Premew:mg the Concepts

In the pre\nous chapter, you studled how:

" marketers obtain; analyze, and use infor-

mation to understand the marketptace:_._';
and to assess marketing’ pragrams.:In this i
and the next chapter, we'll continue with’
" a closer look at the most important ele-"

- ment of the marketplace—_utustomérs'.'The

aim of marketing is to affect how cus-
tomers think about and behave toward .
the crganization and its market offerings.”
To affect the whats, whens, and hows of -

buying behavior, - marketers must first.

understand the: whys. In this chapter, ‘we

look at final consumer buying influences
" and processes. In the next chapter, we'll !

study the buyer behavior of business cus-

tomers. You'll see that understanding .

buyer behavior is an essenhal but: very
difficult task. =
To get & better sense of the 1mp0rtance

of understandmg consume; behavior, let's
lock first at Hartey-Davidson, maket of |

the nation’s top-selling hea-vywéigh_t
motorcycles. Who rides these big Harley

"Hogs”? What moves them to tattoo their

bodies with the Harley emblem, abandon
home and hearth for the open road, and

flock to Harley rallies by the hundreds of

- thousands? You 'might be surprised, but
Harley-Davidson knows very well. '
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TEW brands engender such intense loyalty as that found in the hearis of
13 Harley-Davidsan owners. Harley buyers are granitelike in their devotion o
ﬁ: the brand. "You don't see pzople iattooing Yamaha on their bodies,”
ohserves the puhlisher of American fron, arvindustry publication. And according to
another industry insider, “For a lot of people, it's not that they want a motoreycie; it's
that they want a Harley—the brand is that strong.”

Each year, in early March, more than 350,000 Harley bikers rurnble through the
streets of Daytona Beach, Florida, to attend Harley-Davidson's Bike Week celebra-
tion. Bikers from across the nation lounge on their low-slung Harleys, swap biker
tales, and sport T-shirts proclaiming "I'd rather push a Harley than drive 2 Honda."

Riding such intense emotiars, Harley-Davidson has rumizled its way to the top of
the heawvyweight motorcycle marketl. Harley’s "Hogs” capture 23 percent of atl .S,
bike sales and almnsi 50 percent of the neavyweight segment. For several years run-
ning, szles have outstripped supply, with customer waiting lists of U to two years for
popular reodels and street prices running well above suggested lisk prices. During
st the past B vears, Harley sales have increasad more than 50 percent, and sarn-
ings have Jurmped mare than 75 percent. By 2006, the compariy had experienced
20 straight years of record =alas and incame.

Harley-Davidson's marketers spend a graat deal of time thinking about cus-
tamers and their buying behavior. They want o xnow who their customers are, what
ihey think and how they leel, and why they buy 2 Harley Fat Boy Softail rather than
3 Yamaha or a Kawasaki or a big Honda American Classic. What is it {hat makes
Harley buyers so fiercely loyal? These are difficult questions; even Harley owners
themselves dan't kncw exactly what motivatas their buying. But Harley maragement
puts top priority cn understanding custcmers and whal makes them tick,

Wha rides & Harley? You might be surprised. IU's no longer jusi the Hell's Angels
crawd—the burly, black-leather-jacketed rebefs and biker chicks whe once made up
Harley's core clientele, Motorcycies are attracting a new oreed of riders—older, more
afiuent, ana better educated. Harley now zppeals mare t¢ “rubhies” irich urban
bikersy than ta rebels. "While the outlaw bad-boy biker image is what we might typi-
cally associate with Harley riders,” says an analyst, “they're Just as likely to be CEOs
and investment bankers." The average Harley customer is & 46-year-old husband
with a median househoid income of $82,000. More than 10 percen't of Marley pur-
chases today are made by women,




Harley-Davidson makes good bikes, and o
keep up with its shifting market, the company has
upgraded its showrooms and sales approaches.
But Harley customers are buying & dot more than
[ust a quality bike and a smaoth sales piich. To
gain g better understanding of customers’ deeper
motivations, Harfey-Davidson conducted focus
graups tn which it invited bikets to make cut-and-
paste collages of pictures that expressed their
feerings about Harley-Davidsons. {Can't you jusl
see a bunch of hard-cote bikers doing this?} it
then mailed cut 16,000 surveys containing a typi-
cal batrery of psychological, sociolagical, and
dermographic questions as well as subjective
questions such as “Is Harley more typified by a
trown bear or & lion?”

The reszarch revealed seven core customer
tynes: adventure-loving traditionalists, sensitive
pragmatizls, stylish status seekers, igid-back
campers, classy captalists, cooi-headed loners,
and cocky misfits. Mowever, all cwoers appreci-
ated their Harleys for the same basic reasons. "It
didr't matter if you were the guy who swept the
floars of the factory or if vou were the CEQ at that factory, the atiraction o Ha rley was
very sirnitar,” says a Hartey exacutive. “Independence, freedom, and paower were the
universal Hartey appeals.” )

“It's much maore than a maching,” says the analyst. "It is part of their own self-
expression and lifestyte.” Anaother analyst suggests that owning a Harley makes you
“the toughest, baddest guy on the black, Mever mind that [you'rs] a denfist or an
accountant. You ffeel] wicked astride alt that power.™ Your Harley renews vour spir-
g5 and announces your independencea. As the Harley Wab site's heme page
annaunees, “Thumbing the startar of a Harley-Davidson does a lot more than fire
the engine. 1t fires the imagination.” Adds a Harley dealer: "We seli & dream here.”
The classic lock, the throaty sound, the very ides of a Harley-—all contribute to its
mystique. Owning this "American legend™ makes you a part of something bigger, a
rmember of the Harley family.

Such strong emotions and motivations are captured in a classic Harigy-Davidson
advertisemnent. The ad shows a close-up of an arm, the ticep adorned wilh a Harigy-
Davidson tatioo. The headling asks, “When was the fast timia you felt this strongly
about anyihing?™ The ad copy autlines the prohlem and suggests a salution: “Wake
uf in the marning and life picks up where it tel off. . . . What ance seemed exciting
has now become part of the numbing routine. It aif begins fo feel the same. Except
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Consumer buyer hehavior
The tuying behavior of finat
consumers—individuals and
households who buy goods
and services for parsanal
consumption,

Consumer market

Al the individuals and
households whao buy or
acquire geods and services
for personal consumption.

FIGURE 5.1

Modei of buyer behavior

when you've got a Harley-Davidson. Something strikes a nerve. The hearifelt thunder rises up, refus-
ing to become part of the background. Suddenly things are different. Clearer. More real. As thay
shauld have been all along. Riding a Harley changes vou from within, The effect is permanent. Maybe
it's fime you started feeling this strongly. Things are different on a Harley."!

The Harley-Davidson example shows that many different factors -affect consumer buyer
behavior. Buyer behavicr is never simple, yet understanding it is the essential task of
marketing management. Consumer buyer behavior refers to the buying behavior of final
consumers—individuals and housgeholds who buy goods and services for personal consump-
tion. All of these final consumers combine to make up the consumer macket, The American
consumer markel consists of more than 300 million pevple who consume more than $12 il
lion worth of goods and services each year, making it one of the most attractive consumer
markels in the world. The world censumer market consists of more than 6.5 billion people
who annually consume an estimaled $61 billion worth of goods and services.?

Consumers around the world vary tremendously in age, incomes, education level, and
tastes. They also buy an incredible variety of goods and services. How these diverse con-
sumners relate with each other and with other clements of the world around them impacts
their choices amang various products, services, and companies. Here we examine the fasci-
nating aray of factors that affect consumer behavior.

i Model of Consumer Behavior

Consumers make wany buying decisions every day. Most large companies research consumer
buying decisions in great detail to answer queslions about what consumers buy, where they
buy, how and how much they buy, when they buy, and why they buy. Marketers can study
actud! vonsumer purchases to find out what they buy, where, and how much. But learning
aboult the whys of consumer buying hehavior is not so easy—the answers are often locked
deep within the consumer’s mind.

“For companies with hillions of dollars on the line, the buying decision is the most cro-
cial part of their enterprise,” states one consumer behavior analyst. “Yet no one really knows
how the human brain makes that choice.” Glten, consumers themselves don't know exactly
what influences their purchases. “Buying decisivns are made at an unconscious level,” says
the analyst, “and . . . consumers don't generally give very reliable answers if you simply ask
them, ‘Why did you buy this? ™

The central question for marketers is: How do consumers respond to varicus marketing
efforts the company might use? The starting point is the stimulus response model of buyer
behavior shown in Figure 5.1. This figure shows that marketing and other stimuli enter the
consumer’s “black box” and produce ceriain responses, Marketers must figure out what is in
the buyer’s black hox. :

Marketing stimuli consist of the Four Ps: product, price, place, and promotion. Other
stirnuli include major forces and events in the buyer’s enviromment: economic, technological,
political, and cultural. All these inputs enter the buyer's biack hax, whera they are turned into
a set of obgervable buyer responses: product choice, brand choice, dealer choice, purchase
timing, and purchase amount.

The marketer wants to understand how the stimuli are changed into responses inside the
consutmer’s black box, which has twa parts. First, the buyer's characteristics influence how he




Culture

The set of basic values,
perceptions, wanis, and
neraviars learmed by a
member of society from
family and other important
institutzons.

Suhculture

A group of peopie with shareg
value systems based o
commaon life experiences and
situations.

FIGURE 5.2
Factors influencing
consumer hehavior
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of she perceives and reacts to the stimuli. Sccond, the buyer’s decision process ilself affects
the buyer's behavior. We look first at buyer characteristics as they affect buyer behavior and
then discuss the buyor decision process.

Characteristics Affecting Consumer
Behavior

Consumer purchases are influenced strongly by cultural, social, personal, and psychological
characteristics, shown in Figure 5.2, For the most part, marketers cannot control such factors,
but they must take them into account.

Cultural Factors

Cultural facters exert a broad and deep influence on consumer bohavior. The markeicr needs
to understand the role played by the buyer's culture, subeculture, and social class.

Cnllars

Culture is the most basic cause of a person’s wants and behavior. Human behavior s largely
learned. Growing up in a society, a child learns basic values, perceptions, wants, and behav-
tors fromn the family and other upoctant lustitutions. A child in the United States normally
learns or is exposed to the following values: achievement and success, activity and involwve-
ment, efficiency and practicality, progress, malerizl comlort, individualism, freedom, human-
ftarfantsm, youthfuiness, and fitness and health, Every group or society has a enlture, and cul-
tural influsnces on buyving behavior may vary greatly from country to country. Failure to
adjust to these differences can result i ineffective marketing or embarrassing mistakes.

Marketers are abways brying (v spot celtura! shifts in order to discover new products that
might be wanted. For example, the cultural shift toward greater concern about health and fit-
ness has created a huge industry for health-and-fitness services, exercise equipment and
clothing, moye-natural foods, and a variety of diets. The shifl toward jnformality has resulted
in more demand for casual clothing and simpler home farnishings.

fubonitars

Each culture contains smaller sehcultures, or groups of people with sharad value systems
based on commeon life experiences and situations. Snbcultures include nationalities, reli-
gions, racial groups, and geographic regions. Many subcultures make up important market
segmants, and marketers often design producls and marketing programs tailared to their
needs. lixamples of four such important subculture groups include Hispanic, African
American, Asian American, and mature consumers.

T . The U.3. Hispanic market—Americans of Cuban, Mexican, Central
Amencan, South American, and Puerto Rican descent—consists of more than 41 million con-
surners. It's the fastest grawing U.S. subsegment—one in every two new Americans since 2000
is Hispanic. By 2050, this group will make up about 25 percent of the U.S. populatien. Hispanic

~- Cultural. -
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purchasing power, estimated at $700 billion annually, is expected to increase to more than $1
trillion by 2010. One out of every ten U.S. small businesses is Hispanic owned.?

Hispanic consumers tend to buy more branded, higher-quality products—generics
don’t sell well ta this group. They tend to make shopping a family affair, and children
have a big say in what brands they buy. Perhaps more important, Hispanics are very brand
Ioyal, and they favor companies who show special interest in them.

Most major marketers now produce products tailored to the Hispanic market and pro-
mote them using Spanish-language ads and media. For example, Procter & Gamble, one of the
nation’s leading multicultural marketers, spent almost $160 millivn last year on Hispanic
print and television advertising for major brands such as Pantens,
1ide, Crest, and Pampers.® It creates special Hispanic versions of
some of its products. For instance, its Pantene Extra Liso (exira
straight} line of hair-care products is speciaily formulated with
Hispanic women in mind.

But P&C’s Hispanic marketing efforts run much deeper.
Consider the following example:®

Julieta Parilla, & new mother living in a predominantly
Hispanic working-class suburb of Los Angeles, is a die-
hard Pampers fan. She first heard about Pampesrs from
her sister. But strong marketing from Procter & Gambie
has tumed the 21-yedr-old singte mother inio a very
loyal customer. Julista recalls @ Pampers television ad
she liked, broadcast in bhath English and Spanizh,
showing & smiling baby crawling in the diapers. The
nurses at the medical center where she had her baby,
Fatima, gave her free samples of Pampers as she
checked out, along with other P&G brands such as
Urest and Tide. At a local health clinic, Julieta picked
up a copy of Avanzande con Tu Fumilio (Helping Your
Family Move Ahead), a P&G-published, Marthe
Stewart Living-type mapazine for recent Hispanic
fmmmigrauts that reaches a million homes across the
countey. Besides coupons for P&G products, the maga-
zing provides recipes, exercise tips, and lifestyle
advice. Julieta especially liked a story on how to clean
her newborn, and she has been impressed by P&G’s
support for the Hispanic Scholarship Fund.

Over the past five years, such targeted marketing efforts have
helped P&G o increase Pampers’ share of the Hispanic market by

Practer & Gamble spends heavily on marketing to 25 perceni. More broadly, 6 of the 12 brands managed by F&C's
Hispanics. As a result, consumers Like Julieta Farilla are sthnic-marketing division are now ranked number one among
diehard fans of Pampers and ather P&G brands. Hispanics in their categories, and five others rank sscond.

With annual buying power of $762 million, estimated to
Ieach '3981 bllhon bv 2010, the nation’s 39.7 million African American consumers also attract
much marketing attention. The U.5. black population is growing in affluence and sophistica-
tion. Although more price conscious than other sepments, blacks are also strongly motivated
by quality and selection. Brands are important. So is shopping-—black ransumers seem to
enjoy shopping more than other proups, even for something as mundane as groceries. Black :
consumers ave also the mast fashion conscious of the ethnic groups.” |

In. recent years, many companies have developed special products and services, appeals,
and markeling programs to roach Afvican Americans consumers. ¥or example, Hallmark
Tannched its Afrocentric brand, Mahogany, with only 16 cards in 1987. Today the brand fea-
tures mnore than 800 cards designed to celebrate African Amesrican culture, heritage, and tra-
ditions.® 8t. Joseph Aspirin, focusing on unique African American health issues, runs print
ads noting that their aspizin comes in the dosage recommended by the Association of Black
Cardiologists for daily heart therapy.

Financial services provider [.E. Margan Chase makes a special effort to target black com-
sumers with home financing products and services. Rather than the standard approach of
touting low interest rates, Chase siresses the benefits of home ownership. It sponsors and par-
ticipates in hundreds of conferences for minority professional groups, such as the National
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Association of Real Estate Brokers, the Urban League, 100 Black Men, and local gatherings of
corpmunity leaders and politicians.?

A wide variety of magazines, televisian channels, and other media now target African
American conswmers, Marketers are also reaching out to the African American virtusl com-
munity. Per capila, black consumers spend twice as much as while consumers far online sor-
vives. African Americans are increasingly furning to Wab sites such as BlackPlanet.com, an
African American community site with more than 13 million registered users.
BlackPlanet.com’s misston is Lo enable members to "cullivate meaningful personal and pro-
fessional relationships, stay informed about the world, and gain access to goods and services
that allow members to do more in life.” Other popular sites include BET.com and
BlackVoices.cor,1?

S Lk - iati Asion Americans ave the most affluent U.S. demographic seg-
ment T]:Ley now numbel‘ moere than 14.4 million and wield more than $396.5 billion in
annual spending power. They are the second-festest-growing population subsegment after
Hispanics. Chinese Awmericans constitute the largest group, followed by Filipines, Japanese
Americans, Asizn Indians, and Korean Americans. The U.5. Asian AmeTican population is
expacted to mors than double by 2050, when it will make up more than 9 percent of the 1.8,
population,

Asian consumers may he the most tech-savvy segment—more than 85 percenl of English-
speaking Asian Americans go enline regularly and are most comfortable with Tnternet tech-
nologies such as online banking and instant messaging. As a group, Asian consumers shop

frequently and are the most brand conscious of all the ethnic
groups. They can be ficrcely brand layal.!2
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Because of the segment's rapidly growing buying power,
many firms are now targeting the Asian American market, For
example, consider Wal-Mart, Today. in one Seattle store, where
Asian Americans represent over 13 percent of the population,
Wal-Mart stocks a large selection of CDs and videos from Asian
artists, Asian-favored health and beanty products, and children's
learning videos that feature multiple language tracks. The giant
retailer recenlly launched an Asian-lanpuage telavisiun, radio,
and prinl advertising blitz in markets with high concentrations,
of Aslan Americans, such as Los Angeles, San Francisoo, San
Dicgo, and Houston. The ads feature actual Asian American
shoppers speakding in their native languages about why they shop

LAERAE XA

R TR - SR wlnm;xr—- at Wal-Mart, In 4 Chinese ad, a family recounts how ity weekly

Wal-Mart shopping trip is a family bondmg experience. !

ALY | AT A CoTa i As the ULS. population ages, malure con-
ERLE - LR R TR DR 2 AT ATOA ¢ SUIMETS 4re becommg a very attractive market. Now 68 million
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strony, the pupulatien of U.S. seniors will more than double in
I_?Lﬁ_: A ) the nexl 25 years. The 65-and-over crowd alone numbers close
;’\,)5 to 37 million, more than 12 percent of the population. Mature
consummers are better off financially than are younger consumer
groups. Because mature consumers have more time and money,

they ars an ideal markst for exatic Tavel, restaurants, high-tech

home entertainment products, lelsure gouds and services,

- AT

designer furniture and fashions, financial services, and health
care services. 14

Their desirs to look as young as they fecl also makes more-
mature consumers good candidates for vosmetics and personal
care products, health foods, fimess produets, and other items that
combat Lhe effects of aging. The best strategy is to appeal to their
aclive, multidimensional lives. For examnple, Kellopg aired a TV
spot for All-Bran cereal in which individuals ranging in age from
53 to 81 are featured plaving ice hockey, water skifng, running

EH Targehng Asian AMmencan consumers: Wdl Man print ads hurdles, and playing baseball, all to the tune of “Wild Thing.” A

feature actwal Asian American shoppers speaking in their native Pepsi ad features a voung man at a rock concert who turns around
languages about why they shop at Wal-Mart. In this Chinese ad, to see his father rocking out nearby. And an Aetna commercial
a family recounts how its weekly Wal-Mart shopping trip is a portrays a senior who, alter retiring from a carser as a lawyer, ful-

family bonding experience.

fills a lilelong dream of becoming an archeologist.
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Social class

Relatively permanent and
ardered divisions ir a society
whose members share similar
vahles, interests, and
behaviars.

Group

Two ar more paopls who
interact to accomplish
individua! cr mutual goals.

FIGURE 5.3
Tie major American social
classes

Social Class

Almost every society has some form of social class structure. Social classes are society’s rela-
tively permanent and ordered divisions whose members share similar values, interests, and
behaviors. Social scientists have idenlified the seven American social classes shown in
Figure 5.3.

Social class is not deterizined by a siugle factor, such as income, but is measured as a
combination of eceupation, income, education, wealth, and other variables. In some social
systems, mernbers of different classes are reared for certain roles and cannot change their
sacial positions. In the United States, however, the lines between social classes are not fixed
and rigid; people can move to a higher social class or drop into a lower one.

Marketers are intergsted in sorial class because people within a given social class tend to
exhibit similar buying behavior. Social classes show distinct product and brand preferences
in argas such as clothing, home Farnishings, leisure activity, and automobiles.

Social Factors

A consumer’s hehavior also is influenced by social fastars, such as the consumer’s small
groups, fumily, and soci! roles and status,

Gronns

A person’'s behavior is influenced by many small groups. Groups that have a divect influence
and. ta which a persen belangs are called membership groups. In contrast, relerence groups

Education

~Workiog Class (38 Deroent
. Whatever

Occupation

Income
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serve as direct [face-to-face) or indirect poinls of comparison or reference in forming a per-
son’s attitudes or behavior. People often are influenced by referance groups to which they da
not belong. For examyple, an aspirational group is one to which the individual wishes to
belong, as when a young gir} soccer player hopes o someday emulate Mia Hamm and play on
the U5, women's Qlympic soccer team.

Marketers try to identify the reference groups of their tatget markets. Reference groups
expose a person to new behaviors and lifestyles, influence the person’s attitudes and self-
concept, and create pressures to conform that may affect the person’s product and brand
choices. The importance of group influence varios across products and beands, & tends o
be strongest when the product is visible to others whom the buyer respects,

Manoulacturers of producty and brands subjected to strong group influence must figure

Opinior leader out how to reach opinion leaders—people within a referenice group who, because of special
Person within a reference skills, knowledge, personality, ar other characteristics, exert social influenue on others, Some
group who, because of experts call this 10 percent of Americans the influentinls or leading adopters. These con-
special skilis, knowledge, sumers “drive trends, influence mass apinion and, most tmportavtly, sell a great many prod-
persanality, or ather ucts,” says vne expert. They often use their big circls of acquaintances Lo “spread their knowl-
characteristics, exers social edge on what's good and whai’s bad."1°

inftusnce on cthers, Marketers often try to identify opivion leaders for their producls and direct markeling

efforts toward them. They use buzz marketing by enlisting or even creating opinion lsaders to
spread the word about their brands. For example, Tremor and Vocalpoint, separate marketing
arins of Frocter & Gamble, have enlisted armies of buzzers to create word of mouth, not just
for P&G products but for those of other client companies as well {see Real Marksting 5.1).

In the pasl [ew years, a new {ype of social interaction has exploded onto the scene—
onling socfal netwarking—carried out over Internet media ranging from blags to social net-
working sites such as MySpace.com and Facebook com. This new form of high-tech buzz has
big implications far marketers.

Persanal connections—forged through words, pictures, video, and audio posted just
fur the [heck] of it—are the life of the new Web, bringing tugether the estimated
60 milling bloggers, lan unbelievable] 72 million MySpace.cam users, and millions
more o single-use social networks where people share one category of stuff, like
Flicke (photos}, Del.icio.us (links), Digg (news stories), Wikipedia {encyclopedia arti-
cleg), and YouTube [video}. . . . It's hard to overstate the coming impact of these new
network lechniologies on business: They hatch lrends and build immenss waves of
interest in specific products. They sarve [up} glant, targeted andiences to advertisers.
They edge out old media with the loving labor of amateurs. They effortlassty provide
hyperdetailed data to marketers. If your customers arc satisfied, networks can help build
fanatical loyalty; if not, they'll amplify every complaint untl you do something about it.
{The new social networking technologies] provide an authentic, peer-to-peer channel of
cormmunication that is far roare credible than any corporate fackery.™®

Marketers are working to harness the power of these new social networks to promote
their products and build closer customer relationships. For example, when Volkswagen set
1up & MySpace.com site for Helga, the German-aceented, dominairix-type blonde who appears
in its cantroversial Volkswagen G17 ads, tens of thousands of fans signed up as “friends.”1?
And companies regularly post ads or custom videus on video-sharing siles such as YouTube,

When Adidas recently reintroduced ite adicelor shoe, a customizalle white-on-white
sneaker with a set of seven color markers, it signed on seven top creative directors to
develop innovative videos designed especially for downloading te iPeds and other

|
|
|

| adieolor

B Social networking: Adidas harnessed the power of social netwarks to reintreduce its customizable adicelor
shoe. It developed innavative downloadabbe videas that celabrate color and persanal expression—here in
pink—and then released them through e-mail and social networking sites like YouTube,
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. Gina Lavagna is the ideal pitch gal. After receiving
2% - U0 information zbout Sory's latest compact digitat
music plaver and six $10-off coupons, she rushed four of her
teen chiuns to a mall near her home to show them the coof new
devica, which seils for $9% and up. "l've probably told 20 people
atout it,” she says, adding, “Af least 10 are exiremely interested
in getting one." Her parents got her one for Christmas.

Procter & Gamble couldn't ask for a betier salesperson thar
Donna Wetherell. The gregarinus Columbus, Chio, mom warks gt
a customer service call center unaffiliated with P&SG, where she
knows some 300 coworlers by name. Lalely, Wetherell has spent
a0 much fime at work talking about P&G preducts 2nd handing
out discount coupnns that her colleagues have given her a aick-
name. "t am cailed e coupon lady," Wetherell says.

Muitiply Gina Lavanga by 250,000 teens, and Donna Wetherell by
600,000 moms, and you'l! gt & notion of the size and impact of P&G's
huge and carefully cultivated steaith markating force. Gina and Dorina
argn’t just any consumers, They're members of P&G's Tremor and
Vocalpoint word-cf-maouth marketing agms—natural-harn buzzerg on a
missian to spreed the word atbout P&G and ofther companies’ brands
amaong their pesrs.

It all started five years ago when P&G created Tremor, a word -of-
mauth retwork 1o reach leens. Teens are madceningly difficult to
reach through traditionzl channels—mgre than other consumer
groups, fey fend o ignore mass-media messages or even to resent
them. Tromar taps the power ol peeeto-pegr personal endorsements
that cut through the advertising clutter. Tremorites detiver the word in
schaot cafeferias, at sleepovers, by call phong, and by e-mail.

Initialty focused only on PAG brands, Tremor's fofces wers soon
being tapped io talk up other companies’ brands. More than
80 percent uf Tremor's campaigns are now for non-P&G brands,
surch as Coca-Cala, Tayola, Kraft, and shoee company Vans, Tremar
has begen so successiul that P&G has built a massive new net-
work—Vocalpoint--focusing on moms, The moms market is &
much bigger and more affizent target than teens, and a market
that's mare relevant lu most P&G products. Initially, Yocalpoint has
focusad on mams with schoal-aga kigs, women whn interact more
with other moms.

Ta fifl their enormous ranks, Tremor 2nd Vozalpoint recruil onding
for what they call "connectors"—pecple with vast netwarks, of
friznds and a gift for gab. For example, whereas average teens have
only about 30 names on their instant messaging buddy lists,
Tremarites average 150 to 20C names, Yocalpoint moms have five fa
six times the average number of frignds and accuaintances. These
conrectors are carsfully sereened—anly about 10 percent of those

who apply are accepted. In addition to connectedness, the company
is locking for natural talkers with large doses of inguisitiveness and
persuasiveness.

Except for educating Tremarites and Vocalpoinkers about products
and supplying them samples and coupens, the company doosn't
coach the teens and moms. The conneciors themselves choose
whether ¢r not to pitch the product to friends and what to say. For
example, when Gina Lavagna learned from Tremor about Clairal Herbal
Essences Fruit Fusions Shamaoo and Noxzema face wash, it was her
own idea o invite her pals over so they could try it

Tremorites and Vocalpointers alzc do the work without pay. What's
in it for them? For one thing, they receive & steady flow of cc:{:puns
and samples. But more than that, says CEQ Knox, the company
promises bwo things, First, it “provides you with cool new ideas before
your friends have them,” with the thrill of being zn insider. Second, it
gives lhem a vaice. *They're flled with great ideas, and they don't
think anybody tistens to them,” says Knox. "lt's an empowering
proposition [just ta be heard].”

Buzz marketing is one of today's hottest new marketing practices.
Still, jumping onto the bazz barndwagon carries some risks, For
exarmpla, because Tramor and Yocalpaint connectoss aren’t coached
or controtled, word of mauwth can quickly backfire, If the teens and
rmorms like what they see, they'll ne quick 1o share the good news. If
riot, (hey rrighi e even guicker 1o share the bad. Says one word-of-
mouth expert, it's “like paaying with fire: 1t can be a positive force
when harnessed for the good, but fires are very destructive when they
are out of coniesl, I word of mouth goes against yoir, you're sunk.”

Moreover, some advocacy groups and gthers guestion the ethacs,
ever the legality, of recruifing penpie to pramate products by word of
moiih without disclosing that fact. One such group, Commercial
Algrt, has filed a compiaint with the FTC against Tremor and several
amall buzz marketing agencies. But Tremeor insiders ardently defend
their cwn campaigns and buzz marketing in general, “We encourage
{connectors] tu tzlk lreely, whather positively or negatively, We do not
give them a script” says a campany spokeswoman, “We think that's
a wvery important pert of the model,” agrees Knox. "The connectors
need to be froe to say whatever it is they want ta say. K's [really jusi]
nafurgl human behavior. . . . People like walking to people about
things they think help themn.”

Despite the risks and criticisms, Tremor and Vocaipoint are pro-
ducing striking results. According 1o one anzlyst, rmost companies
see a 10 to 30 percent boost in sales after employing the word-of-
mouth networks. Consider these sxamples:

Shamrock Farms of Phoznix launched a new croccale-malt-
favored milk in Phosnix and Tucsan, The lausnch tactcs were

handhelds. The directers were given compiste creative control to interpret their
assigned color as they saw fit. “The directors that we chose woe fecl have a good deal

of underground street cred,”

' says an Adidas marketing executive. The project was

not Hed specifically to the product. Rather, the directors wers asked to “celebrate
color, customization, and persanal expression.” The diverse set of short filmy was
then released, one film a week, via e-mail and sites such as YouTube. Tha films drew
more than 2.1 million viewers within three weeks, 20 million witlin the first bwo
menths, and the numbers were growing exponcatially with each new release. 18
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identical in both cilies, with cne excep-
tion: 2,100 Phoenix Teermarites receivec
product infermabion, coupons, and
: stickers. Sharmrock reparts that after 23
weseks, sales of the new mitk flavor werg
18 percent higher in Phoenix than in
Tueson. Coupen redemiption in Phoenix
was 21 percent, higher than ihe dairy
: had ever achieved. To Shamrock's
: pieasant surprise, overall milk sales in
Phoenix rose by 4 percent as weil,

In traditional ads introducing aew
Dawn Ditect Foam, P&G stressed its
poient grease-cutting power, Dut in
nackels maited to Vocalnoing morms, it
shownd the defergent and a smiling
@irl on the putside with these words in
big letters: *Marm, can [ help?” A pam-
phlet inside explaired that the soap is
50 fun tn use that ids would wanr to
relp out with the dishes. To reinforce
ihe poinl, the packel included a litie
sponge in the shape of a chitd's foot,
rus a dozen $1.50 coupons, “We
have to enable a conversation to take
place,” CEQ Knox says, “Kids not
doing encugh chares is a corvarsa-
tion taking piace among moms.”
Donna Wethersil, the Vocalpoist con-

nector in Columbus, says she talked : L

aboul Dawn Direct Foam with about Tremor and Vocalpoint, separate marketing arms

100 female coworkers at her call cen- bozrers to create word-of-mouth for brands. “We know that the most powerful form of
ter. “There are a ol of worten there marketing is a message from a trusted friend.”

who nave kids,” says Wethereif, 51,
whi as a daughter, 17, “We wera sl

interested.” Adds Lavonda Harrington, 28, another Columbus Sourees: Extracts adapted from Rebert Berner, “L Sold t through the
eonnector: “My daugnter laves the foot-shaped sponge.” That Grapevine,” SusiressWesk, May 23, 2006, pp. 32-34; and Melanie Wells,
kind of buzz may eaplain the explosive sales resulls in the "Kid Mabbing,” Forbes, February 2, 2004, p. 84. Duates and other infor
three est marksts. Dawn unit sales in those facations were raatior from Samar Farah, "Waking Waves," CMO Magazine, July 2065;
double those of markets without a Yocalpoint effe. IeF Gelles, "Trarmor: Shaky SWF," Tre Seatfle fimes, Decernber £, 2005,

p. 16; Bruce Horovitz, "FAG "Blizz WMarketing' Unit Hit With Comoiaint,”
Thus, business is buzzing at P&G—and the Tremmor and  USA Today, Ocicher 19, 2003, p, 1B; Todd Wasserman, “QaA; PG Buzr
Yocalpoint grapevines are growing faster then Jack's beanstalk. Says  Program Tremar Maving on 1o Mothers,” Brandwesk, September 26, 2008,
CEC Knox, "We know that the most powerful form of marketing is {7 p. 15; and Jack Naff, "PAG Provides Product Launchpad, A Buzz Netaork
message from a trusted friend.” Of Moms," Adverising Age, March 20, 2006, p. L.

But marketess need to be careful when tapping inte online sacial networking. Ultimately, the
users cortral the content, and online network marketing atlempts can easily backfire. For exam-
ple, when Chevrolet revently launched a Web contest inviting folks to create their own ads for its
Chevy Tahoe, it quickly lost control. Suys one observer, “the entries that got passed around,
blogged about, and eventually vovered in the mainsiream media were all about the SUV’s
ahysmal gas mileage and melting polar ice caps.” One user-generated ad proclaimed. “Like this
snowy wilderness? Better get your fill of it now. Ther say hello o global warming.” Another con-
chuded, “570 to fill up the tank, which will last less than 200 miles. Chevy Tahoe.”1?
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Family

consumer buying organization in society, and it has been researched extensively, Marketers
are interested in the roles and influence of the husband, wife, and children on the purchase of
different products and services.
i Husband-wife involvemment varies widely by product category and by stage in the buying
process. Buying roles change with evolving consumer lifestyles. In the United States, the wife tra-
| ditionally has been the main purchasing agent for the family in the areas of food, househeld prod-
L)1 ucts, and clathing. But with 70 percent of women holding jobs cutside the home and the willing-
i 1 ness of hushands to do more of the family’s purchasing, all this is changing. Men now account for

‘” Family members can strongly influence buyer behavior. The family is the most important

about 40 percent of all food-shopping dollars. And whereas women make up just 40 percent of
drivers, they now influence more then 80 percent of car-buying decisions. In all, women now
make almoast 85 percent of all purchases, spending 86 trillion each year?®

Such changes suggest that marketers in industries that have sold their products to only
_ men or only wumen are now courting the opposite sex. For example, after realizing that
women today account for 50 percent of all technology purchases, Dell bas stopped up its
Ple efforts to woo wornen buyers.?1

Managers from Dell’s markeling and public relations staff met earlier this year with
editors and sales reps at a dnzen publications. Their mission wasn't too surprising:
et editors to print more about Dell’s computers, televisions, and pockelPCs. It was the
choice of magazines that was vnusnal, inclhud-
T T T ey ing Oprah Winfrey's O ot Home, Ladies’ Home
Journal, and CosmoGIRL—not exactly publica-
tions cn the company’s regular radar screen. In
barely six months, though, Dell’s laser printer,
piasma TV, and notebook computer wers fea-
tured as must-haves in gift guides in sheller
magazines Aeal Simple and O ot Home. And in
a recent issue, CosmoGIAL pave Dell’'s Inspiran
700m, foar-pound notehook a “kiss of
approval.” Why the new emphasis on women
buyers? Dell’s has vealized that women are its
fastest-growing customer group and a key to its
growth steategy, especiaily as it branches out to
TVs and MP3 players. Its own research shows
that wumen make up half of its buyers and are
as likaly as men to prefer buying PCs online. So
hesides the women’s magazines, Dell is running
ads on women-coniric cable-TV channels such
ag Oxygen and Lifetime Television. Unti
recently, says Dell's director of custamer expe-
rience, "you wouldn’t have seen any Dell ads
on these women's channels.”

Children may also have a strong influence on
family burying derisions. The nation’s 36 million kids
age 3 to 11 wield an estimated $18 billion in dispos-
able income. They also intluence an additional $115
billion that their families spend op them in areas
such as food, clothing, entertainment, and perscnal

I # @ e bous etk s o roe Wi i e (= 1t care items. For example, one recent study found that
: . ke v Th Pt s S L TP, ! : PR P . it .
i - E b ‘. B T ol o : kids significantly influence family decisions about
i ._gg;%?g,ﬁ}_‘;%?- o it oy Tt b g ety ey R ATIEER where they take vacations and what cars and cell
; BELS

; p_hones they buy. As 4 result, marketers of cars, full-
: rerewd - BEFVICE Testaurunts, vell phones, and travel destina-

e :_ & Children may have a strong influence on family buying decisions for tions arg mow pl:’lCiRg ads on npetworks such as
T everything from cell phones to restaurants to cars, To capture such family Cartoon Network and Toon Disney. Nickelodeon
1NN buying influences, Chevralet runs ads like this one for its Uplander sparts van recently signed multimillion-dollar advertising deals
: P in kid-focused Mickelodeon Magazine, featuring a family Big Wish with Chevrolet and Kia. Chevrolet rans TV ads on
RN Sweepstakes, Nickeladeon television and print ads in Nickelodeon

Mugozine for its Uplander sports van.?*
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Rolss and Status

A person belongs to many groups—family, clubs, and organizations. The parson’s position in
each group can be defined in terms of both role and status. A role consists of the activities
peaple are sxpected fo perform according to the persans around them. Each role carries a sta-
tus reflecting the general esteem given to it by sociely.

People usually choose products appropriate to their roles and status. Gonsider the vari-
ous roles a working mother plays. In her company, she plays the role of a brand manager; in
her family, she plays the role of wife and mother; at her favorite sporting events, she plays the
role of avid fan. As a brand manager, she will buy the kind of clothing that reftects her role
and status in her company.

Personal Factors

A buyer's decisions also are influenced by personal characteristics such as the buyer’s age and
tife-cycle stage, occupation, econgmic situation, lifestyle, and personality and self-concept.

Lge and Life-Cycle Siags

Peoplo change the goods and services they buy over their lifetimes, Tastes in food, clothes,
furnjture, and recreation are often age related. Buying is also shaped by the stage of the family
life cycle-—the stages through wiich families might pass as they mature over time, Marksters
often dsfine their target markets in terms of life-cycle stage and develop appropriate products
and marketing plans for each stage.

Traditional family life-cycle stages include young singles and married couples with chil-
dren. Today, however, marketers are increasingly catering to a growing number of alternative,
nontraditional stages such as unmarried couples, singles marrying later in life, childless cou-
ples, same-sex couples, single parents, extended parents {those with young aduit children
returning home), and others.

RBC Royal Bark has identified {ive life-gtage segnients.
The pouth segmeat includes customers younger than 18.-
Getifng Started consists of customers aged 18 to 35 who are
going through first cxperiences, such as graduation, Hrst
credit card, first car, first loan, marriage, and first child.
‘Buildars, customers aged 35 to 50, are in their peak carning
vears. As they build carsers and family, they tend to borrow
more than they invest. Accumulators, aged 50 to 60, worry
about saving for retivement and investing wiscly. Finally,
Preservers, customers over 50, want to maximize their retire-
ment income to maintain a desired lifestyle. RBC marksts
different services to the different segments. Far example,
with Buflders, who face many expenses, it emphasizes loans
and debt-load management services.?®

Uecupation

A persen’s necupation affects the goods and services
bought; Bluecollar workers tend to buy more rugged work
clothes, whereas exeuutives buy more business suits.
Marketers try to identify the occupational groups that
have an above-average interest in their products and ser-
vices. A company can even spevialize in making products
needed by a given occupational group.

Far example, Carharit makes rugged, dureble, no-
nonsense work clothes—what it calls “original equipment
for the American worker, From coats to jackets, bibs to
overalls . .. if the apparel carries the name Gavharit, the per-
formance will be legendary.” Its Web site carries real-life
o testimonials of hard-working Cavhartt customers. One elec-

: e o irician, battling the cold in Canada’s arctic regiou, reports
Occupation: Carhartt makes rugged, durable, no-nonsense work wearing Carhartt’s lined Arctic bib overalls, Arctic jacket,
clothes—what it calls “original equipment for the American worker.” and other clothing for more than two years withoul a single
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Lifestyle

A person’s pattern of living as
expressed in his ar her
activities, imterests, and
of1iniuns.

FIGURE 5.4

classificatigns
assiicaln:

“popped button, ripped pocket seam, or stuck zipper.” And an animal trainer in California says
nf his favorite pair of Carhartt jeans: “Not only did they keep me warm but they stand p te one
playtul Hon and her very sharp claws. "%

Feonomic Situation

A person’s economic situation will affect product chwice. Marketers of income-sensitive
goods watch trends in personal income, savings, and interest rates. If economic indicators
point o & recession, marketers can take steps to redesign, reposition, and reprice their prod-
ucts closely. Some marketers target consumers who have lots of money and resources, charg-
ing prices to match. For example, Rolex positions its luxury watches as “a tribute to elegance,
an object of passion, a symbol for all lime.” Other marketers target consumers with more mod-
est means. Timex makes more affordable watches that “take a licking and keep on tcking.”

Lifestyle
People coming fromn the same subculture, social class, and occupation may have guite differ-
ent lifestyles. Lifestyle {s a person’s pattern of living as expressed in his or her psychograph-
ics. It invelves measuring consumers’ major AIO dimensions—activities {work, hobbies,
shopping, sports, social events), interests (food, fashion, family, recreation), and Gpinions
{about themselves, social issizes, business, praducts). Lifestyle captures something more than
the person’s social class or personality. It profiles a person’s whole pattern of acting and inter-
acting in the world. When used carefully, the lifestyle concept can help marketers nnderstand
changing consumer values and how they affect buying behavior.

Several research firms have developed Hfestyle classifications. The one most widely used is
SRl Consulting Business ntelligence’s VALS™ typology (see Figure 5.4} VALS classifies people
by psychological characteristics and four demographics that correlate with purchase behavior—

High resources
High inniovation

Primary motivation

" ldeals’ " {1 Achievement.

Low resaurces
Lows innovation

Survivors

T




-

Personality

The unique psycholagical
characteristics that iezd to
relatively consislent and
lasting responses to ane's

. .
~awn envirgament,

Brand personality

The specitic mix of human
traits thai may bo atributed
o a particutar hrand.
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how Lhey spend their lime and moosy. It divides consumers into sight groups based on two major
dimensions: primary motivation and resources. Pripigmemetivationg include ideals, achievement,
and self-expression. According to S8RI-BI, consumers who are primarily mativated by ideals are
guided by knowledge and principles. Consumers who are primarily mativated by achievement
lock for products and services that demonstrate success to their peers. Consumers who are pri-
marily motivated by self-expression desire social or physical activity, variety, and risk,
Gonsumers within each arientation are further classified into those with high resources
and those with low rescurces, depending on whether they have high or low levels of income,
education, health, self-confidence, energy, and other factors. Consumers with either very high
or very low levels of resources are classified without regard to their primary motivations
(Innovators, Survivors). Innovators are people with so many resources that they exhibit all
three primary motivations in varying degrees. In contrast, Survivors are people with ed few

‘resources thet they do nol show a strong primary motivation. They must focus on mesting

needs rather than fulfilling desives.

Iren City beer, a weil-known brand in Pittsburgh, wsed VALS to update its image and
iruprove sales. Iran Cily was losing sales—its aging core users were drinking less beer, and
younger men weren't buying the brand. VALS research showed that one VALS segment, male
Expariencers, drink the most beer, lollowed by Strivers. Men in these segments perceived Iron
City drinkers as blue-collar steelworkers stopping off at the local bar. However, they saw
themselves as more modern, hardworking, and fun loving. They strongly rejected the out-
moded, heavy-industry image of Pittsburgh. Basad on this rescarch, Iron Gity created ads link-
ing its beer to the new seli-image of target consumers. The ads mingled images of the old
Pittstnrgh with thoss of the new, dynamic city and scenes of younp Experiencers and Slrivers
having fun and working hard, Within just one month of the start of the campaign, Iron Gity
sales shot up by 26 percenl.?®

Tarsonality and Bali-Concept

Each person’s distincl personality influences his or her buying bebavior. Personalily refars to
the unique psychological characteristics that lead te relatively consistent and lasting
responses to one’s owrl environrnent. Personality is usually described in terms of traits such
as self-confidence, dominance, sociability, autonomy, defensiveness, adaptability, and aggres-
siveness. Personality can be useful in analyzing consumer behavior for certain product or
brand choices. Fur example, coffes marketers have discovered thal heavy collee drinkers lend

to be high on sociability. Thus, to attract customers, Starhucks and ather coffechouses create”

environments in which people can relax and socialize over a cup of steaming coffes.

The idea iz that brands also have personalities, and that consumers are likely to choose
brands with personalitiss that match their own. A brand persemality is the specific mix of
Ruman traits that may be atiributed to a particular brand. One researcher identified five brand
personality traits:28 :

1. Singcerity {down-to-earth, honest, wholesome, and chestful}
2. Excitement {daring, spirited, imaginative, and up-to-date]
3. Cowpetence (zeliable, intelligant, and successiul)

4. Sophistication [upper class aud charming)

&n

. Ruggedness {outdoorsy and tough}

The researcher found that a number of well-known brands tended to be strongly associated
with une particular trail: Levi's with “ruggedness,” MTV with “exciternenl,” CNN with “com-
petence,” and Camphell with “sincerliy.” Henee, these brands will atiract persons who are
high on the same personality traits.

Many markelers use a concept related to personality—a person’s self-concept {also called self-

-image). The basin salf-concept premise is that people's possessions contribute to and reflect their

idemtities; that is, “we are what we have.” Thus, in order te understand consumer behavior, the
marketer must first understand the relationship hetween consumer self-concept and possessions

Apple applies this concept in a recent set of ads that characterize lwo people as computers—
one guy plays the part of an Apple Mac and the other plays a PC. “Helte, I'm a Mac," says the guy
om the right, who's younger and dressed in jeans, “And Trn a PC,” says the one on the left, who's
wearing dweeby glasses and a jacket and He. The (wo men discuss the relative advantages of
Macs versus PCs, with the Mac coming out on top. The ad presents the Mac brand personality as
young, Laid back, and hip. The PC is pormayed as buttoned down, corporate, and a hit dorky. The
message’ If vou see yourself as young and with it, you need a Mac.
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Maotive (or drive)

A nesd that is sufficiently
nressing 1o diract the person to
seek satisfetion of the need,

Psyehological Factors

A person's buying cholces are further influsnced by four major psychological factars: motivation,
perception, learning, and beliefs and attitudes.

Wotivation

A persan has many needs at any given time. Some are biological, arising from states of tension
such as hunger, thirst, or discomfort. Others are psychological, arising from the need for
recognition, asteem, or helonging. A need becomes 2 motive when it is aroused to a sufficient
level of intensity. A motive (or drive] is a need that is sufficiently pressing to direct the persan
to seek satisfaction. Psychologists have developed theories of human motivation. Two of the
most popuiar—the theories of Sipmund Freud and Abraham Maslow—have quite different
meanings for consumer analysis and marketing.

Sigmund Freud assumed that peaple are largely unconscious about the real psychologi-
cal forces shaping their behavior. He saw the person as growing up and repressing many
urges. These urges are never eliminated or under perfect control; they emerge in dreamms, in
slips of the tongue, in neurntic and chsessive behavior, or ultimately in psychases.

Freud’s theory suggests (hal & person’s buying decisions are affected by subcanscious
matives that even the huyer may not fully understand. Thes, an aging baby bonmer wha buys a
sporty BMW 330Ci convertible might explain that he simply likes the feel of the wind in his thin-
ning hair. Al a deeper level, he may be trying to impress others with his snccess. Al a still deeper
level, he may be buying the car to feel young and independent again.

The term motivation research tefers to gualitative research designed to probe conswmers® hid-
den, subconscious motivations. Constimers often don't know ar can't describe just why they act as
they do. Thus, motivation researchers use a variety of probing techniques to uncover underlying
emotions and attitudes toward brands and buying sitations. These sometimes bizarra techniques
range from sentence complation, word association, and
inkblot or cartoon interpretation iests, to having consumers
form daydreams and fantasies about brands or buying situa-
ticms. One writer offers the following tongue-in-cheek sum-
mary of a motivation research session:?*

Good morning, ladies and gentlemen. We've
called yon here today for a little consumer
regearch, Now, lie down up the couch, toss your
inhibitions out the window, and let's try a little
free association. First, think about brands as if
they were your friends. Imapine you could talk to
your TV dinnsr. What would he sav? And what
would you say to him? . . . Now, think of your
shampoo as an animal. Go on, don't be shy.
Would it be o panda or a lion? A snake ar 2 wooly
worm? For our final exercise, let's all sit up and
pull ont our magic markers. Uraw a picture of a
typical cake-mix user. Would she wear an apron
+ ora negliges? A business suit or a can-can dress?

Such projective techniques seem pratty goofy, and some
marketers dismiss such motivation research as mummho
jumbo. But many marketers routipely use such touchy-
feely approaches to dig deeply into consumer psyches and
develop better marketing strategies.

Many companiss employ teams of psychologists,
anthropalogists, and other social scientists to carry out moli-
vation research. One ad agency routinely conducts ene-on-
one, therapy-like interviews to delve wnto the inner workings
o : of consummers. Another company asks consurners to describe

il - their favorite hrands as animals or cars (say, Cadillacs versus

& Mativation: An aging baby boomer who buys a sporty convertible Chevrolets) in order Lo assess the prestige associaled with

might explain that he simply likes to feel the wind in his thinning various brands. 8till others rely on hypnosis, dream therapy,
hair. At a deeper level, ha may be buying the car to feet young and or soft lights and mood music to plumb the murky depths of

independent again,

consumer psyches,



Perception

The process by which people
selact, organize, aad interpret
information to form a
meaningful picture o the
wiorld,
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FIGURE 5.5
Maslow's hierarchy of needs

/Self-development -\
- and realization . -

Abraham Maslow sought to explain why peaple are driven by particular needs at partic-
ular times. Why does ane person spend much time and energy on personal safety and annthar
an galning the esteem of others? Maslow's answer is that human needs are arranged in a hier-
archy, as shown in Figure 5.5, from the most pressing at the bottom to the least pressing at the
top.2? They include physiclogical needs, safety needs, social needs, esteem needs, and self-
actualization needs.

A person fries to satisfy the most important need first. When tkat need is satisiied, it
will stop being 4 mativator and the person will then try {o satisty the next most important
need. For example, siarving people (physiological need) will not take an interest in the lat-
est happenings in the art world {sell~actualization needs), nor in how they are seen or
estenmed hy others (social or csteem needs), nor even in whether they are breathing clean
air (safety needs}. Buf as each importenl need is satisfied, the next most importanl need will
come inta play,

Percepiion

A tmativated person is ready fo act. How the person acts is influenced by his or her nwn
perception of the situation. All of us learn by the flow of information through our five
senses: sight, hearing, smell, touch, and taste, However, each of us receives, organizes, and
interprets this sensory information in an individual way, Perception is the process by
which people select, vrganize, and interpret information to form a meaningtul picture of
the warld.

Peuple can form dilferent perceptions of the same stimulus because of three purcepinal
processes: selective attention, selective distortion, and selective retention. People are exposed
to a great amount of stimuli every day. For example, pecple are exposed to an estimated 3,006
tu 5,000 ad messages every day.’! It is impossible for a person to pay attention to all these
stimuli. Selective atfention—the tendency for people to screen out most of the information to
which they are exposed—means (hal marketers must work especially hacd to attract the con-
sumer’s attention.

Even noticed stimuli do not always come across in the intended way. Each person fits
incoming information into an existing mind-set. Selactive distortion describes the tendency of
people to interpret information in a way that will support what they already believe. For
example, if you distrust a company. you might perceive even honest ads from the company as
questionable. Selective distortion means that marketers must try to understand the mind-sets
of consumers and how thsse will atfect interprotations of advertizing and sales information.

People also will forget much of what they learn. They tend to retain infosmation that sup-
ports their attitudes and belisfs. Bacause of selective refention, consumers are likely fo
remember good points made about a brand they favor and to forget poed points made about
competing hrands. Bacause of selective exposurs, distortion, and retention, marketers just
work hard to gel their messages thraugh. This fact explains why marketers use so much drama
and repetition in sonding messages to their markat.

Interestingly, although most marketers worry about whether their offers will be perceived
at all, some consumers worry that they will be affected by marketing messages without even
knowing it—through subliminaf advertising. In 10657, a researcher announced that he had
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flashed the phrases “Eat popcorn” and “Drink
Coca-Cola”™ on a screen in a New Jersey movie
theater every five seconds for 1/300th of a sec-
ond. He reported that althoupgh viewers did not
consciously recognize these messages, they
absorhed them subconsciously and bought 58
percent more popcorn and 18 percent more
Coke. Suddendy advertisers and consumer-
pratection greups became intensely interested
in sublimrinal perception. People voiced fears of
being brainwashed, and California and Canada
declared the practice illegal. Although the
researchear later ardmitled to makiog up the data,
the izsne has not died. Some consumers still
fear that they are being manipulated hy sublim-
inal messages.

b g . R Numerous studies by psychologists and
B Selective perceptfon: It's iITIpDSSibLE for PEDPLE to pay altertion o the COnSUIMETr Iesearchers have fUund ljttle or oo
thousands of ads they're exposed to every day, se they screen most of them out. link between subliminal messages and con-

Learning

Changes in zn individual's
behavior arising from
experience.

Belief
A deseriptive thought that a
person has about semething.

Attitude

A person's relativaly
consistent evaluations,
feelings, and tendencies
inward an abject ar idea.

sumer behavior. it appears that subliminpal
advertising simnply doesn't have the power attributed to it by its critics. Most advertisers scoff
at the notion af an Industey conspiracy to manipulate consumers through “invisible” messages.
Says one industry ingider: “[Some comsumers believe we are} wizards who can manipulate
them at will, Ha! Snort! Oh my sides! As we know, just between us, most of [us] have difficulty
getting a 2 percent increase in sales with the help of $50 million in media and extremely limi-
nal images of sex, money, power, and other [motivators] of human emolion. The very idea of
fus| as puppetesrs, cruelly pulling the strings of conswner marionetles, Is almost o much to
beraar. 73

Learning

When people act, they learn. Learning describes changes in an jndividual's behavior arising
from experience. Learning theorists say that most human behavior is learned. Learning ocours
through the interplay of drives, stimuli, cues, responses, and reinforcemsnt.

A driveis a shong internal stimulus that calls for action. A drive becomes a motive when it is
directed toward a particular stimidus object. For exarnple, a person’s drive for self-actualization
might motivate him or her to look into buying @ digital camera, The consumer’s response to the
idea of buying a camera is conditioned by the surrounding cues. Chies are minor simuli that deter-
mine when, where, and how the person responds. For example, the person might spot several
camera brands in a shop window, hear of a special sale price, or discuss cameras with a friend.
‘FThese are all cuss that might influence a consumer’s response to his or her intersst in buying the
product.

Suppose the consumer buys a Niken digital camera. If the experiencs is rewarding, the con-
sumer will probably use the camera more and more, and his o her response will be reinforced.
‘Then, the next time the consumer shops for a camera, or for binoculars or some similar product,
lhe probability is greater that he or she will buy a Nikon product, The practical significance of
learning theory for marketers is that they can build up demand for a product by associating it with
strong drives, vsing motvating cues, and providing positive reinforcement.

Beilofs and Atiitudes

Through doing and learning, people acquire beliefs and attitudes. These, in tuen, influence
their buying behavior. A belief is a descriptive thought that a person has about something.
Beliefs may be based on rea! knowledge, opinion, or faith and may or may not carry an-emo-
tional charge. Marketers are interested in the beliefs that people formulate about specific
products and services, because these beliefs make up product and brand images that affect
buying behavior. If some of the beliefs are wrong and prevent purchase, the marketer will
want Lo Jaunch a campaign to correct them.

People have attitudes regarding religion, politics, clothes, music, food, and abmost svery-
thing else. Attilude describes a person's relatively consistent evaluations, feelings, and ten-
dencies toward an obhject or idea. Attitudes put people into a frame of mind of liking or dis-
liking things, of moving oward or awzy from them. Our digital camera buyer may hold
attitudes such as “Buy the best,” “The Japanase make the best elecironics products in the
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waorld,” and “Creativity and self-expression ate
among the most important things in life.” If so, the
Nikon camera would fit well into the consumesr's
existing attitudes.

Attitndes are difficult tw change. A persor’s
attitudes fit into a pattern, and o change one atti-
tude may require difficult adjustments in many
athers. Thus, a company should usually try to fit
its products into existing attitudes rather than
attempt to change attitudes. Of course, there are
exceptions in which the cost of trying to change
attitudes may pay off handsomeiy:

By 1994, milk consumption had been in
decline for 20 ysars. The general percep-
tion was that milk was unhealthy, out-
dated, just for kids, or good only with
cookies and cake. To counter these
notions,  the National Fluid Milk
Procassors Fducation Frogram (MilkFEF)
began an ad campaign featuring milk be-
mustached celebrities and the tag line Got
Milk? The campaign has not only been
wildly popular, it has been successful as
well—not only did it stop the decline,
milk eonsumption actually increased. The
campaign is siill renning, Although ini-
tially thec target market was women in
their 20s, the campaign has been
expanded to other target markets and has
gained cult status with teens, much to
their parents' delight. Teens collect the
print ads featuring celebritics ranging from
music stars Kelly Clarkson and Nelly, to
actors such as Jessica Alba and Lindsay .
Lohan, to sports idols such as Jeff Gordon,
Tracy McGrady, and Venus and Sersna
Williams. Building on this pepularity with teens, the indusley set up a Welr sile
{(www.whymilk.com} where yvoung folks can make their own mustache, chack out
the latest Got Milk? ads, or get facts about “everything you ever need Lo know aboul
milk.,” The industry also promotes milk to them through grassroots marketing
afforts. Tt recently launched an online promotion searching for America’s 50
healthiest studenl budies. People who enter their school can win prizes from vari-
ous sponsors and a grant to support fitness and nutrition programs in the winner's
school 32

We can now appreciate the many forces acling on consumer behavior. The consumer’s chioice
results frum the complex interplay of cultural, social, personal, and psychological factors.

Types of Buying Decision Behavior

Ruying behavior differs greatly for a tube of toothpaste, an iPad, financial services, and a new
car. More complex decisions usually involve more buying participants and more buyer delih-
eration. Figure 5.6 shows iypes of consumer buying behavior based on the degree of huyer
involvement and the degree of differences among brands.

Complexz Buying Behavicr

Consumers undertake complex buying behavior when they are highly involved in a purchase
and perceive significant differences among hrands. Consumers may he highly involved when the
product is expensive, risky, purchased infrequently, and highly self-expressive. Typically, the
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Dissonance-reduzing
huying kehaviar

Consumer buying behavior in
situations characterized by
high inveivernent but few
perceived differances among
Brands.

Habituat buying behaviar
Cansumer buying behavior in
situations characterized by
low consumer volvement
and few sipnificant percaived
brand differences.

FIGURE 5.6

Four types of buying
hehaviar

Source: Adapted fram Henry
Assael, Consurner Bahawvior and
Markefing Actior (Boston: Kent
Fublizking Campany, 1987),

. 87. Copyright @ 1987 by
Wacgswarth, Inc. Printed by per-
rnission of Kent Publishing
Company, a division of
Wadsworth, Inc.

Significant differences |
between brands |

Few differences |,
between brands 1. =

consumer has much to learn about the product category. For exarnple, a PC buyer may not know
what attributes to consider. Many product featuras carry no real meaning: a “3.4GHz Pentium
processor,” “WUXGA active 1oatrix screen,” or “4G8B dual-channel DDR2 DRAM memory.”

This buyer will pass through a leaming process, first developing beliefs ahout the prod-
uct, then attitudes, and then making a thoughtful purchase choice. Marketers of high-
involvement products must understand the information-gathering and evaluation behavior
of high-involvement consumers, They need to help buyers learn about produst-class attrib-
utes and their relative importance. They need to differentiate their brand's features, perhaps
by describing the brand’s benefits using print media with long copy. They must mativate
store salespeople and the buyer's acquaintances lo influence the final braad choice,

Dissonance-Reducing Buying Behavior

Dissonance-reducing buying behavior occurs when consumers are highly involved with an
expensive, infrequent, or risky purchase, but see little difference among brands. For example,
consumers buying carpeting may face a high-involvement decision because carpsting is
expensive and self-expressive. Yet buyers may corsider most carpet brands in a given price
range to be the same. In this case, because perceived brand differences are not large, buyers
may shop around to learn what is available, bul buy relatively quickly, They may respond pri-
marily to a good price or to purchase convenience.

After the purchase, consumers mipght experience postpurchase dissonanee (after-sale dis-
comfort} when they notice certain disadvantages - of the purchased carpet brand or hear favor-
able things about brands not purchased. 'To counter such dissonance, the marketer’s after-sale
communications should provide evidence and support to help consumers feel good about
their brand choices.

Habitual Buying Behavior

Hahitual buying behavier occurs under conditions of tow consumer involvement and little
significant brand difference. Far example, take salt. Consumers have little involvement in this
product category—they simply go te the store and reach for a brand. If they keep reaching for
the same brand, it is out of habit rather than strong brand loyalty. Consumers appear to have
low involvement with mest low-cast, froquently purchased products.

In such cases, consumer hehavior doss not pass through the usual beliel-attitude-behavior
sequence, Consumers do not search extensively for information about the brands, evaluate brand
characteristics, and make weighty decisions about which brands to buy. nstead, they passively
recgive information as they watch telsvision or read magazines, Ad repetition creates brand
familiery rather than brond conviction. Consumers do not form strong attitudes toward a brand,;
they select the brand because it is familiar. Because they are not highly involved with the prod-
uct, consumsrs may not evaluate the choice aven after purchase. Thus, the buying process
involves brand beliefs formed by passive learning, followed by purchase behavior, which may or
may not be followed by evaluation.

Because buyers are not highly committed to any brands, marketers of low-invalvement
products with few brand diflerences often use price and sales promotions to stimulate prod-
uct trial. In advertising for 4 low-involvement product, ad copy should siress only a few key
points. Visual symbals and imagery are imporlant because they can be remembered easily and
agsociated with the brand. Ad campaigns shonld include high repetition of shert-duration
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Imessages. .Teievisiiun is usually more effective than print media becanse it is a low-involve-
ment medimn suitable for passive learning. Advertising planning should be based on classi-

cal conditioning theory, in which bu 1 i i i
) yers learn to identify a certain product by =
repeatedly attached to it. g product by « symbol

Variety-Seeking Buying Behavior

Consumer% undertake variety-seeking buying behavior in situations characterized by low
consumer involvement but significant perceived brand differences. In such cases, consumers
often do a lot of brand switching. For example, when buying cockies, a conswner may hold
some Dbeliefs, choose 4 cookie brand without much evaluation, and then evaluate that hrand
during conswinption. But the next time, the consumer might pick another brand out of hore-
dom or siinply to by something different, Brand switching oocurs for the seke of variety rather
than because of dissatisfaction.

. I such product categories, the marketing strategy may differ for the market leader and
minor brands. The market leader will try to encourage habitual buying behavior by dominat-
ing shelf space, keeping shelves fully stocked, and runaing frequent reminder advertising,
Chailenger firms will encourage variety seeking by offering lower prices, special deals,
coupens, free samples, and advertising thal presents reasons for trying something new.

1 The Buyer Decision Process

Now that we have looked ai the infiuences that affect buyers, we are ready to look at how con-
sumes make buying decistons. Figure 5.7 shows that the huyer decision process consists of
hl\'e stages: need recognition, information searck, evaluation of alternatives, purchase deci-
ston, and postpurchase behavior. Clearly, the buying process slurts long before the actual pur-
chase and continues long after. Marketers need to focus on the entire buying process rather
than an just the purchase decision.?

The l'i‘gure suggests that consumoars pass thraugh all five stages with every purchase. But in
more routine purchases, conswmers often skip or reverse some of these stages. A woman huy-
ing her r‘egular brand of tvothpaste would recognize the need and o right Lo the purchase deci-
slon, skipping information search and evaluation. Hlowever, we use the model in Figure 5.7

because jt shows ail the considerations that arise when a consumer faces a new and complex
purchase situation.

Need Becognition

The buying process starts with need recognition—the buyer recognizes a problem or need. The
ne'eri can be triggered by /nternal stimuli when one of the person’s rurmal needs—hunger,
thirst, sex—rises to a level high enough to become a drive. A need can also be triggersd by
external stimull, For example, an advertisement or a discussion with a friend might get you

;tll';inking aboit !Juying anew car. At this stage, the marketer should research consumers to
find out what kinds of needs or probiems arise, what brought them about, and how they led

the consurper to this particular product.

Information Search

Arli int‘erestad consumer may ur way vot search for more information. if the consumer’s
drive is strong and a satisfying product is near at hand, the consumer is likely fo buy it
then. If not, the consumer may store the need in memory or undertake an i:;furmal-ian
search related to the need. For example, once you've decided you nesd a new car, at the
least, you will probably pay more attention to car ads, cars owned by friends, and car con-
vers.atimns. Or vou may actively look for reading naterial, phone friends, and gather infor-
m?ltun in other ways. The amount of searching you do will depend on Lhe strength of your
drive, the amount of information you start with, the ease of oblaining more information, the

FIGURE 5.7 Buyer decision process

. 5'..rec'0gnitior_|.: ;

Postpurchasd
* bshavior -
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value you place un additional informa-
tion, and the satisfaction you get from
searching.

Consumers can obtain information
from any of scveral sources, These include
personal sources (lamily, friends, neigh-
bors, acquaintances), cormmercial sources
{advertising, salespeople, Web sitas, deal-
ers, packaping, displays), public sourcas
(mass media, consumerrating organiza-
tions, Internet searches), and experiential
sources [handling, examining. using the
product). The relative influence of these
information sources varies with the product
and the buyer. Generally, the consumer
receives the most information abowet & prod-
uct from vommercial sources—thaose can-
trolled by the marketer. The most effective
sowrces, however, lend to be personal

Meed recogmition can be triggered by advertising. This inventive ad from The LEGO Comparny Commercial sources normally inform the
invites consumers to think zbout where the first littte block might lead—"imagine, .. .” buyer, but personal sources legitimize or

Alternative evaluation

Tha stage of tne buyer
decision process in which the
consumer usss information to
evaliate alternative rards in
the choice set.

Purchase decision
The buysr's decision about
which trand to purchase.

evafuate products for the buyer. As one
markster states, “It's rare that an advertising campaign can be as effective as a neighbor leaning
uver the fence and saying, ‘This is a wonderful product,’ "¢
As more information is obtatned, the consumer's awarensss and knowladge of the avail-
able brands and features increase, In your var information search, you may learn about the
soveral brands available. The information rmight also help you to drop certain brands from
consideration. A company must design its marketing mix to make prospects aware of and
knowledgeable about its braad. It should carefully identify consumers’ sources of information
and the importance of each source.

Evaluation of Alternatives

We have seen how the cansumer uses informalion Lo arrive at a set of final brand choices.
Haw does the consumor choose among the alternative brands? The marketer needs Lo know
about alternative evaluation—that is, how the consumer processes information to arrive at
brand choices. Unfortunately, consumers do not use a stmple and single evaluation process in
all buying sitnations. [nstead, several evaluation processes are at work.

The consumer arrives at attitudes toward different brands through some evaluation proce-
dure. How comsumers go about evaluating purchase alternatives depends on the individual con-
sumer and the specific buying situation. In some cases, consumers nse careful caloulations and
logical thinking. At other times, the same consumers do little or no evaluating; instead they buy
on impalse and rely on intuition. Sometimes consumers make buying decisions on their own;
sometimes they turn to friends, consmner guides, or salespeople fur buying advice.

Suppose you've narrowed your car choices to three brands. And suppase that you are pri-
marily interested in four attributes—styling, operating economy, watrauly, and price. By this
time, you've probably formed beliefs about how each brand rates on each attritnuts. Clearly, if
one car rated best on all the attributes, we could predict that you would choose it. However.,
the brands will no douht vary in appeal. You might base your buying decision on only one
attribute, and your choice would be easy to predict. T you wanted styling above everything
else, you would buy the car that you think has ke best styling. But most buyers consider sev-
eral attributes. each with different importance, If we knew the importance that you assigned
to each of the four attributes, we could predict vour car choice more reliably.

Marketers should study buyers to find out how (hey actually evaluate brand alternatives,
Tf they know what evaluative processes go on, marketers can take steps to inflluence the
buyer's decision.

Purchase Decision

In the ovalualion stage. the consumer ranks brands and forms purchase intentions.
Generally, the corsumer’s purchase decision will be to buy the most preferred brand,
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but two factors can come between the purchase fntention and the purchass decision. The
first factor is the aftitudes of others. If someone important to you thinks that you should
buy the lowest-priced var, lhen the chances of your buying a more expensive car are
reduced.

The second factor is unexpected situational factors. The consumer may form a purchase
intention based on factors such as expected income, expecled price, and expected product
benefits. However, unexpectad events may change the purchase intention. For example, the
economy mipht lake a tuwrn for the worse, a close competitor might drop its price, or a friend
might report being disappointed in your preferred car. Thus, preferences and even purchase
intentons do not always result in actual purchase chaice.

Postpurchase Behavior

The markeler's jub does not end when the product Is bought. Aftor parchasing the product,
the consumer will he satisfied or dissatisfied and will engage in postpurchase behavior of
interest to the marketer. What determines whether the buyer is satisfied or dissatisfied with
a purchase? The answer lies in the relationship between the consumer’s sxpectations and
the product’s perceived performance, If the product falls short of expectations, the con-
sumer is disappointed; if it meets expectations, the consumer is satisfied; if it exceeds
expectations, the consumer is delighted.

The larger the gap between expectations and performance, the greater e consumer's dis-
satisfaction. This suggests that sellers should promise only what their brands can deliver so
that buvers are salisfied. Some sellers might even understate product performance levels to
boost later consumer satisfaction. For example, Boeing's salespeople tend to be conservalive
when they estimate the polenlial benefils of their aircraft. They almost always undarestimate
fuet efficicncy—ihey promise a 5 percent savings that turns oul tu be 8 percent. Customers ars
delighted with betier-than-expected performance; they buy again and tell ather potential cus-
tomers that Boeing lives up to its promises,

Almost all major purchases result in copnitive dissonance, or discomfort vaused by post-
purchase conilict, After the purchase, consumers are satisfied with the benefits of the chosen
brand and are glad. ta avoid the drawbacks of the brands not bought. However, every purchace
invalves compromise. Consumers feel uneasy about acquiring the drvawhacks of the chosen
brand and about lusiog the benefits of the brands not purchased. Thus, conswuers feel at least
some postpurchase dissonance for every purchase.’® :

Why is it su important to satisfy the customer? Customer satisfaction is a key to building
profitable relationships with consumers—to keeping and growing conswmers and reaping
their customer lifatime value. Satisfied customers buy a product again, talk faverably to oth-
ers aboul the product, pay less attention to competing brands and advertising, and buy other
praducts from the company. Many marketers go beyond merely mesting the expectations ol
customers—they aim to delight the customer (see Real Marketing 5.2).

A dissatisfied consumer responds differently. Bad word of mouth often travels farther
and faster than good word of mouth. 1t can quickly damage consumer attitudes about a com-
pany and ils products. But companies cannot simply rely on dissalisfied customers to volun-
teer their complaints when they are dissatisfied. Most unhappy customers never telt the com-
pany about their problem. Therefore, a company should measure customer satisfaction
regularly. It should set up systems that encourage customers to complain. [n this way, the
company can learn how well it is doing and how it can imprave.

Bul what should companies do about dissatisfied cuslemers? At a minimum, most com-
paniies offer toll-free numbers and Web sites to bandle complaints and inguiries. lFor examuple,

_over the past 25 years, the Gerber help tine (1-800-4-GERBER} has recsived millions of cails.

Help line staffers, most of them mothers or grandmothers themselves, handle customer con-
cerns and provide baby care advice 24 hours a day, 365 days a year to more than 2,400 callers
2 day. Customers can also log onto the Gerber Web site (www.gerber.com/contactns) and enter
a phone number, and a staffer will call them.

By studying the overall buyer decision, marketers may be able to find ways Lo help
consumers move throuph it. For example, if consumers are nol buying & new product
because they do not perceive a need for it, marketing might launch advertising messages
that trigger the nesd and show how the prodnct solves cuslomers’ problems. If customers
know abont the praduct but are not buying because they hold unfavorable attitudes
toward il, the marketer must find ways either to change the product or change consumer
perceptions.
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(fgse your eves for a minute and

5% picture a tvpical car dealershig.
Mot impressed? Talk o a friend who owns a
Lexus, and you'll no douict get a very different
picture. The typicat Lexus dealership is . . .
wel!, anyihing but typical. And soime Lexus
dealers will go to almost any extreme to
take care of customers and keep them
coming back:

Jordan Case has big plans for the ongo-
i ing expansion of his business. He's
: already put in wireless Internet access,
He's adding a café. And he's installing a
pukiing green for customers whe want
i hione thelr golf skills while waiting for
service. Case isn't the manager of a
swank hatef or restadrant. He's the
prasidert of Park Place Lexus, an auto
dealership with two lozalions in the

Dallas area, and he takes |:!ride trat his Delighting customers: Lexus and its dealers—such as Park Place Lewus near Dallas—qo to almast
Jdealelfship fs, welt, the anti-dealership. any exireme to take care of customers, "They don't cut carnars hare,” says a Park Place salespersan,
Buying a car doesn't rank up there “It's like walking ints a Ritz-Carlton.”

with the top five things you like to do,”
Case says. "Sowe bry To make the expe-
rience different.” In additian to the café, putting green, ang
Infernet access, customer perks include free car washes and
poitable OVD plavers with movies loaned & waiting service
clietus.

These ideas sprung from constant customer feedback,
including 2 focus group of more than 20 Lexus and non-Lexus

maoney on renovations, and there are fresh flowers everywhere.
It's like walking into a Ritz-Carfion. Last year, Park Place Lexus's
passion for customer service earned it a Malcolm Baldrige
Mational Quality Award, a business-excellence honor bestowed
by the U.5. government, making it the frest automotive dealership
ever in the award's 18-vear history 1o win the Baldrige.”

ciistomers who vetoed some ideas (while-yuu-wait maricures got Laxus knows that good marketing doesn’t stop with making the
a thumis down) and heiped gauvges expectations in other areas sale. Keeping customers happy affer the sale is the key fo buiding
[wait times for receiving newly bought cars should be only two lasting relationships. Dealers across the country have a comman
minwtes, they said). “They don't cut carners here,” says a Park goal: o delight customers and keep them coming back. Lexus
Place salesperson. "Tne dealer spends an axorbitant amont of believes that if vou "delight ¥e customer, and continte to delight the

. The Buyer Decision Process
for New Products
We have looked at the stages buyers go through in trying to satisfy a need. Buyers may pass

guickly or slowly throuph Lhese stages, and some of the stages may even be reversed. Much
depends on the nature of the buyer, the product, and the buying situation,

New product We now look atl how buyers approach the purchase of new preducts. A new product is
& good, service, of idea that a good, service, or idea that is perceived by some polential customers as new. It may have
is perceived by sums been around for a while, but our interest is in how conswmers learn about products for the
potential custorners as new. firs\ tizne and make decisions on whether ta adopt them. We define the adoption process as

“the mental process through which an individual passes from first learning about an inmo-
vatiop, lu final adopiion,” and adeption as the decision by an individual to become a regus
lar usor of the product.®  ~ -

Adoption process

The mental process thicugh
which an individual passes
from first hearing ahaut an
inncvatian to finar adoption.

Htages in the Adepiion Process

Consumers go through five stages in the process of adopling a new product;
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customer, you will have a custormner for fife.” And Lexus understands
just how valuadle a custamer can he—it estimates that the average
lifetime value of & bexus customer is $600,000,

Despite the amenities, few Lexus customers spend much iime
hanging around the dealership. Lexus knows that the best dealership
visit is the one that you don't have to make at all. So it builds
customer-pleasing cars to start with—high-quality cars that need litle
servicing. In its “Lexus Covenant,” the company vows that it wilt
make "the finest cars ever buill.” In survey after industry survey,
Lexus rates at or near the top in quality. Last year's J.D. Powers Initial
Gualiy Study rated Loxus highest in 6 of 19 model ssgmenls. Other
than the Toyota brand, which topped faur categories, no other brand
led in more than one segment. bexus has had the study's top-rated
yehicie in five of the last six years.

StiM, wien & car does need to be serviced, Lexus goes out of its
way 1o make it gasy and painless. Most dealors will even pick up the
car and then return it when the maintepance is finished, And the car
comes back spatless, thanks to 2 complimantary cleaning to remove
bugs and road gime fram the exterios and smudges from the leather
interior. You rmight even be surprised o find that they'va tauched up
a door ding to help restore the car fo its fresh-fram-the factory luster.
“y wife wilt never buy another car except 2 Lexus,” says ONE satis-
fied Lexus owner. "They come to our house, pick up the car, do an ail
change, {spff 1t up,] and tring it back. She's sold for iife.”

And when a customer doas bring a car in, Lexus regairs it right
the first time, on time. Dealers know that their well-heeled custamers
have mecney, "but what they don't have i time." So dealers [ke Mike
Sullivan of Califarniz are testing a system that uses three fechnicians
instead of one for 25,000-rmile service checkups. The new systern
wiil cut a custnmer's wait in half. "I'm not in the car business,” says
one dealer. "I'm in the service business.”

According to iis Web site, from the very start, Lexus sef out to "rew-
olutionize the automotive experience with a passionate commitment ta
the finest products, supportsd by dealers who create ine most satisfy-
ing ownershio experienca the world has ever seen. We vow to value
the customer 25 an important individuzal, To da things right the first

time. And o always exceed expectations.” Jordan Case of Park Piace
Lexus fully embraces this philosophy: “You've got o do it right. on
time, and make pacple Teel like they are the aniy ane in the mom."

At Lexus, exceeding custemer expectations sometimes mears fuafill-
ing even seemingly qutrageous customer requests. Dave Wilson, ownar
of several Lexus dealerships in Southern California, tells of a fetter he
raceived from an angry Lexus owner who spent $374 to repair hee car at
his deslership. She'd owned four prior Lexus vehicles without a single
problem. She said in her letter that she reserted paying to fix her cur-
rert ong. Turns out, she thought they wera maintenance free—as in gat
inand drive . . . and drive and drive. “She didn't think she had ta do
anything to her Lexus,” says Wilson. "She had £0,000 miles on i, and
riever had the ol changed ™ Wilson sent back har 3374,

By ali accounts, Lexus has lived up to its ambitious customer-
satisfaction promise. it has created what appear to be the world's most
satisfied car owrers, Lexus regularly tops not just the 1.0, Power qual-
ity ratings but alse its custormer-satisfaction ratings, and sot just in the
United States, but woridwide. in 2004, in the Uaited Kingdom, Lexus
achigved the highest 1.D. Power custornersatisfaction score ever in the
ra#ng's L2-year history, Custormer satisfaction translates into sales and
customer loyalty. Last year, for the sixth straight year, Lexus was this
nation’s number one selling lusury car, Ang once a Lexus customar,
always a Lexus customer—Lexus retains 84 percent of customars
who've gone io the dealerstup for service. '

Saurces: The Park Place Lexus exarple is adapted from Julia Chang, "Al
four Service,” Sales & Marketing Managemeni, June 2006, pp. 42-43.
Qther information and quates fram Steve Finday, "At Laast Sha Put Fuelin
It," Ward’s Dealer Busingss, Auglust 1, 2003; “Lexus Rowrs for Liyal
Customers,” 8&T Magazine, Movember 27, 2003; jererny W. Peters,
“Lexus Tops Owners Survey for Fifth Year,™ Mew York Times, May 19,
2008, p. C10: “Parsche Tops Quality Survey: Toyota, Lexus Top Most
Vehicl: Segments in Revised 1.0, Powear Initial Quality Steoy,® June 8,
2006, acressad at v can.com/20CarAUTOSIE07!
[dpower_igsfindax.himl; “Lexus Covenant,” accessed at wn lewos. cormy
aboutfcorporate/zovenant. itnl. December 2006,

@ Awgareness: The consumer becomes aware of the new product, butl lacks inlurmation

ahout it.

4]

Interest: The consuimner seeks information aboul the new product.

8 Evaluatfion: The consumer considers whether trying the new product makes sanse.

a  Trigl: The consumer tries the new product on a smali scale to improve his or her estimate

of its value.

8 Adaopfion: The consumer decides {0 make [all and regular use of the new product.

This mmodel sugpests that the new-product marketer should think about how to help consuners
move through these stages. A hwury car producer might find that many potential customers know
about and are interssted in its new model but aren't buying because of uncertainty about the
madel’s benefits and the high price. The producer could launch a “take one home for the weekend”
promoticn to high-value prospects to move thern inta the trial process and lead them to purchase.

Imdividnal Differences in Innovativencses

People differ greatly in their readiness to try new products. In each product area, thers are
“comsumption pioneers” and early adopters. Other individuals adapt new products much
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FIGURE 5.8

Adopter categorization on
the hasis of relative time of
adoption of innovations
Source: Reprintad with the per-
mizsign of The Frae Press, a
Divisian of Siman & Sehuster,
fromm Diffusion of Innovations,
Fifth Edition, by Everett M.
Regers. Copyright © 2003 by
the Free Press.

Understanding the Marketplace and Consumers

later. People can be classified into the adopter categories shown in Figure 5.8, Afier a slow
start, an increasing number of people adopt the new product. The numbear of adoptars reaches
apeak and then drops off as fewer nonadoplers remain. Innovators are defined a5 the first 2.5
percent of the buyers to adopt a new idea (those beyond two standard deviations from mean
adoption time); the early adopters are the next 13.5 percent (between one and two standard
deviations}; and so forth.

The {ive adopter groups have differing vaiues. Innovafors are venturasome—they fry new
idess at some risk. Early adopters are guided by respect—they are opinion leaders in their
communities and adapt new ideas early but carefully. The sarly majority are deliberate—
although they rarsly are leaders, they adopt new ideas before the average person. The late
majority are skeptical—they adopt an innovation only alter a majority of pecple have tried it.
Finally, laggards are tradition bound—they are suspicious of changes and adopt the innova-
tion enly when it has become something of a tradition itself.

This adopter classification suggests that an innovating firm should ressarch the characteris-
tics of innovators and early adopters and should direct marketing efforts toward them. In general,
innovators tend te be relatively younger, better educated, and higher in income than later adopters
and nonadopters. They are more receplive to cofamiliar things, rely more on their swn valoes and
judgment, and are more willing to take risks. They are less brand loyal and more likely to take
advantage of special promotions such as discounts, coupons, and samples.

Influence of Product Characieristics
on Raie of Adopiion

The charactedslics of the new product affect its rate of adoption. Some products catch on
almost overnight {iPod}, whereas others take a long time to gain acceptance (HDTV). Five
characteristics are especially important in influencing an innovation’s rate of adoption. For
axample, consider the characteristics of HDTV in relation to the rate of adoption:

B Helative advantage: the degree to which the innovation appears superior to existing prod-
ucts. The greater the perceived relative advantage of using HDTV—say, in picture quality
and ease of viewing—the sooner HD'TVs will be adopted.

8 Campaiibility: the degree to which the innovation fits the values and experiences of poten-
tial gonswmers. HO'T'V, for example, is highly compatible with the lifestyles found in upper
middle-class homes. However, it is not yet complelely compatible with the programming
and broadcasting systems currently available to consumers.

@ Complexity: the degree to which the innovation is difficult to understand or use. HDTVa
are not very complex and, therefors, once more programming is available and prices come
down, will take less time to pensetrate U.5. homes than more complex innovations.

Divisibility: the degree to which the innovation may be tried on a limited basis, HDTVs are
still relatively expensive, This will slow the rate of adoplion.

® Communicability: the degree to which the results of using the innovation can be observed
or described to others. Because HDTV lends itself to demonstration and description. its use
will spread faster among conswmers.

Other characteristios influence the rate of adoption, such as initial and ongoing costs, Tisk
and unceriainty, and social approval. The new-product marketer must research all these fac-
tors when developing the new produoct and its marketing program.

A 34%

i _-Egriy'
i) mmajority
e

2.5%
Innevators

X-g
Time of adoption of innovations
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 Consumer Behavicor Across Internationgl
Borders -

Understanding consumer behavior is difficult enough for companies marketing within the
borders of a single country. For companies operating in many countries, however, under-
standing and serving the needs of consumers can ba daunting. Although consumers in differ-
ent countries may have some things in common, thelr values, altitudes, and behaviors often
vary greaily. International marketers must understand such differences and adjust their prod-
ucts and marketing programs accordingty.

Sometimes the differences are obvious. For example, in the United States, where most
people eat cereal regularly for breakfast, Kellogg focuses its marketing on persuading cozn-
sumers to select a Kellogg brand rather than a competitor’s brand. In France, however, where
monst people prefer croissants and coffee or no breakfast at all, Kellogg's advertising simply
atlempts to convince people that they should eat ceveal for breakfast. Its packaging includes
step-by-step instructinns on how to prepare cereal. In India, where many consumers eat
heavy, fried breakfasts and many consumers skip the meal altogether, Kellogg's advertising
allempts to convince buyers to switch to a lighter, more nutritious breakfast diat.

Often, differences across international markets are more subtle, They may result from
physical differences in conswmers and their environments. For example, Remington makes
smaller electric shavars to fit the smaller hands of Japanese consumers. Other differances
result from varying customs. In Japan, for example, where humility and defsrence are consid-
ered great virtues, pushy, hard-hilting sales approaches are considered offensive. Failing to
understanid such differences in customs and behaviors from one country to another can spell
disaster for 4 marketer's international products and pregrams.

Marketers must decide on the degree to which they will adapt their products and market-
ing programus to meet the unique cultures and needs of consumers in various markets, On the
one hand, they want to standardize their offerings in order to simplify operations and take
advantage of cost economies. On the other hand, adapting marketing efforts within each
country results iu products and programs that better satisfy the needs of local consumers. The
question of whether to adapt or standardize the marketing mix across international markels

lras created a lively debate in recent years. We will revisit this question in Chapter 19.

Reviswing the Coucepts

The American eonsumer market consists of almast 300 million peoplz
who consume more than $12 trillivn worth of goods and services each
year, making it one of the most attractive cansumear markets in the world.
The world consumer marke: consists 5f mare than 6.5 billion peopie.
Consumars argund the worid vary greatty in ags, income, education level,
and tastes. Understznding how these differences affert consumer buying
behavioris ona of the Digaest chailenges marketers face.

1. Define the consumer market and construct a simple made! of consumer
buyer hehavior.
The consumer market cansists of 2l the indivicuals and househalds
who Suy or acquire goods and sarvices far personal cansumptian. The
simplast model of consumer buyer behavior 15 the stimuius-response
madel, According to this model, marketing stimuli {the four £s) ard
cther major forces (economic, tachnologicad, political, cultural) entar the
consumer’s “hlack box" znd produce certzin responses. OAce @ the
black tox, these inouts prodiuce phsarvatle Guyer responses, such as
preduct chaice, brand choice, purchase timéng, and purchase armount.

2. Wame the four major factors that influence consumer biyer behavior.
Consumer buyer behavior is influenced by fowr key sets of Buyer char-
aciaristics: cultural, social, persanal, and psychologicas, Although
marny 5f |hese Factors cannat be influenced by the marketer, they can
be usefu in identifying interested buyers and in shapirg products and
appeals to serve consumer needs better. Cufture is the most basic
determinant of a persor's wants end behavicr, it includes the basic
values, nercegtions, preferences, ane behaviors that a parsan learns

fram family and gther impodant institutions, Subcuftures are “culbyres
within cultures” that have distinct valuss and lifestyles and car be
besed on anything from age to cthaicity. Peopie with differant zuitural
znd subcutturzl characteristics have different product and trand pral-
erances. As a result, marketers may want to focus their marketing
pragrams an the2 specizl needs of certain groups.

Social factys also influence z huyer's bekavior, A parsan’s
reference grovps—--family, friencs, social organizaiians, professional
assaciaticns—strangly affect product and brand choives. The buyer's
age, lile-cycle stage, coeupation, ecenomic circumstances, litestyle,
persgaality, end other persona)l characteristics influgnce his or har
buying decisions. Consurner /ifesfyfes—the whole partern of acting
and intaracting i the world—arz aise an impsriant nfluence on pur-
Zhase Jdecisicns, Finzlly, consumar buying behawor is influenced by
four major gsyohological factars—maotivation, perception, lgaming,
anel betials and altitudes. Each of these factors provides a different
perspeciive for understanding e workings of the buyer's tlack box.

. list and define the major types of buying decision behavior and stages

n the puyer deeisian progess,

Buyirg behavior may vary greatly across differant types of products
and buying decisions. Consumers undertaks complex buying befsy-
ior wher they are nighly involved in a purchase and perceive signifi-
cant differonces among brands. Dissonance-reducing behavior
ocours whien consumers are higher involved but see fitile difference
among brands. Habitual buying behavior accurs under conditions of
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taw involverment avd fitte significant brand difference. In situations
characterized hy low involvameni but stgnificani perceived hrland dif-
ferences, ConsUMers engage in variely-seeking buying behavior.

Wher making a purchase, the buyer goes through a decision
process cunsisting of need recognitior, information search, evaiuation
of afternstives, purchase decision, and postourchase dehavior, The
marketer's job is to understand the buyer's behavior at each stage and
the influences that are operating. During need recognition, the con-
sumer secognizes a problem or need that could be satisfied by a proag-
uct or service it the market, Once the need is recognized, the con-
sumer is aroused to seek more information and maoves into the
information search stage. With information in hand, the consumer
proceeds to alternafive evaluation, during which the information is
Used to evaluate brands in the choice set From ¥ere, the consurmer
makes a purcfigse decision and actually buys the product. In the final
stage of the buyer decision process, posipurchase behavion the can-
surnar takes action based on satisfaction er digsatisfaction,

. Deseribie the adoption and diffusion process for new products.

The product adoption process is comprised of five stages: aware-
ness, inierest, evaluabion, tial, and adoption, IMitially, the consumer

“F Reviewing the Key Terms

Adoption pracess 150 Consumer market 130
Alternative evaiuation 148 Culture 131

Athitude 144 Dissonance-reducing buying
Belief 144 behaviar 146

Brand personaiity 141 Group 134

Cegnitive dissonance 149 Haeltual buying behavor 146

Complax buying tefavior
Consumer cuyer behavior

145 Irformation search 147

130

3

1.

¥ Discussing the Concepils

According to the model of consumer bahavicr, the buyer's black box
consists of buyar characteristics and decision processes. Explain
wiry the text calls this a black box.

Explain thhe cultural, social, and pessonal characteristics that affect
people whan they choose a restaurant at whick: to celebrate their
bithdays.

A bank used SRIs Consulting Business Intedigence Values and
Lifestylas {VALS) research o profile cusiomer segments that did Aot
usg any automaied o electronic services. Based on your knowledge
of this Iifastyle classification system, speculale what might be the
srimary and secondary VALS kype for this customer segment.

- Applying the Concepis

Soft drink marketars spend about $400 million on tekeyision adver-
#sing each year. Fram a consumer benavior perspactive, why is this
important?

‘You are the vice president of marketing for a smalt scfiware com-
pany that has developed new and novel spam-blocking software.
You are charged wilh sefecting the target market for the product
faunch, How would yoa use Roger's Diffusion of innovstions
frarmiewiork to help you with this decision? What are some of the likaly
characteristics of this customer group?

must become aware of the naw product. Awsreness leads fo
interest, and the cansumer seeks informatian abgul the new prad-
uct. Onee information has beer eathered, the consumer enters the
evaluation stage and considers buying the new product, Next, in the
frial stage, the censumer tries the product on a small scale fo
imprave his ar her estimate of its value. f the consurrer is setished
with the product, he or she enters the adoption stage, deciding to
use the new product fully and ragutarfy.

With regard to diffusion of new progucts, consurmars raspand at
different rates, depending on the consumear's characteristics and the
product's characteristics. Consumers may be innovatars, early
adopters, early maparity, lzle majority, or laggards. innovators zre will-
ing to iy risky new idees; early adogters—often community opinion
leaders—accept new ideas sarly but carefuly; the eary majorite—
rarely leaders—-decide deliberately to fry new ideas, doing so befare
the average person does; the fate mjority try an innavation orly after
a majerity of people have adopted it; whereas laggards adopt an inna-
vation onfy after it has becorns a tradition itself. Manufacturers Iy '
bring their new products to e attention of potential early adopters,
especially *hose wha are opinion leaders.

[zarning 144 Perscnality 141

Lifestyle 140 Fastpurchase behavior 149
Motive {or drive] 142 Purchase decision 148

Need recogrition 147 Social class 134

New product 150 Subcuttuee 131

Opinion teader 132 Varlety-sesking ouying
Perception 143 beravior 147

4. The vice president of marketing for a regional daughnut retailer

5.

says, "We believe our customers exhisit high-nvolvament buying
behaviors.” Ba you agree? Why ar why not?

Form small groups and discuss how a consumer goes thrcugh the
bluyer decision process when choosing a college.

Aceording to Figure & B, which adegter category is just now buying .
8" digital camera? Vhick graup is now adding Tivo? Which categary
describes you? Why?

The chapter defines "alternative evaluation" as “how the consumsar
processes information to arrive at brand cheices.” Suppasethat, as
discussed in the chaprer, you have narrewed your chowe of riew
rars to brand A, B, or . You have finalized e four most important
new-car atiricutes and their weights and have created tha evalua-
tion Irmatrix]. Which new-car brand will vou likely select?
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Mew Car Alternatives

i :
! :
% Attributes Importance Weight Brand & Brard B Brand € {
! Styling 05 3 7 4 ;
| Operating Econamy 0.2 = 5 7 {I
l Warranty 0.1 5 5 5]
; Price 0.2 8 7 8

Focus on Technclogy

hany [nternet sitas use coliabarative filtering technalogy to assist ean-
sLTEds in decision making. The process bieging by coflalorafing the pu-
chasing er product rating behavior of a2 vast group of consumers, Then,
the technalagy fikers this information to affer recammendations ko a sin-
gle user based on individual search, rating, ur purchasing behavior.
Orfginated by Amazen.com for baok recommendations, the techoalogy is
niew usad by many marketers, including iTunes and Metflix,

- Pocus on Hthics

Marketing to “tweens,” & 12-yvear-old consumers, has increased dramat-
ically in recent years., This age group, which ance purchased tays, is now
more invalved in glectronics, clothing, and the media. In general, they
aspire to be more like their ofder teen cauntorparts. Most companies mar-
kat responsibly ta this group, but there & concern that some companies
prey on the immature nature of weens. Abercrombie and Fitch, as well
as Yictoriz's Secrel have Geen criticized as having products, & refail atmo-
sphere, and advertisemnents that are targeterd to bweens as weall as teens
and young adults. To help parents and tweans understand marketing,
PBS has set up an area of its Web site calleg "Don't Buy It"

1. At which step of the consumer behavior decision process does cal-
laborative filtering most help the consumer?

b
H

What are the drawbaces of collabarative filtering?

[

. HMow could your coilege use this technology to help its consurmers?

(http-#pbskids org/dantheyit). The site cawers tepics such as fand adver-
fising tricks, secrets of 5 rmagazine caver modal, and how to see through
the sales pitch.

1. Wy is this age group censidered so vulnersbie as cansumars?

Visit phskids. argfdenibuyit and comment an the effectiveness of
this site.

3. Can you think of any other products or services that are largeted ta
this youngsr group with inappropriate of dangemus products of
messages?

Chances are that when you hear the term socially responsible business, a
handful of compames leap to mind, companies such gs Ban & Jerry's and
The Body Shop. Althaugh these companies and their founders led the
revoluticn for socially responsible business, a rew generation of activist
ertrepraneurs has now taker up the reins. Today, sccially respansible
businesses and their founders not anly have & passion fo do good, they
aisa have the knaw-haow ta capnact with consumers,

For exarmple, Wild Planet markets high-euality, aonsexist, nomviolent
toys that encourege kids to be imaginative and creative and to explcre
the world around them. But Wild Planet sells mare than just tays, It sells
positive play experiences, o befter understand thase experiences, the
tompany conducts @ tremendous amount of consumer research o delve
into consumer buyer behayvior Wid Planet even created a Toy Opinion

Pznel te evaluate current products and develop new product ideas. The
panal helps Wild Planet to understand why parents and kids buy the toys
they buy.
After viewing the videg featuring Wild Planet, answer the follpwing
auesiians about consumer buyer behavior,
1. Which of the four sets of faciofs afiecting consumer behavios do you
helfeve most strongly affect consumers' chgices {0 buy toys from
Wild Planst?
What demographic segrment of cansurmars s Wilc Planct targeting?
3. Visit the Wild Planel Wats site at waw.wild pianet.com ta fegen more
apout the company. How does the Web site help consumers through
the buyer decision process?



