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CHAPTER OBJECTIVES

What are the steps and issues associated with the
consumer buying decision-making process!?

How do attitudes and values influence buyer behaviors!?

How can traditional factors and new trends affect
consumer purchasing decisions?



CHAPTER OVERVIEW

Consumer Consumer Recent trends

purchase buying in consumer
process environment behavior




8 Persuade customers to buy your product/service
D Need to understand how a consumer makes his purchase
decision
8 Following purchase decision steps makes for a better

PRIMARY GOAL marketing plans

OF AN IMC
PROGRAM




CONSUMER PURCHASE PROCESS
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Problem Information Evaluate Purchase Postpurchase
Recognition Search Alternatives Decision evaluation




1. Need Recognition
You realize you need a better backpack to travel across the country
after you graduate.

2. Search for Product Information
You begin looking at different backpacks on the Web, talking to friends about
them, and visiting stores to look at them.

3. Product Evaluation
You decide on the price you want to pay and certain criteria that you “must have”
in a backpack. You then examine each product based on those criteria.

4, Product Choice and Purchase
You decide what the best backpack for you is, based on your evaluative criteria,
and decide when, where, and how to purchase it.

5. Postpurchase Use and Evaluation of Product
You decide if the backpack is everything you thought it would be and meets your
needs—or not.

6. Disposal of the Product
You decide you like the backpack so much you buy another one or an upgraded
version of it. Or you throw it away, give it to friend, or sell it on eBay.




PROBLEM RECOGNITION

The customer notices a need or want

I’'m out of laundry detergent

| need a vacation

| got a new job with a 60 mile commute each way

I’m moving to a new apartment

My mother is getting old and can’t take care of herself
My boyfriend moved to India

| want to celebrate my 215t birthday is Vegas



INFORMATION
SEARCH

l. Search for information for
alternative ways to solve
the problem

m  Dissatisfaction with the last
purchase

®  Desire to try a new product for
novelty or variety

m  Desire to expand an
information search after hearing
about a new brand



TWO TYPES OF INFORMATION SEARCHES

m  |nternal search

m  Recall of image or product that fulfill
need

m  External search

m  |nsufficient internal information to make
a purchase decision




INTERNAL SEARCH

Marketers must build equity

So that the company's brand
will be recalled during an
internal search.

Think about brands
Quickly reduce options

Choice based on past
experience

Brand awareness and brand
equity important

THE #]
ANTIFWRINKLE CREAM
BECAUSE IT WORKS.

Neutrogena




EXTERNAL SEARCH

External
Information
Everything but
memory
| |
Personal Impersonal
(ex: friends, (ex: critics,

salesperson magazines)

)

Insufficient internal information to make a
purchase decision

Sources

u Friends

u Relatives
u Magazines

u Advertisement
l In-store displays

u Internet



FACTORS MAKING UP AN EXTERNAL SEARCH

A W N -

Ability to search
Motivation

Costs

Perceived benefits of the search



DURING THE INFORMATION SEARCH,

ADVERTISERS NEEDS TO UNDERSTAND...

. Consumer attitudes
2. Consumer values

3. Cognitive mapping




_
CONSUMER |
ATTITUDES

ORlGlNAL
\ e

= Mental position taken toward
a topic, a person or an event that
influences the holders feelings,
perceptions, learning processes
and behaviors.

m  Definition. Attitude = a favorable
or unfavorable evaluative
reaction toward something or
someone, exhibited in ones
beliefs, feelings, or intended
behavior.
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THREE PARTS OF ATTITUDE

Three Parts of the Mind

Cognitive
Thinking

1Q

Skills
Reason
Knowledge
Experience
Education

ﬂ Affective

Feeling

Desires
Motivation
Attitudes
Preferences
Emotions
Values

Drive Instinct
Necessity Mental Energy
Innate Force Talents

©2012 Kathy Kolbe and Kolbe Corp. All Rights Reserved.

Cognitive part of the brain has to do with
intelligence, the affective deals with emotions and
the conative drives how one acts on those
thoughts and feelings.



ADS PERSUADE THE ATTITUDE THROUGH 3 COMPONENTS

DMB&B

Affective - contains the feelings or emotions a person has about the
brand

Cognitive — The knowledge and perceptions that are acquired by a
combination of direct experience with the attitude object and related
information from various sources

Conative - is an individual’s intentions, actions, or behavior to act in a
certain way with regard to the attitude object



CONSUMER VALUES

BE COMFORTABLE IN YOUR OWN SKIN.
AND LET ANIMALS KEEP THEIRS.

= Strongly held beliefs about various topics or concepts and lead to the
judgments that guide personal behaviors.

ammediin oy sy

= By appealing to the basic values marketers hope to convince prospective
customers that their products can help them achieve a desirable
outcome.

RPN O TA-O1G. uk

= Values are those things that really matter to each of us
= Strongly held beliefs DUR COUNTRY.
=  Enduring |
®  Not easily changed

®  Brands tied to values (patriotism, health)




CONSUMER PERSONAL VALUES

Comfortable Life
Equality
Excitement
Freedom

Fun, exciting life
Happiness

Inner peace
Mature love

Personal
accomplishment

Pleasure

Salvation

Security
Self-fulfillment
Self-respect

Sense of belonging

Social acceptance

Wisdom



Which personal values does this ad target?

FLORIDA
FIND YOUR

PERFECT BEACH.

VISITSOUTHWALTON.COM







COGNITIVE MAPPING

= A cognitive map is a type of mental representation
which helps us to acquire, code, store, recall, and
decode information about products/services in our
everyday environment.

* Functional Design
. AS S U m Ptl O n S * Furnished Showrooms
+ Unique Store Layout
= Beliefs .’
« Nordic Design

. « Flat Packed Furniture
Product Experience 2 Self-Assembly
Brand Imager
gery » Swedish Heritage
* Blue and Yellow l K'A
+ Catalogues

Cognitive - The knowledge and perceptions that are acquired by a combination of direct experience
with product/service and related information from various sources

" |nterpretations of facts

= Feelings




COGNITIVE MAP FOR MCDONALDS

Big Mac Hamburgers

Breakfast Shakes Friendly/

Ronald Warm
BRANDS PRODUCTS }- Fries McDonald , McDonald’s
Egg < Dolls & Toys
McMuffin Salads
Fresh
Birthday
McDONALD'S Parties
Playground
Pricing m
Consistent
Good GOLDEN ARCHES
Tasting : McDonald's
Promotions Charities
SOCIAL
INVOLVEMENT

Consistent Minority/
Inner City
Clean Ronald Programs

McDonald House

Hassle- Fast

Free  convenient
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Toyota
Highlander

mrm

__— Green

Mid-Price

\/

Economical

e

Prius

Recall Problem

Poor
visibility

Hybrid Cars

Long Commute




Appliances

Auto & Tires

Baby, kid & toys
Clothing & Handbags

Price i

Product quality

Product collecton p Computers & Printers
roduct
Customer Satisfaction d ) Electronics
Great customer service Val Grocery & Floral
alue Jewelry & Watches
—
free Technical support Health & Beauty
Shipping Returns ¢ Home & Décor,
Product info, Recalls 1
Preventing fFraud :
f &F = ) Rebates
Export Sales Customer Service cosrco financial
PHIC -  V—_ De— . et
YO““"“ S‘::Lls - 1\ f { Service Travel & Insurance
ree monthly magazing =W HOLESALF ——
e Y JF"’ iz —— : . Water delivery
Recipes cookbook
Gasoline
Hearing Aid Center
: —_ Optical
LSoc&aI Quality Photo center
- Pharmacy
4l Membership
Charitable contribution » Euﬁ(unvc
Donation & Grant Brand SN
’ Gold Star

Full refund

satisfaction guaranteed
Kirkland Signature
Amernican Express

3-24



Product
Value
Brand
Service
Social

Quality

Let’s draw a cognitive map for

Disneyland...

DISNEYLAND




What do these ads do to my cognitive map?

What is the role of marketing

DISNEY WOrLD V\{ITHOUT lq; o

o
%ﬁmﬂ&b Ja’cad
FOR YOUR |
. WAIT DISNEY WORLD ¢
U vioATioN 8

Strengthen current linkage
Marketin
9 > Modify current linkage
Message
Create new linkage




Cognitive Map for Ruby Tuesday

Restaurants Great Food

N ine-in
/ D

Fast Foods

Little \

Caesar’s [N Pizza

Service

Pizza Hut

‘ Slow Mel’s Diner




JOB OF THE CREATIVES

®  Design ads that reach the linkages consumers
already have

SPEND $100
ON SELECT @ PRODUCTS' = Volvo = safety
GET = Nordstrom's = service
$25 = Walmart = value
® Axe = sex
ON A COSTCO CASH CARD

®  Make sure the ad is processed into long term
memory

Cash

*AFTER DISCOUNTS AND BEFORE TAXES.




PRINCIPLES
CONCERNING
PROCESSING OF

INFORMATION
AND COGNITIVE
MAPPING

FINALWORD.....

Cognitive mapping enhances the movement of messages
from short-term to long-term memory.

Most persuasive messages reinforce current linkages.
Repetition is necessary to establish new linkages.

Modifying or creating new linkages is difficult.



3. EVALUATION OF ALTERNATIVES

O © © o ©

Problem Information Evaluate Purchase Postpurchase
Recognition Search Alternatives Decision evaluation
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EVALUATION OF ALTERNATIVES

Evoked Set

Problem Information Evaluate . .
Recognition Search Alternatives M u Itlattr' bUte

Affect Referral

Understanding how consumers evaluate choices helps the firm’s marketing team
develop materials that lead consumers to favor a given brand.




EVOKED SET METHOD

= Evoked set - brands that are considered in a purchasing situation

= Often generated internally during the information search stage of the
process

m  Consists of brands the consumer is aware of and would consider
purchasing, often brands that the consumer has used in the past

= [nept set - brands the consumer will not purchase, either because of a bad
personal experience or information received from another source

= [nert set - are brands the consumer does not know anything about or has
so little information a judgment cannot be made.

= Goal is to transfer the brand into the evoked set

Problem . - Postpurchase
- Information Search Purchase Decision purc
Recognition evaluation



CONSIDERING A FAST FOOD RESTAURANT

m Evoked Set )
= McDonalds .{ -{
" Inand Out ’m lovin’ it

® |nept Set
® Taco Bell — got sick last time ate there
m |nert Set

® Popeye’s — heard about it from friends and ads

m KFC — offer grilled chicken now???


http://www.businessweek.com/the_thread/brandnewday/archives/mcdonalds1.jpg

MULTIATTRIBUTE APPROACH

m Used for high end products consumers often examine
sets of attributes across sets of products or brands.

® The multiattribute model assumes that a consumer’s
attitude toward a brand is determined by:

|. The consumer’s beliefs about a brand’s performance on each
attribute

2. The importance of each attribute to the consumer



Multiattribute

* 6 cylinder
7,750 rpm
* Torque

* Performance/fuel consumption
«  Maximum speed
* Electrical system

e Battery

* Power transmission

* Brakes 4
* Size/dimension

* Style

* Reputation

* Consumer report rankings
*  Weight

e Material



Affect Referral

Evoked Set

Problem Information Evaluate - -
Recognition Search Alternatives M UItIattrl bUte

Affect Referral



AFFECT REFERRAL

® Third model of consumer
evaluations of purchase
alternatives

m Suggests that consumers choose
brands they like the best or ones
with which they have emotional
connections

® No evaluation of attributes

= Buys based on brand that gives
a positive feeling




TRENDS IN THE CONSUMER BUYING ENVIRONMENT AFFECT PURCHASING

PATTERNS

m Age complexity

m Gender complexity

® |ndividualism

m Active, busy lifestyles

= Communication Revolution
® Pleasure Binges

® Health Emphasis



AGE COMPLEXITY

Young people "growing up" more quickly. Older people refusing to
"grow old."



Mes mo smvem Bw bon v mgmed

LOUIS VUITTON






GENDER COMPLEXITY

NEW DOVE MEN+CARE

| BE COMFORTABLE IN YOUR OWN SKIN ]

MEN, ISN'T IT GOOD
TO KNOW COMFORT
HAS ARRIVED?







Anthony”
MENAY

MENAJI



— -

THE SHARPIE RETRACTABLE. ONE HAND IS ALL IT TAKES.

Stanpie,

GRIEB om0

NOW AVAILABLE IN |12 COLORS.




Acceptance of Female Products by Millennial Men

70%

60%

50%

i
o
2

30%

Percent of Sample

20%

10%

0%

60%

51%

16%
14%
12%

45%
32%
18%
. 14%
12% I 1%

Eyeliner Foundation Nail polish  Skin care Facials Wax/hair ~ Man bag Spanx
removal

Use Female Grooming Products
Fashions

COPYRIGHT ©2016 PEARSON EDUCATION, INC.

Sarong Leggings VWomen's
jeans

Acceptance of Female

3-46



INDIVIDUALISM

Sannang
' '
- )
Iasesasg

Beaaag

Personal iD
Arial Ry =2 ol
Step 3: Choose a color \#.,:,""o oo K

Step 4. Enteran O

If you're buying more than one pair,
you can edit each Personal ID in

your cart.

Shoeliving u

Maximum 10 characters.

o [ e e G Q0
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Echo Charlie Pack

Main Color .




ACTIVE BUSY LIFESTYLES




s
£d »
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waze

Waze is a free social traffic and
navigation app that uses real-time road
reports from drivers nearby to improve
your daily commute

y Worldwide
waze.com

©) Joined April 2009

\ J 45\ [\
v W \_/\_/\_/\\_/
OUTSMARTING TRAFFIC, TOGETHER

TWEETS FOLLOWING FOLLOWERS FAVORITES LISTS

271K 284 181K 10.7K k2

Tweets Tweets & replies

Photos & videos

waze

Truth

New to Twitter?

You may also like - Refresh

7~ Googl
G oogle

.. Follow



@ raQ  [J contact

OurBoxes How It Works ~  Our Recipes ~

Giftcards

Select Your Box

elivered weekly to your doorstep!

Classic Food Box

(For Omnivores)

Order before midnight on Wednesday to get your first box next
week.

\/ Flexible Delicious . Farm-Fresh
Subscription = Recipes Ingredients

from $ 10.75
perperzonjmesl, incl chipping

Veggie Box

(For Herbivores)

Order before midnight on Wednesday to get your first box next
week.

\/ Flexible Delicious é Farm-Fresh
Subscription = Recipes Ingredients

from $9.08 View box
per perzon/meal, incl. zhipping

3-52



Blue 2
Apron OnThe Menu  Pricing  Market LogIn m

Original Recipes Weekly Pre-Portioned Ingredients @a Convenient Delivery

N

» Discover exciting, seasonal recipes * Ingredients are perfectly pre-measured so  Free delivery nationwide

created by our culinary team & renowned there’s no waste i : .

guest chefs A A A » Choose a delivery day that best fits your

e Cook with seasonal ingredients that are schedule
* Recipes never repeated in the same year fresher than the supermarket ) o )
* Ingredients arrive in a refrigerated box so

e Meals are 500-700 calories per serving  Discover specialty products that are hard food stays fresh even if you're not home

and take 35 minutes to prepare to find on your own

3-53



audible

an amazon company

Already a Member?

Download any audiobook, FREE
when you try Audible for 30 days.

Choose from 180,000+ best sellers, new releases,

sci-fi, romances, mysteries, classics, and more.
T KEEPERS

d } & sz,“ oA

GET MY FREE AUDIOBOOK
(

Sign in with your @mazon account

RS
L

After 30 days, Audible is just $14.95/mo.

Don'’t like your book? We’'ll exchange
it for you.

Cancel anytime—your books are yours to keep.

COPYRIGHT © 2010 PEARSON EDUCATION, INC. PUBLISHING AS PRENTICE HALL
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DL YOUR CWNT.

DIVERSE LIFESTYLES
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REFRESHING

8 BEST
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Jareslt

REWARDS

O \arrnoft

BE YO

WITH US

T fam

i Mar
el

MEET CHAD, SCOTT,
OLIVIA & LUCAS

After 1he twins were Do, they

celobwated 1he true meoaning of
tional love. To or with

Marnall, they're shawing the

waorld how travels

¥ ane

rotlc
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I love wandering through
Smithsonian museums, eating'

on H Street with friends, and going

to shows at Howard Theatre.

I'm a

transgender woman

and I'm part of DC.

Please treat me the way any
woman would want to be treated:
with courtesy and respect.

ed or for |

discrimination, visit www.ohr.dc.gov
or call (202) 727-4559.

a7ing on Tw

of the #TransRespect

Some think I should dress more like
a woman. Some think I should dress
more like a man.

| may not fit some
lideas about gender,
. andlamaproud

part of DC.

Please treat me the same way any
person would want to be treated:
with courtesy and respect.
Discrimination based on gender identity and
expression is illegal in the District of Columbia.

If you think you've been the target of
discrimination, visit www.ohr.dc.gov
or call (202) 727-4559.

= .Q"
Office of Human Rights g g
oRrof comn ATEAR °

Show your support! Spread word of the #TransRespect
campaign by photographing this ad and sharing on Twitter. ‘3
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EXPERIENCE PURSUITS: PLEASURE & HEALTH

“be

leve

VYOO POIPPIVPIY
Wanted: Sweet individual with a
oft touch. Willing to go anywhere
me. Can always make me smile.

e of humor is a MUST!

{("L
b Y
T T

Mot wour now
/Ucf your new love

Jolly Humor Ice Cream



The Results are in and Your Bliss Is...

Double Caramel

—
f/

©) “\
MAC?NUW,

MAGNUM
For pleasure seekers




HEALTH EMPHASIS




STARBUCKS DRINKS
UNDER 200 CALORIES

LIGHT CARAMEL FRAPPUCCINO
COFFEE FRAPPUCCINO

TAZO ICED PASSION TEA (w/o sugar)
TAZO ICED BLACK TEA LEMONADE
NONFAT ICED VANILLA LATTE

cappuccino: 60 cal.

tall, non-fat milk

NONFAT ICED CARAMEL MACHIATO
ICED SKINNY LATTE
NONFAT CAFFE LATTE

& -

SN EALL AT & cinnamon dolce latte: 90 cal. taz ade: 100
CAFFE AMERICANO skinny, tall, non-fat milk black shaken tea, tall

HBASED ON THE THLL SIZE all calories taken from Starbucks Nutrtion Guide
-T 4 - IMBL R 3-64




About If

~
C

Let ws introduce
CHILDREN VOICE NAVIGATION

Although all know that higher speeds lead To get more people to slow down, we have

to more serious accidents, driving many of  developed a GPS app where navigator
us still too fas

- both professionally and voice changed to a child's voice when
privately. Not that we do not care, because  driving in areas where children frequently.
of course we are. We only think abourt it, A reminder of the moment, from those we
there and then. care most about.

of i

Slowdown GPS

ABOUT THE INITIATIVE

3-65



GROUP EXERCISE

= |n groups, draw a cognitive map for one of the
following products/services

m Uber

Create an Instagram ad to:

= Lululemon Strengthen current linkage

" wCd B Marketing > Modify current linkage
= Apple Message
= Target Create new linkage
= Jordan
= Gucci
=  Starbucks — \
= Forever 2|
= Fill in connections for the following linkages | \
*  Product
*  Value
*  Brand \
»  Service /
*  Social

*  Quality

.44



= END
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DRY BATH CASE STUDY
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