

Stimulus generalization the process that 
occurs when the behavior caused by a 
reaction to one stimulus occurs in the 
presence of other, similar stimuli 

Storage the process that occurs when 
knowledge in long-term memory is in
tegrated with what is already in mem
ory and "warehoused" until needed 

Store image a store's "personality," com
posed of such attributes as location, 
m erchandise suitability, and the 
knowledge and congeniality of the 
sales staff

Straight rebuy in the context of the buyclass 
framework, the type of buying decision 
that is virtually automatic and requires 
little deliberation 

Subculture a group whose members share 
beliefs and common experiences that 
set them apart from other members of 
a culture

Subjective norm an additional component 
to the multiattribute attitude model that 
accounts for the effects of what we be
lieve other people think we should do 

Subliminal perception the processing of 
stimuli presented below the level of the 
consumer's awareness 

Superego the system that internalizes soci
ety's rules and that works to prevent the 
id from seeking selfish gratification 

Superstitions beliefs that run counter to ra
tional thought or are inconsistent with 
known laws of nature 

Surrogate consumer a professional who is 
retained to evaluate and/or make pur
chases on behalf of a consumer

Symbol a sign that is related to a product 
through either conventional or agreed- 
on associations 

Symbolic interactionism a sociological ap
proach stressing that relationships with 
other people play a large part in forming 
the self; people live in a symbolic envi
ronment, and the meaning attached to 
any situation or object is determined by a 
person's interpretation of these symbols 

Symbolic self-completion theory the perspec
tive that people who have an incom
plete self-definition in some context 
will compensate by acquiring symbols 
associated with a desired social identity 

Synchronous interactions a conversation 
that requires participants to respond in 
real-time

Syncretic decision purchase decision that is 
made jointly by both spouses 

Synoptic ideal a model of spousal decision 
making in which the husband and wife 
take a common view and act as joint 
decision makers, assigning each other 
well-defined roles and making mutu
ally beneficial decisions to maximize 
the couple's joint utility 

Taste cultu re  a group of consumers 
who share aesthetic and intellectual 
preferences 

Terminal values end states desired by mem
bers of a culture 

The Values and Lifestyles System (VALS2™ ) 
a psychographic segmentation system 

Theory of cognitive dissonance theory based 
on the premise that a state of tension is 
created when beliefs or behaviors conflict 
with one another; people are motivated to 
reduce this inconsistency (or dissonance) 
and thus eliminate unpleasant tension 

Theory of reasoned action an updated ver
sion of the Fishbein multiattribute atti
tude theory that considers factors such 
as social pressure and Aact (the attitude 
toward the act of buying a product), 
rather than simply attitudes toward the 
product itself 

Theory of trying states that the criterion of 
behavior in the reasoned action model 
of attitude measurement should be re
placed with trying to reach a goal 

Tie strength the nature and potency of the 
bond between members of a social 
network

Ties connections between members of a 
social network 

Tightwads consumers who experience emo
tional pain when they make purchases 

Time poverty a feeling of having less time 
available than is required to meet the 
demands of everyday living
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Timestyle an individual's priorities regard
ing how or she spends time as influ
enced by personal and cultural factors 

Tipping point moment of critical mass 
Torn self a condition where immigrants 

struggle to reconcile their native identi
ties with their new cultures 

Total quality management (TQM) manage
ment and engineering procedures 
aimed at reducing errors and increas
ing quality; based on Japanese practices 

Trade dress color combinations that 
become strongly associated with a 
corporation 

Transactional advertising an advertising 
message in a social game that trans
actional advertising rewards players if 
they respond to a request 

Transform ative Consumer Research (TCR) 
promotes research projects that include 
the goal of helping people or bringing 
about social change 

Transitional economies a country that is 
adapting from a controlled, centralized 
economy to a free-market system 

Transmedia formats social media platforms 
such as alternative reality games that 
allow consumers to participate in an 
advertising campaign 

Transmedia storytelling the use of a mix of 
social media platforms to create a plot 
that involves consumers who try to solve 
puzzles or mysteries in the narrative 

Trialability in the context of diffusion of in
novations, the extent to which a new 
product or service can be sampled prior 
to adoption 

Tribal marketing strategy linking a product's 
identity to an activity-based "tribe" 
such as basketball players 

Trickle-down theory the perspective that 
fashions spread as the result of sta
tus symbols associated with the upper 
classes "trickling down" to other social 
classes as these consumers try to emu
late those with greater status 

Tweens a marketing term used to describe 
children aged 8 to 14 

Twitter a popular social media platform that 
restricts the poster to a 140 word entry 

Two-factor theory the perspective that two 
separate psychological processes are 
operating when a person is repeatedly 
exposed to an ad: repetition increases 
familiarity and thus reduces uncer
tainty about the product but over time 
boredom increases with each expo
sure, and at some point the amount of 
boredom incurred begins to exceed the 
amount of uncertainty reduced, result
ing in wear-out

Two step flow model of influence proposes 
that a small group of influencers dis
seminate information since they can 
modify the opinions of a large number 
of other people 

Uncertainty avoidance one of Hofstede's cul
tural dimensions: The degree to which 
people feel threatened by ambiguous sit
uations and have beliefs and institutions 
that help them to avoid this uncertainty 

Unconditioned stimulus (UCS) a stimulus 
that is naturally capable of causing a 
response

Underground economy secondary markets 
(such as flea markets) where transac
tions are not officially recorded 

Unipolar emotions emotional reactions that 
are either wholly positive or wholly 
negative

Unplanned buying when a shopper buys 
merchandise she did not intend to pur
chase, often because she recognizes a 
new need while in the store 

Urban myth an unsubstantiated "fact" that 
many people accept as true 

User the person who actually consumes a 
product or service 

User-generated content consumers voice 
their opinions about products, brands, 
and companies on blogs, podcasts, and 
social networking sites such as Face- 
book and Twitter, and film their own 
commercials that they post on sites 
such as YouTube 

Utilitarian function states that we develop 
some attitudes toward products simply 
because they provide pleasure or pain 

Value a belief that some condition is prefer
able to its opposite 

Value-expressive function states we develop 
attitudes toward products because of 
what they say about him or her as a 
person

Value system a culture's ranking of the rela
tive importance of values 

Variable-interval reinforcem ent the time 
that must pass before an organism's 
response is reinforced varies based on 
some average 

Variable-ratio reinforcement you get rein
forced after a certain number of re
sponses, but you don't know how many 
responses are required 

Variety amnesia a condition where people 
consume products to the point where 
they no longer enjoy them 

Variety seeking the desire to choose new al
ternatives over more familiar ones 

Video blogging (vlogging) posting video dia
ries on sites such as YouTube or photos 
on Flickr

Viral marketing the strategy of getting cus
tomers to sell a product on behalf of the 
company that creates it 

Virtual goods digital items that people buy 
and sell online 

Virtual identity the appearance and person
ality a person takes on as an avatar in a 
computer mediated environment like 
Second Life 

Virtual worlds immersive 3D virtual envi
ronments such as Second Life 

Voluntary simplifiers people who believe 
that once basic material needs are sat
isfied, additional income does not lead 
to happiness 

Von Restorff effect techniques like distinc
tive packaging that increase the novelty 
of a stimulus also improve recall 

Want the particular form of consumption 
chosen to satisfy a need 

W arm ing process of transforming new 
objects and places into those that feel 
cozy, hospitable, and authentic 

Web 2.0 the current version of the Inter
net as a social, interactive medium 
from its original roots as a form of one
way transmission from producers to 
consumers 

W eber’s Law the principle that the stron
ger the initial stimulus, the greater its 
change mast be for it to be noticed 

W idgets small programs that users can 
download onto their desktops, or em
bed in their blogs or profile pages, that 
import some form of live content 

Wiki online program that lets several peo
ple change a document on a Web page 
and then irack those changes 

Wisdom of crowds a perspective that argues 
under the right circumstances, groups 
are smarter than the smartest people in 
them; implies that large numbers of con
sumers can predict successful products 

Word of mouth (WOM) product information 
transmitted by individual consumers 
on an informal basis 

Word-phrase dictionary in sentiment analy
sis, a libra ry that codes data so that the 
program can scan the text to identify 
whether the words in the dictionary 
appear

W orldview a perspective on social norms 
and behaviors that tends to differ 
among social classes 

Z ip f  s Law pattern that describes the ten
dency for the most robust effect to be 
far more powerful than others in its 
class; applies to consumer behavior in 
terms of buyers' overwhelming prefer
ences for die market leader in a product 
category


