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ABSTRACT

This study examines the attitudinal and behavioural dimensions of Indian consumers, in the
Chatsworth area, to brand loyalty. A survey was undertaken in the designated area and data
for the investigation was obtained from a sample of 237 households, drawn by means of the
stratified random sampling technique. The data was qualitatively and quantitatively analysed

using numerous descriptive and inferential statistical techniques.

The findings indicate that Indian consumers are more brand loyal to food than to non-food
products. This result reflects that the type of merchandise involved and the relative strength
of brands have an important influence on brand loyalty. Furthermore, Indians are rational
buyers, who evaluate the cost and benefits of products, and increasingly consider the purchases
of house brands as opposed to branded products. The determinants of brand loyalty for
products in general was found to be quality, whilst the main product evalutation criteria for
food items is freshness, followed by nutritional value. The majority of consumers do not base
their judgement of quality on price. Finally, non-brand loyal buyers assign higher ratings to

product attributes on most of the specific products studied, than brand loyal consumers.
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OPSOMMING

In hierdie verhandeling word die houding van Indiér verbruikers van die Chatsworth area jeens
sekere handelsmerke van produkte bestudeer. Data is ingesamel in 'n opname waarby 237
huishoudings in the area betrokke was. Die steekproef van huishoudings is gekies deur middel
van die ewekansige gestratifiseerde tegniek. Die data is kwalitatief en kwantitatief ge-

analiseer met behulp van verskeie beskrywende en inferensi€le statistiese tegnieke.

Hierdie ondersoek dui daarop dat Indiér verbruikers meer lojaal staan teenoor die
handelsmerke waar voedselsoorte betrokke is as teenoor die handelsmerke van ander tipes
produkte. Die tipe produk en relatiewe bekendheid van 'n handelsmerk het dus albei ’n
invloed op die lojaliteit jeens 'n handelsmerk. Verder blyk dit dat Indi€rs rasionele kopers is,
wat die prys en relatiewe voordele van produkte in ag neem en dat al hoe meer die aankoop
van geen-naam handelsmerke oorweeg. Die bepalende faktor van lojaliteit ten opsigte van
handelsmerke was kwaliteit georiénteerd. Ten opsigte van voedsel produkte is bevind dat dit
eerstens beoordeel word vir vorsheid en tweedens vir voeding waarde. Die meerderheid van

verbruikers het nie hulle beoordeling van kwaliteit op pryse gebaseer nie.

Ten slotte blyk dit dat vir die verbruikers wat nie handelsmerk georiénteerd is nie produk

attribute hoér aanslaan vir dir oorgrote meerderheid van produkte waardeur die studie

gekenmerk is as handelsmerk lojale verbruikers.
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CHAPTER 1

INTRODUCTION AND AN OVERVIEW OF THE STUDY

1.1 INTRODUCTION

The emergence of the marketing concept has diverted the focus from the product to the
consumer. The aim is to study consumer behaviour as ’sales of a product depends on the
people buying it’ - how many purchase it, in what quantities they purchase, what proportion
buy it repeatedly and the size of the sector consuming something else instead. Since sales
depends on individual buyers, analysing their behaviour helps in identifying the nature of

marketing problems.

Consumer research is being extensively utilised to identify consumer needs, preferences and
motivations so as to attain an effective and efficient marketing strategy based on research
conclusions. Research has frequently been done to study the effectiveness of various
marketing variables like packaging, pricing and advertising, which constitute the marketing
mix. Advertising and product development costs are exorbitant to warrant aiming only for
one-shot use by consumers. Thus, most marketing efforts are aimed at developing a group

of people who will repeatedly purchase and even search for a specific brand.

Brand loyalty is the likelihood that consumers will continue to buy a brand they have tried.
Information regarding brand loyalty is needed for management decisions, which include

whether to redevelop products or packages and how much to spend to enhance favourable



attitudes among current consumers. Undoubtedly, marketing success is equal to the escalating
value of the brand. However, branding as an element or variable of the marketing mix seems
to have received very little attention from marketers. In addition, much of the literature that
has purported to measure brand loyalty has in fact measured repeat purchase behaviour. What

we need to consider is some degree of psychological commitment to the brand.

1.2 FOCUS OF THE STUDY

Consumers buy values other than the pure physical attributes of a product. They also buy
extrinsic, psychological values that add dimensions to their satisfaction which relate to status,
security and self-image. A product is the physical thing we all buy and consume but brands
are far more than physical products. They represent unique totalities and from the consumer
viewpoint takes on aspects of personality and character. Purchasing is thus, the output of a
dynamic, decision-making system involving numerous psychological variables, and since brand
loyalty is one of these variables, it should be placed in the context of the individual’s process
of cognitive and behavioural activities. Therefore, proper research on brand loyalty demands
that both the attitudinal and behavioural aspects to brand loyalty be taken into account in

research.

Furthermore, numerous difficulties are experienced in the total marketing effort in South
Africa. A source of such problems in the South African consumer market is the heterogeneity
of demand and consumer needs, which is the consequence of the multiplicity of cultural

groups in this country. Since cultural values are a determinant variable in the consumer



decision-making process, we can no longer reach the non-White market in the same way as
the white market. Marketers need to be sensitive to the needs of each culture in order to serve
the interests of the various consumer segments. Therefore, this study analyses the attitudinal
and behavioural dimensions of Indians to brand loyalty. The expanding educational level and
consequent economic potential of this ethnic market has escalated the interest of marketers in
them, the efforts of whom are directed towards the development of appropriate marketing

strategies.

1.3 DEFINED OBJECTIVES

The main objectives of the study are:-

* To investigate the determinants of brand loyalty amongst Indian consumers.

* To establish whether the type of merchandise involved and the relative strength of brands
have an important influence on brand loyalty amongst Indian consumers.

* To determine the extent of purchasing house brands as compared to nationally advertised
brands, among Indian consumers who shop at supermarkets.

* To investigate whether the attitudes of Indian consumers towards brands always predict

behaviour or the purchase of those brands.

The sub-objectives of the study are:-
* To determine whether there is a significant difference in the store patronage of Indian

consumers in the Chatsworth area.



*

To establish whether there is a significant difference in the price-quality perception of
Indian consumers for grocery products in the Chatsworth area.

To determine whether a significant relationship exists between the price-quality perception
of Indian consumers for grocery products and each biographical variable (socio-economic
status, gender, marital status, education, age, occupation, income) respectively.

To investigate the importance that Indian consumers attach to the various product attributes
(price, quality, brand name, label information, choice/variety, nutritional value,
appearance, freshness, taste, shelf life) when engaging in the purchases of grocery products.
To establish whether a significant relationship exists between the median level of
importance attached to each product attribute (price, quality, brand name, label information,
choice/variety, nutritional value, appearance, freshness, taste, shelf life) and each
biographical variable (gender, marital status) respectively.

To determine whether a significant relationship exists between the mean level of importance
attached to the product attributes (price, quality, brand name, label information,
choice/variety, nutritional value, appearance, freshness, taste, shelf life) and each
biographical variable (socio-economic status, gender, marital status, education, age,
occupation, income) respectively.

To investigate whether there is a significant difference in the reaction of Indian consumers
to an out-of-stock condition of a preferred brand of food product.

To determine whether there is a significant difference in the reaction of Indian

consumers to an out-of-stock condition of a preferred brand of non-food product.



To determine whether a significant relationship exists between the reaction of Indian
consumers to an out-of-stock condition and each biographical variable (socio- economic
status, gender, age) respectively.

To determine whether there is a difference in the shopping behaviour of Indian consumers
based on usage rate and out-of-stock conditions.

To investigate the reaction of Indian consumers under conditions of price change of the
preferred brand.

To determine whether an association exists between the reaction of Indian consumers to
price changes of the preferred brand and each biographical variable (socio- economic status,
gender, age) respectively. T

To investigate the possibility of brand switching tendencies of Indian consumers in the
future.

To determine whether a significant relationship exists between the brand switching
tendencies of Indian consumers in the future and each biographical variable (socio-
economic status, gender) respectively.

To determine whether the reasons for brand switching for food products differ from the
reasons for brand switching for non-food products.

To investigate whether there is a difference between the price perception of Indian
consumers for house brand products as compared to branded products.

To determine whether an association exists between the price perception of Indian
consumers for house brand products as compared to branded products and each biographical
variable (socio-economic status, gender, marital status, education, age, occupation, income)

respectively.



To investigate whether there is a difference between the quality perception of Indian
consumer for house brand products as compared to branded products.

To determine whether an association exists between the quality perception of Indian
consumers for house brand products as compared to branded products and each biographical
variable (socio-economic status, gender, marital status, education, age, occupation, income)
respectively.

To establish whether there is a significant correlation between the price and quality
perception of Indian consumers of house brand products as compared to branded products.
To examine the usage rate of house brand products as compared to branded products among
consumers who shop at supermarkets.

To investigate whether a significant relationship exists between the usage rate of house
brand products as compared to branded products and each biographical variable (socio-
economic status, gender, age) respectively.

To determine whether an association exists between the attitude of Indian consumers
towards house brand products and the usage rate of these products.

To establish whether there is a significant difference in the purchasing pattern (brand
loyalty) of Indian consumers between food and non-food products.

To determine whether a significant relationship exists between the purchasing pattern (brand
loyalty) of Indian consumers and each biographical variable (socio-economic status, gender,
marital status, education, occupation, income) respectively for food products.

To determine whether a significant relationship exists between the purchasing pattern (brand
loyalty) of Indian consumers and each biographical variable (socio-economic status, gender,

marital status, education, occupation, income) respectively for non-food products.



* To investigate whether brand loyal and non-brand loyal consumers differ in their rating of
the importance of the product attributes (price, quality, brand name, label information,
choice/variety, nutritional value, appearance, freshness, taste, shelf life) for food products.

* To determine whether brand loyal and non-brand loyal consumers differ in their rating of
the importance of the product attributes (price, quality, brand name, label information,
choice/variety, nutritional value, appearance, freshness, taste, shelf life) for non-food
products.

* To determine whether brand loyal and non-brand loyal consumers differ in their rating of
the attributes of each product (margarine/butter, breakfast cereal, tea/coffee, rice, cooking
oil, toothpaste, washing powder, ’toilet’ bath soap, toilet paper, 'underarm’ deodorant).

* To investigate whether there is a difference in the perception of price and quality of house
brand products as compared to branded products between brand loyal and non-brand loyal
consumers.

* To determine whether Indian consumers are more brand loyal to food products than
non-food products.

* To determine which brand is the most frequently purchased by Indian consumes for each
product.

* To determine which is the leading brand for each product.

The objectives of the study will be achieved through the use of descriptive statistics, which
will enable a qualitative analysis of the data as well as inferential statistical techniques, which

serve as useful tools in testing hypotheses.



1.4 HYPOTHESES

*

There is a significant difference in the store patronage of Indian consumers in the

Chatsworth area.

*

There is a significant difference in the price-quality perception of Indian consumers for

grocery products in the Chatsworth area.

*

There is a significant relationship between the price-quality perception of Indian consumers
for grocery products and each biographical variable (socio-economic status, gender, marital

status, education, age, occupation, income) respectively.

*

There is a significant relationship between the median level of importance attached to each
product attribute (price, quality, brand name, label information, choice/variety, nutritional
value, appearance, freshness, taste, shelf life) and each biographical variable (gender, marital
status) respectively.

* There 1s a significant relationship between the mean level of importance attached to the
product attributes (price, quality, brand name, label information, choice/variety, nutritional
value, appearance, freshness, taste, shelf life) and each biographical variable
(socio-economic status, gender, marital status, education, age, occupation, income)
respectively.

* There 1s a significant difference in the reaction of Indian consumers to an out-of-stock

condition of a preferred brand of food product.

There is a significant difference in the reaction of Indian consumers to an out-of-stock

condition of a preferred brand of non-food product.



There is a significant relationship between the reaction of Indian consumers to an
out-of- stock condition and each biographical variable (socio- economic status, gender, age)
respectively.

There is a a significant relationship between the brand switching tendencies of Indian
consumers in the future and each biographical variable (socio-economic status, gender)
respectively.

There is a significant correlation between the price and quality perception of Indian
consumers of house brand products as compared to branded products.

There is a significant relationship between the usage rate of house brand products as
compared to branded products and each biographical variable (socio-economic status,
gender, age) respectively.

There is a significant difference in the purchasing pattern (brand loyalty) of Indian
consumers between food and non-food products.

There is a significant relationship between the purchasing pattern (brand loyalty) of Indian
consumers and each biographical variable (socio-economic status, gender, marital status,
education, occupation, income) respectively for food products.

There is a significant relationship between the purchasing pattern (brand loyalty) of
Indian consumers and each biographical variable (socio-economic status, gender, marital

status, education, occupation, income) respectively for non-food products.



1.5 LIMITATIONS OF THE STUDY

Although the results of the study are generally consistent with the theory and literature, the
conclusions are tentative, given the limitations that are typical of such econometric studies.
The interpretation and discussion of the findings are therefore, tempered by the following

limitations of the study:-

1.5.1 LENGTH OF THE QUESTIONNAIRE

The length of the questionnaire invited an immediate negative response from the subjects.
However, the problem was eliminated by persuasion, convincing subjects that only the relevant
parts of the questionnaire had to be completed and assuring them that the majority of the
questions in the document demanded only an X response in the appropriate block. The nature
and objectives of the study and the empirical perspective demanded an instrument of some

length so that the problem could not really be avoided.

1.5.2 THE QUALITY OF SUBJECTS

Many of the subjects in the sample, drawn from the Chatsworth area, (particularly those from
the lower socio-economic classes), are poorly educated. In addition, many subjects are
illiterate. This necessitated a verbal amplification of the instructions and demanded that the
interviewer noted the responses personally. However, despite this problem a contamination

of results was prevented since the interviewers used standardised procedures that eliminated

10



the chances of biasness or ’shaping’ the response of the subject. Despite the lack of
education, the majority of subjects (literate and illiterate) made every effort to substantiate

their purchasing patterns, which contributed largely to the study.

1.5.3 BIOGRAPHICAL VARIABLES

The questionnaire enabled a distinction between single, married and divorced subjects. In
many areas, the data analysis included only the two former categories since the divorced
sector made up a very small category that would have made conclusions suspect had it been
included in analysis. Socio-economic status was based solely on geographic area and the
index of income determined by Johnston (1986). A more elaborate classification would have
emerged had occupation and actual income been taken into account. However, this was
eliminated due to the reluctance of subjects to reveal exact incomes. Furthermore, Johnston’s
study did not include an index of income for particular suburbs (Burlington Heights,
Shallcross and Harinagar), especially the newly developed ones. However, these suburbs were

later classified by Johnston for the purpose of this study.

1.5.4 STATISTICAL ANALYSIS

Since the data that emerged from the study were predominantly nominal in nature, the
statistical analysis of the data generated mostly the use of nonparametric statistical techniques.
However, the questionnaire as a whole enabled the use of both descriptive and inferential

statistics as well as multivariate techniques.
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1.5.5 DURATION OF THE STUDY

The domain of the data is limited as it covers only the response of subjects regarding their/
purchasing patterns and behaviour during one interviewing session. A longitudinal study,
which however, extends beyond the scope of this study, would have provided a more detailed
analysis regarding brand loyalty and repeat purchase behaviour and would have generated

more concrete results and marketing implications.

1.5.6 GEOGRAPHIC AND RACIAL GROUP

Since the research sample only incorporated the study of Indian consumers in the Chatsworth
area, care should be taken against generalising the results of the study to Indians living in
other geographic areas as well as the other racial groups. The generality of the results to
Indians living in other areas is limited mainly due to the location of stores in the selected
geographical area (Chatsworth). For example, the research conclusion that Checkers is a
widely patronised store by Indian consumers may be due to the fact that this store is centrally
situated in the Chatsworth area and eliminates the problem of transport and is thus, largely
patronised as a result of convenience. This may not be the case for Indians living in other

areas.
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1.5.7 ELIMINATION OF THE MULTI-BRAND BUYER

The study eliminates the possibility that buyers may be loyal to more than one brand.
Analysis of consumers who are loyal to a repertoire of brands may help to identify other
significant subgroups within the multi-brand buying category. However, such an analysis

extends beyond the jurisdiction of this study.

1.5.8 PRODUCT CHOICE

For reasons specified, only the purchasing pattern of particular food (margarine/butter,
breakfast cereal, tea/coffee, rice, cooking oil) and non-food (toothpaste, washing powder,
‘toilet’ bath soap, toilet paper, 'underarm’ deodorant) products were included in the study.
The results of the study are therefore, applicable to these product classes only, and to

generalise to other products, excluded in this study, would not be appropriate.

1.6 STRUCTURE OF THE STUDY

A basic orientation of the study as well as the objectives of the research are presented in this
chapter. Chapter 2 is devoted to consumer decision-making and the literature survey focuses
on the various stages of the process. It examines the effect of the level of involvement and
psychological dimensions of consumer decision-making. This chapter concludes with a
cognitive processing model of consumer decision-making and reflects on the marketing

implications. It is found that decision-making cannot be analysed in isolation since numerous

13



variables influence the consumer. This necessitates a detailed analysis of the psychological
dimensions of consumer behaviour. Chapter 3 therefore, incorporates an exposition of
motivation as a inner state that directs behaviour towards predetermined goals; perception as
the selection, organisation and reaction to environmental stimuli in a meaningful way;
personality as the dynamic organisation within the person that determines behavioural
tendencies and thought processes and self-concept as the image individuals have of
themselves. This chapter also expounds the concepts of learning, memory, attitudes and the

attitude change processes that play a significant role in consumer decision-making.

Numerous environmental variables emerge to impact on consumers’ cognition, affect and
behaviour. Chapter 4 analyses these external influences by addressing the impact of culture,
subculture, social class, social groups, family and personal influence on consumer decisions

and behaviour.

Since cultural values pose as a determinant variable in consumer decision-making, an
investigation into the environmental variables would be incomplete without a review of the
multiplicity of the cultural groups in South Africa, their divergent lifestyles and the challenges
that the South African marketers confront. A reflection on the South African consumer
incorporates an outline of the consumer market and the compensation, patterns and structure
of the South African population. Chapter 4 incorporates a descriptive perspective of the
history, cultural backgrounds and population development of Indians in South Africa and
concludes by reviewing the distinct lifestyles and consumption patterns of this unique ethnic

group.
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Brand loyalty emerges as a variable of significance and is related to the changing purchasing
habits of Indian consumers in Chapter 5, which presents a theoretical perspective of the
concept. Since the success of the product and the size of the market share depends on the
prominence of the brand, the logical conclusion is to investigate the concept of brand loyalty
amongst the members of the Indian community whose purchasing potential is steadily

increasing.

The first 5 chapters therefore, provide a conceptual basis for the consequent empirical analysis.
Chapter 6 outlines the methodology of the study and the research design. The results of the
field study are reported in Chapter 7. Chapter 8 incorporates the analysis and interpretation
of results whilst Chapter 9 concludes the theoretical and empirical perspectives with a

presentation of recommended marketing strategies based on the research findings.

1.7 CONCLUSION

Underlying all purchasing behaviour is the process of consumer decision-making, an analysis
of which can only be justified when cognisance is given to the numerous environmental and

psychological or individual influencing variables that impact on it.
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CHAPTER 2

THE CONSUMER DECISION-MAKING PROCESS

2.1 INTRODUCTION

The transition from self-sufficiency to the free market system has undoubtedly enlargened
man’s sphere of needs. The latter was further intensified by improved communication
networks, human being’s insatiable desire to progress and live better lifestyles, as well as the
effective marketing strategies of promotions and advertising. Unfortunately, individuals’
disposable income do not increase at the same rate as their demand for goods and services.
Consequently, the consumer can no longer always engage in simple purchases of products but
is forced to weigh the pros and cons of available alternatives in order to obtain maximum
utility from scarce resources. Consumers do not only aim to satisfy their physiological needs
but are motivated by the quest for optimum returns. Undoubtedly, the evaluation, purchasing
and use of economic goods and services involves the accumulation of complex activities. The
latter includes not only physical but also mental activities. Consumer behaviour can be
analysed as a decision- making process whereby the former is viewed as problem-solving
behaviour. Consumer decision-making is a task in problem-solving and goal striving
behaviour. The decision-making process implies that consumers constantly seek goals and
solutions to problems. Furthermore, this process is not just a single activity or step. Instead,
consumers must identify and evaluate choices, explore the results of particular actions, and
analyse the consequences of their behaviour within a post-purchase time period. Consumer

decision processes involve "a search for significant structure within the problem environment,

16



much trial-and-error behaviour, and in some cases a degree of systematic calculation" (Markin

1974: 488 - 490).

It is obvious that decision-making is a broad aspect which deserves an indepth exploration of
the process. In order to do justice to and cover the spectrum of activities involved in
consumer decision-making it is necessary to analyse the nature of this process, to outline the
influencing variables and to examine the different stages. A thorough explanation on the
consumer decision-making process necessitates a discussion on the types of relevant decisions
and the extent of product involvement. Furthermore, an investigation into and explanation of
the psychological activity in consumer decision-making is necessary. This ultimately leads
to an illustration and exploration into the cognitive processing model of consumer

decision-making.

2.2 THE CONSUMER DECISION-MAKING PROCESS

The consumer is continuously making decisions regarding what products and services to
consume. There are two basic reasons why individuals must make decisions. Firstly, they
have to satisfy their needs and desires. Secondly, in certain instances more than one choice
or alternative will satisfy the individual’s needs. Decisions have to be made and consumer

decision-making determines what goods and services people will want, purchase, own and

consume.
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It is evident that consumer behaviour is triggered by needs. Consumer decision-making directs
needs "by evaluating and selecting the actions that will satisfy them" (McNeal 1982: 161).

The process of consumer decision-making, unlike consumer actions, is unobservable.
Consumer decision-making is a cognitive process, "it consists of those mental activities that
determine what is actually done to remove a tension state caused by a need" (McNeal 1982:

161).

Primarily, consumer decision-making is analogous to problem-solving. A problem arises when
the individual seeks a goal or end state and when uncertainty prevails with regards to the best
solution to the existing problem. The unsatisfied want is the problem and the solution is the
act of purchase. Consequently, "a decision or a solution is an effective response or course of
action that provides a desired result to a currently perceived behavioural state of the organism"
(Markin 1974: 491). This implies that problem-solving is associated with the perceptual state
of the consumer. Perception is "the entire process by which an individual becomes aware of
the environment and interprets it so that it will fit into his or her own frame of reference"
(Walters & Bergiel 1989: 333). A problem occurs only when the consumer perceives a
difference between his current state of affairs and his desired state of affairs. The consumer
chooses a course of action that will achieve this desired state. However, this is not a simple

cause-and-effect process but can become rather complex.

The consumer decision-making process "is a sequential and reiterative series of psychological
and physical activities” ranging from problem recognition to post-purchase behaviour

(Markin 1974: 503). Since the stages in the process are not necessarily linear, the consumer
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can launch into any stage or activity in the process and follow any order or even skip certain
activities. However, the decision of the consumer is dependent upon various influencing

variables that are operative at each of of the conceptualized stages.

2.2.1. CONSUMER DECISION-MAKING: INFLUENCING VARIABLES

When focusing on the decision-making process of individual consumers, it is apparent that the
basic decision made by the individual is whether to spend or to save. The outcome of the
consumer’s decision will depend on numerous influencing variables. This can be divided into
two broad categories, namely, internal or individual influencing variables and external or

environmental influencing variables (Figure 2.1).
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FIGURE 2.1
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(du Plessis, P.J., Rousseau, G.G. & Blem, N.H.

1990. Consumer Behaviour: A South

African Perspective. Halfway House: Southern Book Publishers (Pty) Ltd. p. 44).

2.2.1.1 INDIVIDUAL INFLUENCING VARIABLES

The following individual influencing variables control internal thought processes:

Needs are "forces directed to specific goals that can be achieved by purchase behaviour" (du

Plessis et al. 1990: 43). McNeal (1982: 26) defines a need as "a lack of something required




for optimum life conditions". A distinction can be made between functional, symbolic and
experiential needs. Functional needs motivate the quest for items that resolve problems
related to consumption. Symbolic needs are desires for products that satisfy inner needs for
enhancement of self, role position, group membership or ego-identification. Experiential
needs are "desires for products that provide sensory pleasure, variety and/or cognitive

stimulation” (Park, Jaworski & Maclnnis 1986: 136).

Motives are inner states "that energize, direct and shape a particular pattern of purchase and
consumption behaviour" (Hawkins, Best & Coney 1986: 32). Motives are important in
influencing various aspects of consumer behaviour since it "is a construct representing an
unobservable inner force that stimulates and compels a behavioural response and provides

specific direction to that response"” (Hawkins, Best & Coney 1986: 179).

Personality is a "combination of unique individual characteristics or traits which reflect
consistent and enduring patterns of behaviour" (du Plessis et al. 1990: 43). Whilst motives
direct the individual’s behaviour towards his objectives, personality relates to characteristic
patterns of behaviour. Personality can be referred to as the "consistent responses to
environmental stimuli" (Engel, Blackwell & Miniard 1990: 327). The personality of an
individual provides for orderly and logically related experiences and behaviour. It also relates
to the specific patterns of organization that makes the person unique and different from other
people. The consistency of responses is derived from the understanding that "personality is

based upon rather enduring, inner psychological characteristics” (Engel, Blackwell & Miniard

1990: 328).
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Perception is the process by which "sensory input" is selected, organized and interpreted into
a meaningful and logical picture (McNeal 1982: 141). According to Park, Gardner & Thukral
(1988: 401) "the level of perceived knowledge affects the comprehension and use of
interrelationship among new pieces of information in subjects’ choice-decision task". It also

influences the consumers assessment of the importance of old and new information.

Learning is "any change in the context or organization of long-term memory" and is thus, the
outcome of information processing (Hawkins, Best & Coney 1986: 342). It is the process by
which "experience leads to changes in knowledge, attitude and/or behaviour" (Engel,

Blackwell & Miniard 1990: 50).

Attitude can be defined as "an overall evaluation that enables one to respond in a consistently
favourable or unfavourable manner with respect to a given object or alternative" (Engel,
Blackwell & Miniard 1990: 46 - 47). Alternatively, it can be stated that an attitude is "the
amount of affect for or against some object" (Lastovicka & Bonfield 1982: 59). They are
composed of "cognitive (beliefs), affective (feelings), and behavioural (response tendencies)
components which tend to be consistent with one another” (Hawkins, Best & Coney 1986: 33).

Attitudes are often considered to be "relatively stable and enduring predispositions to behave"

(Mitchell & Olson 1981: 318).
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2.2.1.2 ENVIRONMENTAL INFLUENCES

There are basically six environmental influences that direct internal thought processes.

In consumer behaviour culture refers to "the values, ideas, artifacts and other meaningful
symbols that help individuals communicate, interpret, and evaluate as members of society"”

(Engel, Blackwell & Miniard 1990: 40). Culture is one of the most fundamental determinants
of consumer cognitions and behaviours. Within each culture, there is a subculture and this
refers to "a segment of a culture which has its own distinguishing modes of behaviour"
(McNeal 1982: 193). The influence of culture on consumer behaviour occurs mainly through

social influence.

Social influences include the impact of culture, subculture, social class, reference groups and
family influences. Much of a consumer’s knowledge in general, "as well as specific opinions
about products, services, stores, prices, and even advertising are strongly affected by the
opinions of other people, such as family members and peer groups" (Peter & Olson 1987:
384). "People tend to internalize the criteria employed by others," and use them to justify
their decisions to themselves (Simonson 1989: 159). A reference group is a person or group
of people "that significantly influences an individual’s behaviour" (Bearden & FEtzel 1982:
184). Reference groups can be classified into primary and secondary groups. Whilst the
former includes close friends, neighbours and family, the latter refers to student bodies,

religious groups, professional associations and guilds.
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The family is the primary decision-making unit "with a complex and varying pattern of roles
and functions" (Engel, Blackwell & Miniard 1990: 42). Various family members may
assume different roles in the purchase-consumption process. The actual purchaser of an item

may not be the ultimate user or the person who made the decision to purchase.

Economic demand factors refer to the consumer’s level of purchasing power which is
determined by the availability of money or by obstacles faced by the consumer as a result of
the lack of funds or ability to obtain credit. Prices, financial risk and opportunities for

investment also have an impact on household income.

The marketing environment includes "all stimuli and situations that affect consumer
cognitions and behaviour, either directly or indirectly" (Peter & Olson 1987: 391). It includes
elements from the social environment which involve consumer interactions with salespersons,
as well as those from the physical environment, namely, products, stores, advertisements.
Marketing "is not only a very important part of the fabric of society, but also plays a
significant role in shaping its values, activities, and landscape" (Peter & Olson 1987: 391).
Marketing strategies are not only adapted to the changing conditions in the environment, but

also play a crucial role in creating it.

2.2.1.3 PURCHASE SITUATIONS

Consumers do not function in isolation but are influenced by numerous individual and

environmental factors which can collectively be referred to as the "psychological field" (Engel,
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Blackwell & Kollat 1978: 17). These variables constantly and simultaneously interact and

play a leading role in the final outcome of the consumer’s choice.

In any purchasing situation individuals absorb information from their external environment and
integrate or combine it with their inner needs, motives, perceptions and attitudes. The choice
outcome may also be influenced by the past, the act of recalling and personality factors. The
past may operate through "learned patterns of behaviour and ways of thinking, many of which
are largely unconscious" (Engel, Blackwell & Kollat 1978: 17 - 18). In addition to past
product experiences, anticipating future consequences of behaviour may also influence the
choice outcome in a current act of purchase. A purchase situation may be defined "as a

typical pattern of choice possibilities within a given context" (du Plessis et al. 1990: 45).

A person is also profoundly influenced by his surrounding environment. The consumer often
faces family and cultural influences, peer group pressure, reference groups, economic demands
and persuasive advertising. However, despite these and marketing pressures, the decision
whether to buy or not in the final purchase situation "is an individual one and a key decision
consumers have to make" (du Plessis et al. 1990: 46). By analysing the internal thought

process of consumers as they undergo the process of decision-making, marketers can
determine the criteria consumers use in purchase decisions, the dominant influencing variables

as well as be able to predict future behaviour.
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2.2.2 THE STAGES IN THE DECISION-MAKING PROCESS

Five stages in the consumer decision-making process can be conceptualised. They are
problem recognition, information search and processing, response/purchase, evaluation of

alternatives and post-purchase response (Figure 2.2).

FIGURE 2.2
THE STAGES IN THE DECISION-MAKING PROCESS
PROBLEM Perceived difference between ideal and
RECOGNITION actual state of affairs
SEARCH FOR Seek relevant information about potential
ALTERNATIVE solutions to the problem from external
SOLUTIONS environment, or activate knowledge from
memory

\
EVALUATION Evaluate or judge competing alternatives

OF in terms of salient beliefs about
ALTERNATIVES relevant consequences and combine this

knowledge to make a choice

\
PURCHASE Buy the chosen alternative
POST-PURCHASE Use the chosen alternative and evaluate
USE AND it again in light of its performance
RE-EVALUATION
OF CHOSEN
ALTERNATIVE

(Peter, J.P. & Olson, J.C. 1987. Consumer Behaviour: Marketing Strategy Perspectives.

Homewood: Illinois, IRWIN. p. 235).
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2.2.2.1 PROBLEM RECOGNITION

The first stage in consumer decision-making is the recognition of a problem. A problem only
occurs when two or more alternatives exist. A problem arises when the consumers recognise
a difference between what they perceive as the current or actual state of affairs and the desired

state of affairs (Figure 2.3).

FIGURE 2.3

PROBLEM RECOGNITION BY CONSUMERS
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(Walters, C.G. & Bergiel, B.J. 1989. Consumer Behaviour: A Decision-Making Approach.

Cincinnati" South Western Publishing Company; p- 35).
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From Figure 2.3 it is evident that consumer problem recognition is "an awareness of wanting
to change the existing market to conform to the desired state" (Walters & Bergiel 1989: 34).
Problem recognition is predominantly a perceptual phenomenon. The incongruity between the
prevailing and the desired state of affairs "triggers the onset of a state of motivated behaviour"
(Markin 1974: 509). Problem recognition implies that the consumer develops some felt need
or desire where "a tensional state or some disturbance in the consumer’s psychological field
thus develops, and there arises motives or reasons that impel the consumer to respond”
(Markin 1974: 509). With the result, a spectrum of mental activities and attitudinal reactions,

which are termed cognitive processes, develop.

Problem recognition can be related to all the stages in the decision-making process, for
example, problems associated with whether a product is needed (problem recognition), what
product to buy or which brand to select (information search and processing), whether to buy
on cash or credit or how to postpone the act of purchase (response), and whether or not to be
satisfied with the selection (post-purchase behaviour). Problem recognition "is understanding
that there is uncertainty about the goal, its achievement, or the outcome" (Walters & Bergiel

1989: 19).

Problem recognition may also differ, depending on the effect of the numerous influencing
factors. Three determinants of need or problem recognition are information stored in memory,
individual differences and environmental influences. In addition, "normative social influences
can become relevant in those buying situations in which the response of others assumes

importance” (Engel, Blackwell & Miniard 1990: 475). Need or problem recognition,

28



especially in complex decision-making, is likely to be multifaceted and complex. Problem
recognition is inevitable since the consumer continuously aims to satisfy the demands of his

hierarchy of needs.

a) SOURCES OF CONSUMER PROBLEMS

Most consumer problems arise as a result of internal and external barriers. Du Plessis et al.
(1990: 48) refer to these problems as "blocking mechanisms", which implies "the principle
objection to entering into the buying process". Of the individual influences, "distorted
perceptions and negative attitudes probably have the most direct effect as blocking
mechanisms" (du Plessis et al 1990: 48). Apart from these internal barriers, blocking
mechanisms can also arise from external barriers. The latter includes the lack of funds and
of credit facilities, the unavailability of a product, the need for more information, uncertainty
about the expected outcome due to unforeseen circumstances, the inability to make a decision
and the lack of criteria on which to base post-purchase assessment. Most consumer problems
arise as a result of assortment inadequacies, new information, expanded desires and expanded

or reduced means.

Assortment inadequacies implies that the consumer’s stock of goods is being depleted and
to ensure existence in the future, action is directed towards repurchasing and restocking.
Hence, numerous consumer problems are perceived by the recognition of the need for

additional goods as a result of normal depletion.
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The perception of consumer problems also occurs when new information is captured by the
psychological field of the consumer. This information "creates cognitions and states of
awareness" (Markin 1974: 509). These cognitions make consumers feel the need for products

and services and view them as solutions to their problems.

Human beings are continuously driven by their desire to progress and improve their standard
of living. Individuals’ soaring level of aspirations and anticipations propel their desire for new
goods and services. The consumer’s constantly changing roles, lifestyles, views and images

are coupled with the generation of new consumer problems or needs.

Consumer problems also arise as a result of changes in financial status and\or changes in
financial expectations. "A generally rising standard of living or state of affluence means also
an expanded package of desired goods and services" (Markin 1974: 510). An increase in
income, a substantial tax return, an inheritance or the expectation of any of these can stimulate
the consumer to change their wants and conclude that the current state is less gratifying. The
upward trend in income is therefore, likely to be accompanied by an increase in consumer

expenditure. Alternatively, a financial loss can also change the needs and expectations of
consumers and lead to problem recognition. "In periods of rapid inflation or declining
earnings, many households are forced to cut back on extras, such as entertainment, and to
purchase lower quality levels of other products, such as food" (Hawkins, Best & Coney 1986:

545). The consumer’s available resources is a factor in determining how much and what

goods and services should be consumed.
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The development of consumer problems that surface primarily as a result of the four
aforementioned sources require the acquisition of information in order for the consumer to

make the correct choice.

2.2.2.2 THE SEARCH AND PROCESSING OF INFORMATION

The second stage in the consumer decision-making process is the search and processing of
information. In many buying situations when the problem is perceived, the consumer begins
to seek information. Consumer search is "the mental and physical activities undertaken by
consumers to provide information on recognized problems" (Walters & Bergiel 1989: 21).
It is basically a learning process by which the consumer becomes aware of alternative products
or brands, specific stores, specific trading centres, prices of products, terms of sale and
consumer services. This search process provides information that is necessary when
evaluating alternatives in order to arrive at the choice which derives maximal benefits at
minimum cost. It is selective since consumers choose data that is most in keeping with their
wants and which i1s most likely to correspond with their views, beliefs, personality and

attitudes (Figure 2.4).
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FIGURE 2.4

INFORMATION SEARCH IN CONSUMER DECISION MAKING
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(Hawkins, D.I, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour and Marketing

Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 569).

During information search the processing of information "involves exposure to various
sources, paying attention to the content and being able to comprehend and retain the essence

of what has been learnt in the memory" (du Plessis etal 1990: 51).

The search consumers engage in may be internal or external. The former concemns
information from the consumer’s experience that is reserved in memory. "Much information
is literally stored in the cognitive structure of consumers, and this reservoir of knowledge may
be used to shorten what might otherwise be a necessarily long and extended search process”
(Markin 1974: 511). This kind of information is the oﬁtcome of the learning process. In
addition to the recall of previous experiences with a product, internal search based on the

process of learning includes treatment by a salesman, consumer advisory services, parking
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facilities, store layout, availability of items, prices paid for items and store shopping service.
Consumers do consult sources outside their own experience in order to acquire information
that is imperative for decision-making. When the individual engages in external search, it "is
affected by individual differences and environmental influences" (Engel, Blackwell & Miniard
1990: 477). The former includes consumer resources, motivation and involvement,
knowledge, attitudes, personality, lifestyle and demographics. Environmental influences
include personal information sources, business and marketing forces, neutral sources,
economic, social and cultural influences. Personal information sources are represented by
family, friends, neighbours and peer groups, for example, when analysing the pros and cons
of known brands or store location. Business and marketing sources are depicted by
advertising, in-store promotions and personal selling or sales staff. Neutral information
sources such as booklets, pamphlets and brochures may also be consulted by consumers.
"Expert financial advice from consultants or bank managers may also provide important
information on economic demand factors" (du Plessis etal 1990: 51). Consumers who value
their cultural heritage and who are concerned over the implications of their buying decisions

on society, often consult cultural organisations and social groups when acquiring information.

Consequently, the concepts of internal and external search implies that the type of
decision-making determines the extent of search effort. A distinction can be made between
habitual, limited and extended decision-making. Habitual decision-making occurs when the
consumer purchases an item without considering alternatives. Limited decision-making takes
place when the consumer engages in little alternative evaluation. The individual thoroughly

evaluates multiple alternatives in extended decision-making. Habitual, limited and extended
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decision-making are respectively associated with minimal, limited and extensive search effort

(Figure 2.5).

FIGURE 2.5
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Hawkins, D.I., Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 568).

2.2.2.3 EVALUATION OF ALTERNATIVES

The evaluation of alternative resolutions to a problem is the third step in the consumer
decision-making process. Consumer evaluation is "the activity of identifying alternative
solutions to a problem and determining the relative merits of each" (Walters & Bergiel 1989:
23). When evaluating alternatives, consumers make a comparison among product features and

store characteristics and pre-established criteria for evaluation. Evaluation criteria
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are the limits which consumers declare as being acceptable when searching for a solution to
their problems. The criteria for evaluation are "the standards and specifications used by

consumers to compare different products and brands" (Engel, Blackwell & Miniard 1990:
479). The evaluation criteria differ when evaluating products and stores and can change in

response to the situation or prevailing environment.

Evaluative criteria are moulded and influenced by individual and environmental variables.
Individual influences such as personality and attitudes have an impact on expected outcomes.
This is due to the fact that consumers purchase those products towards which they hold
favourable and positive attitudes and which are in keeping with their personalities.
Furthermore, the individual is also influenced by family viewpoints and group pressures like
cultural and social institutions. In addition, economic demand factors and business and
marketing influences shape purchasing intentions. If the consumer "can negotiate an
affordable price or conclude an acceptable sales contract, the expected outcome will be more
attractive for purchasing” (du Plessis et al. 1990: 52). Consequently, "evaluation brings the
consumer right to the point of making a decision on a given course of action" (Markin 1974:

513).

2.2.2.4 RESPONSE/THE PURCHASE DECISION

The fourth step in the decision-making process is the consumer’s response or decision.
Consumer decision is the outcome of evaluation and relates to "the mental process of choosing

the most desirable alternative” (Walters & Bergiel 1989: 23). The most suitable choice is the
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one that comes closest to the evaluation criteria formulated by the consumer. It is the data
obtained as a result of search activity and effort that lays the foundation for evaluation and

decision. The appropriate decision is dependent upon adequate information.

Primarily, the consumer has two choices, namely, to buy and not to buy. The latter
incorporates the postponement of purchases. Consumer evaluation and decision is
predominantly determined by personality and attitudes. However, other internal and external
variables also have an effect on the consumer’s evaluation and response and their effect is felt
via attitudes and personality. Needs, perceptions, learning and motives are important factors
in shaping attitudes and personalities. The environmental influences also affect personality
and attitudes because new and/or different information affect our needs, perceptions, learning
and motives. Thus, "the external determinants provide the impetus for change in our attitudes
and personality over time" (Walters & Bergiel 1989: 24). Hence, in this context, attitude and

personality encompass the other variables.

The consumer’s decision is also influenced by business and marketing variables. Store
selection is considered an instrumental response needed to make a purchase, especially for
durable goods. A great deal of alternative evaluation and choice occurs in-store. "The result
is that the impact of the store environment, sales personnel, service and other in-store
influences have a great bearing both on how we evaluate alternatives and where we decide to
make our purchases" (Hawkins, Best & Coney 1986: 639). In the purchase of convenience
or packaged products the actual act of purchasing is more important than where to purchase

since the decision and purchases are almost simultaneous actions. It is evident that business
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and marketing variables like store-image, staff positioning and in-store promotions play a
leading role in the responses of consumers. The decision can be influenced by economic
demand factors such as the volume of the deposit, the period of payment and monthly

instalments.

Undoubtedly, the reason for entering into the consumer decision-making process, in the first
instance, was the perception of an incongruance between the desired and the existing state of
affairs. The consumer therefore, engages in purchases in order to seek greater satisfaction.
Hence, a crucial question from a marketing point of view, is whether the consumer is satisfied

after the purchases is made.

2.2.2.5 POST-PURCHASE RESPONSE

Post-purchase response is the final stage in the consumer decision-making process.
Post-purchase assessment involves the consumer’s evaluation of the performance of the
product or service, in relation to the criteria, once it has been purchased. It is "the consumer’s
perception of the outcome of the purchase process" (Walters & Bergiel 1989: 24). Whilst
it is maintained (Walters & Bergiel 1989; Engel, Blackwell & Miniard 1990) that the result
of purchasing can either be satisfaction or dissatisfaction, du Plessis et al. (1990) include
another possible outcome in the form of a neutral assessment. A positive assessment of the
purchase decision results in post-purchase satisfaction. Satisfaction occurs when the outcome,
which may be a product, brand or store, and the conditions surrounding its purchase, are

matched with the consumer’s expectations. Conversely, a negative assessment results in
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post-purchase dissatisfaction. Consumers experience dissatisfaction when the outcome does
not match their expectations or "when the alternative is perceived as falling short in significant
ways" (Engel, Blackwell & Kollat 1990: 481) and "a neutral assessment results in

postpurchase indifference" (du Plessis et al. 1990: 53).

Consumer responses to a dissatisfying purchase may be verbal or behavioural. Whilst a
positive verbal response may cognitively reinforce purchase decisions, negative ones may
result in rumours. Equally dangerous to the latter, is indifferent verbal responses or responses
which can evoke suspicion among other potential consumers. The cognitive dimension
recognizes that "satisfaction is part of the dynamic purchase process and influences repurchase

intentions" (LaBarbera & Mazursky 1983: 393).

Positive behavioural responses usually involve repeat purchase behaviour or brand loyalty in
the case of satisfaction. Repeat purchase behaviour occurs when a consumer continually
purchases the same brand, probably because it is the only brand in stock or it is the cheapest
one. Brand loyalty is the psychological commitment to a particular brand which results in

continuous purchases of that brand.

A negative behavioural response may involve complaint behaviour or brand switching in the
case of dissatisfaction. Complaint behaviour can be private in nature such as warning
friends or switching products. In addition to private actions, consumers may take public
actions such as "demanding redress from the firm involved, complaining to the firm or some

other organization, or taking legal action against the firm" (Hawkins, Best & Coney 1986:
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691). Management, however, generally either discourage and suppress complaints to their
departments or encourage them in order to resolve dissatisfaction. Research conducted in the
field of complaint behaviour showed that "increasing consumer complaint proportions leads
to organizational suppression of the unit receiving the complaints, which subsequently
contributes to further increase in complaints due to inaction by marketing management"
(Hawkins, Best & Coney 1986: 693). Complaint management is significant since "consumers’
perception of how their complaint was handled is important for repurchase behaviour" (Cohen
& Chakravarti 1990: 274). "Brand switching is one of the ways in which consumers having
problems with a product or service may express their grievances" (Kasper 1988: 387).
Dissatisfaction with products consumed is one of the reasons why consumers change or switch
brands. In the case of dissatisfaction, the object of the switching is specifically "to alleviate
or eliminate the problems with the previous purchase” (Raju 1984: 201). Brand switching
can also be caused by some inner desire for novelty, change or variety. Whilst the former can
be called "instrumental brand switching" the latter refers to "exploratory brand switching"

(Raju 1984: 201 - 202).

A neutral behavioural response incorporates inertia or impulse buying in the case of
indifference. Inertia means that the consumer is purchasing the same brand because "it is not

worth the time and trouble to search for an alternative" (Assael 1987: 14).

Impulse buying is a consumer purchasing pattern that is unplanned. In impulse purchases,
the consumer engages in little or no deliberation and virtually no external search activity is

undertaken.
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Sometimes consumers undergo postpurchase conflict and question whether they made the
correct decision or should have selected another alternative. The consumer may experience
doubt or anxiety, especially after making a difficult, important and rather permanent decision.
This type of anxiety is called "postpurchase dissonance' (Hawkins, Best & Coney 1986:
678). Dissonance occurs because "making a relatively permanent commitment to a chosen
alternative requires one to give up the attractive features of the unchosen alternatives"
(Hawkins, Best & Coney 1986: 678). In some cases consumers may try to reduce such
dissonance via changes in cognition and attitudes. "They will find a balance in their
psychological field by seeking supportive information or distorting information regarding the
product or service" (Du Plessis et al. 1990: 53 - 54). This response is termed ''cognitive

dissonance' (du Plessis et al. 1990: 54).

During the process of post-purchase evaluation, consumers encounter new information that
results in learning and change in attitudes with regards to the products consumed.
Post-purchase responses are crucial to marketers and business firms in order to determine
whether consumer attitudes towards their product or service changes negatively or positively.
Undoubtedly, successful marketing strategies are confirmed in the case of positive responses.
However, in the case of negative responses, "they provide guidelines for corrective action" (du
Plessis et al. 1990: 54). The most significant result of post-purchase responses is the
reflection of the consumer’s degree of involvement with the purchase. High involvement
decision-making indicates commitment to a brand, product or service and thus, creates the
potential for brand, product or service loyalty. Post-purchase responses are also affected by

economic demand factors. This is due to the fact that the higher the price of the item, the
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larger will be the economic risk involved and the more intensive will be the degree of positive
post-purchase response in the form of satisfaction, or negative post-purchase response

indicating dissatisfaction.

Although post-purchase assessment is the final stage in the consumer decision-making process
it is not necessarily the end. The information gained as a result of purchasing and
post-purchase evaluation is stored in the individual’s memory as part of his experience. The
consumer would recall this information when entering into another purchase decision-making
process. "Thus, the purchase is, in one sense, a continual process. The end of one purchase

decision is the beginning of another" (Walters & Bergiel 1989: 27).

After analysing the various stages of the consumer decision-making process, it is evident that
purchases of consumer goods and major durable products are much alike. In both instances,
the decision process involves problem recognition, search and processing of information,
evaluation of alternatives, response and post-purchase behaviour. Irrespective of the situation,
"consumer buying decisions are the consequence of rational considerations in the fitting of
alternative goods and services to consumption goals" (Wiley 1981: 1). The only variation is
in the emphasis the individual places on the various stages in the decision-making process.
The importance attached by the consumer to each stage will differ in response to "the
subjective preference of each consumer" (Markin 1974: 516). Furthermore, the extent of

consumer decision-making will depend on the level of involvement.
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2.2.3 THE EFFECT OF THE LEVEL OF INVOLVEMENT ON THE CONSUMER

DECISION-MAKING PROCESS

Product involvement "is a recognition that certain product classes may be more or less central
to an individual’s life, his attitudes about himself, his sense of identity and his relationship to
the rest of the world" (Traylor 1981: 51). Therefore, product involvement implies that the
product is of importance to the consumer’s self-identity and it can surface strong attitudes and
preferences. A further implication is that "there are sufficient differences between brands in
the product category to warrant self identity and strong preferences”" (du Plessis et al. 1990:

57).

Involvement can be defined as "the degree of personal relevance, which is a function of the
extent to which the product or brand is perceived to help achieve consequences and values of
importance to the consumer" (Peter & Olson 1987: 127). The more important and central
these desired consequences and values are to the consumer, the higher is the level of personal

involvement.

Assael (1987) categorises the distinction between high and low levels of involvement in terms

of beliefs, preferences and attitudes (Figure 2.6).
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FIGURE 2.6

THE DISTINCTION BETWEEN HIGH AND LOW INVOLVEMENT DECISIONS

BELIEFS PREFERENCES ACTION TENDENCY
HIGH Self- Strong Expend time and
INVOLVE-| involvement commitment effort
MENT
LOW Little No commitment Little
INVOLVE-| identification expenditure of
MENT time and effort

(Adapted from du Plessis, P.J, Rousseau, G.G. & Blem, N.H. 1990. Consumer Behaviour:

A South African Perspective. Halfway House: Southern Book Publishers (Pty) Ltd. p. 57).

From Figure 2.6 it is evident that a low involvement purchase is one where "the consumer
does not consider the product as sufficiently important to his belief system and does not
strongly identify with the product" (du Plessis et al. 1990: 57). Low involvement
decision-making implies the consumer may act without thinking. In low involvement product
categories "buyers do not seem to care too particularly about brand differences" (Winter &
Rossiter 1989: 561). Conversely, high involvement decision-making suggests that the

individual will engage in extensive thought processes.

It is evident that a relationship exists between the level of involvement and the degree of

decision-making (Figure 2.7).
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FIGURE 2.7

LEVEL OF PURCHASE INVOLVEMENT AND DEGREE OF DECISION-MAKING

LEVEL OF PURCHASE
INVOLVEMENT

High

Low

Habitual Limited Extended

DEGREE OF DECISION-MAKING

(Hawkins, D.I., Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 35).

Figure 2.7 indicates that the higher the level of purchase involvement, the more intensive or
the greater the degree of decision-making. Increasing levels of purchase involvement is
accompanied by accelerating degrees of decision-making ranging from habitual

decision-making to limited decision-making to extended decision-making.

224 TYPES OF CONSUMER DECISIONS

Numerous types of consumer decision processes can be recognised on the purchase

involvement continuum. Purchase involvement is "the level of concern for, or interest in, the
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"

purchase process triggered by the need to consider a particular purchase" and it is "a
temporary state of an individual, family, or household unit" (Hawkins, Best & Coney 1986:
536). It is influenced by the interaction of individual traits, product and situation

characteristics.

Three distinct types of consumer decision-making that can be recognised on the continuum
are habitual, limited and extended decision-making. As the consumer moves from a very low
level of purchase involvement, the decision-making process becomes increasingly complex.
However, the types of decision processes cannot be distinctly delineated but instead they blend

into each other and the purchasing process changes as purchase involvement increases.

2.2.4.1 HABITUAL DECISION-MAKING

Consumer satisfaction with a product or service acquired may lead to repeat purchases and
gradually to purchases based on habit. In habitual decision-making "a problem is recognised,
internal search (long-term memory) provides a single preferred solution (brand), that brand is
purchased, and an evaluation occurs only if the brand fails to perform as expected” (Hawkins,
Best & Coney 1986: 536). Habitual buyer behaviour is a method of securing consumer
satisfaction based on previous experience and of simplifying the process of decision-making
by decreasing the need for information search and evaluation of brands. Habitual
decision-making exists when there is very low involvement with the purchase, and it results

in repeat purchasing behaviour. Habitual decisions can be categorised into brand loyalty and

repeat purchase behaviour.
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Initially the consumer engages in a high degree of purchase involvement in choosing a product
and in response uses an extensive decision-making approach. Having selected a brand or type
of the product on the basis of complex decision-making, the consumer continues purchasing
it without further consideration. Individuals become committed to the brand because they
perceive that a brand meets their overall needs; the consumer becomes brand loyal. However,
for a true state of brand loyalty to exist "there must be some degree of psychological

commitment to the brand" (Horton 1984: 89).

Repeat purchase behaviour is often misinterpreted as being brand loyalty. However, whilst
the latter implies a psychological commitment to the brand, the former simply involves the
frequent repurchase of the same brand. "Brand loyalty is treated as a one-point-in-time (that
is, micro) psychological disposition toward a given brand, whereas repeat purchase behaviour
takes a macro perspective of brand choice" (Sirgy 1983: 176). It is therefore evident that

repeat purchase behaviour simply refers to the pattern of brand choice over time (Figure 2.8).
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FIGURE 2.8

HABITUAL PURCHASE DECISIONS
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Hawkins, D.L, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 539).

2.2.4.2 LIMITED DECISION-MAKING

Limited decision-making covers the middle area between habitual decision-making and
extended decision-making (Figure 2.7). In its simplest form limited decision-making is very
similar to habitual decision-making. This is due to thq fact that in limited decision-making
the consumer is not highly involved with the alternatives. The available alternatives are
similar in essential features and there is less need for low involvement and evaluative buying.

Under low involvement conditions most consumers "are less motivated to search extensively
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and engage in rigorous alternative evaluation" (Engel, Blackwell & Miniard 1990: 433).

2.2.4.3 EXTENDED DECISION-MAKING

Extended decision-making is the response to a very high level of purchase involvement where
"internal and external information search is followed by a complex evaluation of multiple
alternatives" (Hawkins, Best & Coney 1986: 538). After the act of purchase, cognitive
dissonance is likely to occur and a detailed evaluation of the purchase is undertaken.
Relatively few consumer decisions reach such an extreme level of complexity. However,
extended decision-making is encountered for the purchases of houses, personal computers,

complex recreational items and for other high involvement purchase situations.

The relationship between the various types of consumer decision processes and the levels of

purchase involvement depicts the various stages of the consumer decision process in each type

of decision (Figure 2.9).

48



FIGURE 2.9

INVOLVEMENT AND TYPES OF DECISION-MAKING
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(Hawkins, D.L, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 537).
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Figure 2.9 depicts the similarities and differences between the three recognised types of
consumer decision-making. Habitual decision-making differs from limited and extended
decision-making in that the former, unlike the latter two, excludes the alternative evaluation
activity. However, the extended decision-making process and the limited decision-making
process involves the same stages, ranging from need or problem recognition to post-purchase
dissonance. "The differences between the two extremes on the decision-process continuum
do not lie in the stages of the process per se" (Engel, Blackwell & Miniard 1990: 475).
Rather, the limited and extended decision-making processes vary in "the extent and rigor to
which each stage is observed and followed" (Engel, Blackwell & Miniard 1990: 475). In
limited decision-making less time and effort are devoted to external information search and

alternative evaluation than in extended decision-making.

In all three types of decision-making, as individuals pass through the physical stages of

activity they simultaneously experience some degree of psychological activity.

2.2.5 PSYCHOLOGICAL ACTIVITY IN CONSUMER DECISION-MAKING

A feature of consumer decision-making is that the separate stages of cognition in the process
are combined over time. Potential buyers presumably undergo these stages in a loose but
specified order as they prepare themselves to make a decision concerning some act of
consumption. The consumer decision processes are affected by three types of psychological
activity. This is evident in Lavidge and Steiner’s (1961: 59 - 62) cognitive-affective-conative

sequence of psychological states (Figure 2.10).
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"Cognitive activity relates to a knowledge and awareness dimension of consumer behaviour"
(Markin 1974: 504). Behaviour is the outcome of knowledge, values, attitudes, ideas and
images. Marketers need to provide information that enhances awareness and knowledge in

order to facilitate and affect consumer decision processes.

Affective activity refers to the individual’s emotional states. It implies that consumers must
be taught to prefer one product or brand over another. When the consumer decision-making
process is to be influenced "much information of an affective sort must be disseminated”
(Markin 1974: 504). Consumers learn, through information processing and communication,
to identify, prefer one product or brand over another and in some cases even insist on

purchasing a given product, brand or service.

"Conative activity relates to the striving state or the motivational state of the individual" and
emphasizes the tendency of consumers to treat goods and services as positive or negative goals
or end states (Markin 1974: 504 - 505). The goal-striving and problem-solving features of
consumer behaviour are emphasized in conative activity. Conative or motivational states
encourage consumers to purchase specific products or brands or to shop at particular stores

since they are forced to buy goods and services in order to satisfy their physiological and

higher-order needs.
The Lavidge-Steiner hypothesis maintains that a typical consumer is expected to experience

various internal psychological processes from the perception of an advertisement, personal

selling, in-store promotions or some other "internalized problem recognition process" (Markin
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1974: 505). Internal psychological processes include "attention, interest, desire and action;
awareness, acceptance, preference, intention to buy, and provocation of sale; awareness,

comprehension, conviction and action" (Markin 1974: 505).

FIGURE 2.10

CONCEPTIONS OF CONSUMER DECISION PROCESSES

CONCEPTION
‘PSYCHOLOGICAL PROBLEM- "AIDA" HTIERARCHY |INNOVAT-
SOLVING MODEL |MODEL OF EFFECTS ION
MODEL ADOPTION
MODEL
Cognitive Problem Attention|Awareness |Awareness
Activity recognition Knowledge |Knowledge
Affective Search and Interest |Liking Evaluat-
Activity processing of |Desire Preference| ion
information Legitim-
ation
Evalutaion of
alternatives
Conative Decision Action Conviction|Trial
(motivational) | Post-purchase Purchase Adoption
Activity behaviour

(Adapted from Markin, R.J. 1974. Consumer Behaviour: A Cognitive Orientation. New

York: Macmillan Publishing Co., Inc. p. 505).

Column 2 (Figure 2.10) shows the stages of the consumer decision-making process. Problem
recognition is a cognitive process. The search and processing of information and the

evaluation of alternatives are affective activities whilst the consumer decision and
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post-purchase behaviour are conative activities.

Column 3 refers to the Attention-Interest-Desire-Action or AIDA model. AIDA represents
attention, interest, desire and action. Attention is a cognitive activity. Whilst interest and

desire are affective processes, action is classified as being conative or motivational.

Column 4 highlights the hierarchy of effects model of consumer decision-making since it
stipulates the sequence of cognitive stages the consumer undergoes in reaching a decision to
act. The psychological set incorporates two components, namely, need criteria and brand
attitudes. The latter is represented by three factors which comprises of beliefs about brands,
evaluation of brands and the tendency to act. "The assumption is that these components
operate in sequence: needs are formulated, beliefs are formed about the brand, attitudes are
developed toward the brand, and the consumer finally forms an intention to buy (or not to
buy)" (Assael 1987: 33). Consumers form brand beliefs (cognitive component), evaluate
brands (affective component), and make a purchase decision (behavioural or conative
component). This sequence is referred to as a hierarchy of effects model of consumer
decision-making since it stipulates the sequence of cognitive stages the consumer goes

through. The hierarchy of effects describes "the mental processes that lead to a purchase"

(Loudon & Della Bitta 1988: 390).

The innovation-adoption model requires that an individual or a group of consumers make a
decision regarding a new product and is depicted in column 5. During the awareness stage

the consumer becomes aware of the existence of a product but has very little information and
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no definite attitudes about it. The second stage depicts the consumer’s knowledge and
understanding of what the product is and what it can do. These first two stages, namely,
awareness and knowledge, represent the recognition of a need for the product and the search

for information and are cognitive activities.

During the evaluation stage the consumer formulates an attitude or favourable or unfavourable
behavioural predisposition towards the product. If attitudes are not favourable towards a
product, the innovation-adoption process may end. Legitimation is a stage in which the
consumer becomes convinced that the product should be adopted, and is thus based on a

favourable attitude towards the product. Evaluation and legitimation are affective activities.

Conative or motivational activities include trial and adoption. In the trial stage the consumer
tries the product, if possible, in order to test or determine its performance. During the
adoption stage "the consumer determines whether or not to use the product in a full-scale way.
Continued purchase and/or use of the item fulfills the adoption process" (Loudon & Della
Bitta 1988: 333). The AIDA model, the hierarchy of effects model and the innovation-
adoption model shows the consumer undergoing numerous psychological and physical
sequences of activity. The most significant dimension of the entire figure is its implication
that the various stages of activity "are subject to a persuasive process and that this total

process is comprised of cognitive, affective and conative or motivational dimensions" (Markin

1974: 506).
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The psychological activity involved in consumer decision-making implies that consumer
attitudes and needs, which are influenced by marketing activities, culture, values,
demographics, social status, reference groups, household, personality, motives, perception and
learning, determines and shapes the consumer decision-making process. These internal and
external influences are, in turn, influenced by the consumer’s experience and learning, which
occurs as a result of the consumer decision-making process. The cycle of influence continues
and it is this cycle that depicts the model of consumer behaviour and consumer

decision-making (Figure 2.11).
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FIGURE 2.11

OVERALL MODEL OF CONSUMER BEHAVIOUR
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(Hawkins, D.I,, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 37).

Figure 2.11 illustrates that consumer decision-making is a cognitive activity.
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2.2.6 A COGNITIVE PROCESSING MODEL OF CONSUMER DECISION-MAKING

FIGURE 2.12

A COGNITIVE PROCESSING MODEL OF CONSUMER DECISION-MAKING
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(Peter, J.P. & Olson, J.C. 1987. Consumer Behaviour: Marketing Strategy Perspectives.

Homewood: Illinois, IRWIN. p. 51).

The cognitive processing model incorporates two fundamental processes that correspond to
the two main functions of the systerh of human cognition (Figure 2.12). Interpretation
processes concern how consumers translate the information they face in their physical and

social environments. These processes produce "a set of subjective meaning, also called
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knowledge or beliefs" (Peter & Olson 1987: 51). Integration processes concern "how
consumers integrate relevant knowledge, meanings, and beliefs to evaluate objects in the
environment (form attitudes) or to decide among alternative behaviours

(decision-making/intention formation)" (Peter & Olson 1987: 51).

Both types of cognitive processes are tremendously influenced by knowledge, meanings and
beliefs. "Interpretive processes draw on the knowledge activated from memory to recognize
and perceive environmental stimuli and to create new knowledge, meanings and beliefs.
Integration processes combine knowledge, meanings and beliefs from memory with new

knowledge derived from the immediate environment" (Peter & Olson 1987: 51).

It is vital to analyse the interactions between the interpretation and the integration processes
and activated knowledge, meanings and beliefs in order to give sufficient attention to the

effects of knowledge consumers have acquired through their previous experiences.

2.2.6.1 EXPOSURE TO ENVIRONMENTAL INFORMATION

Cognitive processing of information begins "when the consumer is exposed to information in
the environment" (Peter & Olson 1987: 52). Since consumers are continuously exposed to
such information, cognitive processes constantly occur. However, when marketers consider
the effects of an actual marketing strategy, for example, an in-store product promotion, they

begin their analysis of consumer cognition only when the consumer is exposed to that

particular stimulus.
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2.2.6.2 KNOWLEDGE, MEANINGS AND BELIEFS

Consumers’ cognitive systems create knowledge, meaning and beliefs that are representative
of stimuli or influence in the social and physical environment and this knowledge may be
retrieved or activated from memory and used in interpretive and/or integration processes"

(Peter & Olson 1987: 53).

2.2.6.3 INTERPRETIVE PROCESSES

When consumers are exposed to information in the environment they must interpret its
meanings or implications with regards to personal interests, values and experiences.
Interpretation involves two closely connected cognitive processes which include attention and
comprehension. "Initial exposure to the incoming information ’automatically’ activates
relevant knowledge, meanings, and beliefs in memory which then affect further attention
processes” (Peter & Olson 1987: 54). As interpretive processing becomes increasingly
focused on the stimulus or influence, comprehension processes arise. Hence, deeper and more
conceptualised and formulated interpretations are made which results in meanings being
assigned to the information obtained from the environment. The knowledge, meanings and
beliefs that are activated from memory again, strongly determine and influence how the new
information is interpreted or comprehended. It can be maintained that "the activated
knowledge structures ’drive’ the comprehension processes” (Peter & Olson 1987: 54). The

knowledge, meanings and beliefs produced by the comprehension process are stored in

long-term memory.
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2.2.6.4 INTEGRATION PROCESSES

Knowledge, meanings and beliefs may be activated from memory at some future time and are
integrated with new information obtained from the immediate environment. As a result of
the existence of new and old information "the cognitive system engages in knowledge
integration to accomplish some objective" (Peter & Olson 1987: 54). Two types of integration
processes that are of concern include attitude formation and decision-making. Knowledge may
be combined or integrated to produce an overall evaluation of a product or brand. An
individual may develop a positive, negative or neutral attitude towards a product or a specific
brand. Integration processes are also involved in decision-making whereby consumers
integrate knowledge about the features of products or specific brands in selecting a suitable
alternative such that the outcome is a choice of a product or brand. It has become recognised
that yet another variable intervenes between attitudes and behaviour which refers to intentions.
An intention represents "the subjective probability that a specified action will be undertaken",
for example, a specific product or brand may be selected (Engel, Blackwell & Kollat 1978:
29). The outcomes of the integration processes which incorporate attitudes and

intentions/decisions, are stored in long-term memory.

2.2.6.5 BEHAVIOUR

The intentions of consumers produce behaviours irrespective of whether they were formulated
instantly or activated from memory. A changed intention thus, is followed by different

behaviours if one considers certain environmental influences.
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The cognitive processing approach to consumer decision-making implies that any single
cognitive process cannot be studied or analysed in isolation. "To understand how activated
knowledge affects integration processes, it would be useful to know how knowledge is
activated, as well as something about the original comprehension processes that created the
knowledge in the first place" (Peter & Olson 1987: 55). It must be noted that the
components of the cognitive processing model are interacting, mutually inclusive and

interrelated parts in a "functioning cognitive system" (Peter & Olson 1987: 55).

2.3 MARKETING IMPLICATIONS AND CONCLUSION

Consumers have limited resources which can be used to satisfy unlimited wants and desired
state of affairs. As a result of scarce means, they are forced to make a purchase decision that
would enable them to derive optimum benefits and utility. Consequently, the consumer passes
through the various stages of the decision-making process before arriving at an ultimate
choice. The extent to which the buyer engages in each stage depends on the degree of product
involvement. Furthermore, various individual and environmental variables affect the consumer
decision-making process. These variables provide an integrated framework, which is evident
in the overall model on consumer behaviour. They affect the behavioural process and can
determine the outcome of each of the stages in consumer decision-making. A basic
understanding and awareness of all the possible influencing variables and a knowledge of the
main stages in the decision-making process enables marketers to develop their own

decision-making model for a specific item or service.
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The model of consumer behaviour and consumer decision-making outlines the major
influences that marketers should have a knowledge of, in order to develop marketing strategy
to resolve problems and capitalise on prevailing opportunities. Marketers exert energy and
effort to influence consumer decision-making but they lack a knowledge of the precise
intricacies of the consumer decision process. Although they are aware of their influence on
consumers’ decisions, they do not totally understand the details and complexity of this
influence. In the five conceptualised stages of the decision-making process, marketers cannot

influence the problem or need recognition activity although they can arouse these needs.

The marketers’ main priority is to identify wants and needs of consumers and to satisfy them
by means of providing goods and services. They use numerous marketing tools to constantly
provide the individuals with the means of satisfying needs and attempt to influence consumer
selection. ~ Marketers have to ensure that their products are incorporated amongst the
consumer’s alternatives when a decision is to be made and that their offerings are "included
in a consumers’ evoked set" (McNeal 1982: 173). Consumers are continuously bombarded
with advertising, free offers and promotions. Once the marketer’s product is included in the
individual’s evoked set, the former occupies the most advantageous position. This is due to
the fact that when the consumer is considering possible alternatives, the marketer’s product
will also be evaluated. The marketer has then succeeded because once consumers have
selected those products in the evoked set as comprising the criteria for satisfaction, they will
not readily change them. The marketer exercises great effort in getting his product into the
consumer’s evoked set. The implication is that marketers are always aware of consumers’

predetermined criteria and are alert of opportunities to influence the consumer decision-
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making process.

The problem recognition stage of consumer decision-making has significant implications for
marketers. The process of need recognition may be effectively measured and can be utilised
to develop and evaluate marketing techniques. Furthermore, marketers are able to activate
problem recognition among potential consumers by focusing on the consumer’s desired state
of affairs and/or perceptions of the current state of affairs. Since consumers have a constant
desire to progress, when influencing the desired state marketers develop advertisements and
direct personal selling efforts such that they reflect the positive attributes of the product or
service. They may also influence consumers’ perception of actual states by interrupting

consumers’ automatic or habitual purchases and encouraging them to consider other choices.

Consumers rationally make their choice among alternatives on the basis of evaluative criteria
as a result of the search and processing of information. This implies that the marketer needs
to understand what criteria are utilised by individuals in arriving at a purchase decision, as
well as determine the importance of criterion used by them and how they rate each brand on
the various criteria. "The criteria consumers use in choosing brands should provide

management with guidelines in developing strategies" (Assael 1987: 23). Such information

is imperative for the marketer to formulate an efficacious and effective marketing mix.
Consumer choice and purchase is the outcome and reflection of consumer attitudes. In order

for marketing efforts to be fruitful marketers need to take cognisance of consumer attitudes

when marketing strategy is being developed. The basic goal of marketing strategy may take
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one or a diffusion of three forms. Firstly, the intention of promotional campaigns is to
maintain present attitudes by providing information to target market consumers that will enable
them to maintain their presently positive attitude. Since consumer loyalty can actively subside
when it is taken for granted "the key to maintenance of market share is pervasive and
continuing commitment to customer satisfaction" (Engel, Blackwell & Miniard 1990: 38).
Secondly, the goal is to change attitudes from being negative to positive. Thirdly, the
ambition is to create new attitudes "by introducing a new product or trying to attract
consumers who are unfamiliar with an existing product” (Hawkins, Best & Coney 1986: 33).
The various goals of the marketer may demand different marketing strategies. Whilst the first
goal may require better after-sale service, the third may necessitate certain attractions such as
price discounts. The second goal, however, may command an attractive advertising message,
an attractive package or even a free sample. This implies that "the varying ranges of brand
loyalty that the marketer faces points to different competitive actions" (Loudon & Della Bitta
1990: 655). The marketer needs to fully understand existing consumer attitudes in order to
adopt the appropriate marketing strategy when attempting to increase brand loyalty and market
share. Consequently, "a better understanding of the causal dynamics of attitude formation
would not only aid marketing researchers in measuring the attitudinal impact of the marketing

variables, but also help managers develop more effective marketing strategy” (Mitchell &

Olson 1981: 318).

The occurrence of impulse buying is also significant to marketers since the unplanned nature
of much purchasing behaviour suggests they can utilise various kinds of in-store

merchandising and personal selling stimuli in order to activate purchases. An understanding
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of the types and extent of occurrence of impulse buying will enable marketers to efficiently
and effectively plan store layout, merchandise and display location. Market share can also
increase as a result of impulse purchasing if marketers expediently determine the amount of

in-store product information that should be attached to a product.

A determinant of both buyer behaviour and marketing strategy is the extent of consumer
involvement with the product. Most stages of the process of consumption are affected by
purchase involvement such that consumer decision-making varies depending on the type of
product purchased. There is a distinction between the habitual, limited and extended
decision-making processes which are respectively associated with low, moderate and high
purchase involvement. Marketing strategies appropriate for extended decision-making "would
be less than optimal for limited or habitual decisions" (Hawkins, Best & Coney 1986: 539).
High and low involvement purchases have important marketing implications with regards to
advertising media. "In high involvement purchases it is more effective to use printed media
for advertising because consumers demand more detailed factual product information. In low
involvement purchases, television may be more suitable for creating awareness levels through

passive learning” (du Plessis et al. 1990: 58).

Consumers engage in post-purchase response which have some very crucial marketing
implications. Marketers need to make the arrangement of payment as easy and efficient as
possible, alleviate product set-up problems and consider the consumer’s interest in related
products and services. Buyers become interested in complementary items and need to be

enlightened on the existence of potential products.
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Due to post-purchase response cognitive dissonance may arise and have detrimental
consequences for marketers leading to the failure to repeat purchases or unfavourable
word-of-mouth communication. It is beneficial for the marketer to confirm expectations by
designing products that will fulfill realistic consumer expectations. Also, marketers should
develop promotions that are in keeping with what the product can satisfactorily provide.

Packaging should display a balanced reflection of the product’s attributes. Marketers can
prevent the emergence of cognitive dissonance by refraining from creating unrealistic
expectations in the minds of consumers. Undoubtedly, consumer dissatisfaction and complaint
behaviour is inevitable due to individual differences. Furthermore, marketers should encourage
dissatisfied consumers to complain directly to the firm. This enables the latter to become

aware of problems and provide the organisation with the advantage of making amends.

It is evident that the consumer decision-making process comprises of various related concepts.
Furthermore, the relative importance of these related concepts vary among consumers,
products and situations. The marketer needs to examine specific aspects of consumer

behaviour to develop a strategy for a given situation.

Consumers are constantly evolving and undergoing transitions as they process new information
with regards to their lifestyles and as a result of post-purchase decisions and outcomes.
Underlying the entire consumer decision-making process is the assumption that information
processing is a never ending activity. Marketers continually analyse consumer behaviour and
changes in such behaviour in order to keep abreast of such transitions and effectively and

appropriately develop and modify marketing strategies.
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From a marketing perspective, it is evident that consumer analysis provides the basis for
various strategies. This requires evaluating new market opportunities and applications,
choosing market segments, product positioning, new product development, marketing mix
decisions, improving retail performance and enhancing the efficiency of marketing strategy
and techniques. Consequently, a knowledge of the consumer decision-making process assists
marketing managers in arriving at improved decisions and designing more powerful and
instrumental policies that improve the firm’s share and profit position. Such strategic
decision-making and policy-making will enable marketing managers to efficaciously achieve

their ultimate aim, namely, consumer need satisfaction.

However, proper decision and policy-making cannot be attained without an understanding of
the individual and environmental influencing variables. These influences have a profound
effect on consumer decision-making and largely determines consumer choice. Marketers and
consumer behaviour researchers need to investigate the effect of the individual and
environmental determinants in order to be able to predict and understand the process of

consumer choice. This knowledge can facilitate marketing action and ensures a complete

comprehension of the process of consumer decision-making.
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CHAPTER 3

CONSUMER DECISION-MAKING: INDIVIDUAL INFLUENCING

VARIABLES

3.1 INTRODUCTION

When individuals pass through the decision-making process, their ultimate choice is
determined by various individual and environmental influences. Marketers are continuously
trying to understand buyer behaviour so as to develop marketing programmes in order to
influence consumer choice and satisfy consumer demands. Knowledge of the factors affecting

consumer choice is necessary in order to ensure effective marketing effort and strategy.

Motivation and involvement, perception, learning and memory, personality and self-concept,
attitudes and attitude change are the main individual influencing variables in consumer

decision-making.

3.2 MOTIVATION

The recognition of a need sets the foundation for consumer decision-making. However, the
existence of the deficit does not imply the consumer will approach the marketplace for the
satisfaction of that want. Consumers must first be aroused or impelled to satisfy their

requirements before they act. This desire to take action is called motivation.
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3.2.1 THE DEFINITION OF MOTIVATION

Motivation is concerned with the reasons that impel individuals to behave in a specified
manner. It can be defined as "an inner state that mobilizes bodily energy and directs it in
selective fashion toward goals usually located in the external environment" (Loudon & Della
Bitta 1988: 368). Motivation comprises of two elements. Firstly, it is an arousal or a tension
state. Secondly, it gives direction to that state of tension or rather, it provides direction

towards the goal (Figure 3.1).
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FIGURE 3.1

A MODEL OF THE MOTIVATION PROCESS
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(Palliam, R. 1989. The Significance to the Marketing Firm of Brand Loyalty amongst Zulu
Consumers in Natal. University of Port Elizabeth, Faculty of Economic Sciences:
Bookbinding Services. p. 74).

The arousal dimension triggers the tension state and is a general drive but does not di_rect the
bodily energy. However, the directive coméoncnt steers this aroused bodily energy;towards
a particular goal in the person’s environment. This "cue function" therefore, guides behaviour
towards a goal that will satisfy or reduce the tension state (Markin 1974: 167). Hence,
motivation is an inner state that stimulates individual’s action toward goals and that "results
in purposive means/ends behaviour” (Markin 1974: 167). In terms of consumer buying

behaviour "the motivation process commences when needs are aroused and continues
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throughout the steps leading up to the purchase decisions" (Palliam 1989: 73).

3.2.2 THE ROLE OF MOTIVES

Motives function both to arouse behaviour initially and to direct it toward desired outcomes
or end states. The arousal component "activates bodily energy so that it can be used for
mental and physical activity” (Loudon & Della Bitta 1988: 369). The directive component
of motivation has various significant roles for directing behaviour. They define fundamental

strivings, identify goal objects, influence the criteria for choice and guide other influences.

Products and services are often viewed as a means of satisfying motives. In fact, more often
than not goods and services are perceived by consumers as their actual goals rather than ways
of achieving motives. This motivational force influences individuals to see products as goal
objects and is of importance to marketers since it can be influenced. Undoubtedly, the product
attributes can determine the extent to which individuals may accept it as a goal or as a means
for satisfying a goal. It is evident that purposeful behaviour is motive-satisfying behaviour.

Consumers develop criteria against which they evaluate products and services. Motives guide
them in formulating these standards. Marketers are able to influence the choice criteria of
consumers by emphasizing the importance of specific criteria and how well their product

matches these criteria.
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Motives affect the other individual determinants of perception, learning and memory,
personality and self-concept, attitudes and attitude change and how people engage in
information processing. This also gives rise to direct influence on consumer’s attitude, which

determines how they interpret and respond to a new brand of product on the market.

3.2.3 MOTIVATION AND ITS RELATED CONCEPTS

Needs, drives, incentives or goals are also forces that trigger action and have to be

distinguished from motivation.

A need can be defined as "any requirement or ability upon which human performance,
efficiency, and growth depends" (Walters & Bergiel 1989: 58). Needs set the foundation for
human action. They propel behaviour but do not necessarily give specific direction to that
action.The development of marketing strategy demands a knowledge of how an individual
responds and what is the cause of it. It is drive that has the power to make consumers act.
Drive can be conceptualised as "an inner state, initially generated by an external stimulus, but
thereafter persisting as a result of being reinforced by internal energy as by activity itself - in
fact, persisting in its own right even after the external stimulation has terminated" (Woods
1981: 151). Goals or incentives are the objectives or "external stimuli toward which or away

from which" action or behaviour is directed in order to satisfy a need (Markin 1974: 168).

Needs, drives, and goals are particular elements of motivation and should not be interpreted

in isolation. These concepts overlap and continuously interact and should be analysed in a
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"whole dynamic configuration” (Markin 1974: 168). A better understanding of these concepts
and their relationship to motivation necessitates an exploration into the classification of

motives.

3.2.4 THE CLASSIFICATION OF MOTIVES

The diverse spectrum of human behaviour can be classified on the basis of particular unique
characteristics in order to make them more manageable. Motives can be classified into simple

and complex classification schemes.

3.2.4.1 SIMPLIFIED CLASSIFICATION SCHEMES

Various simple methods of classifying motives exist.

Physiological motives "are oriented toward directly satisfying biological needs of the
individual" that are imperative for survival and for the maintenance of health, growth and
reproduction (Loudon & Della Bitta 1988: 372). Psychogenic wants aim to satisfy
psychological desires and represents the need for personal safety, self-confidence, status,
aggression, power and prestige. Consumers often "can satisfy physiological needs at the same

time they are satisfying psychogenic motives" (Loudon & Della Bitta 1988: 372).

Psychogenic needs are predominantly learned and secondary and do not directly satisfy
physical wants. ’Learned’ implies that "motives are not immutable but are, rather, constantly

evolving through complex individual learning and social conditioning processes" (Horton
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1984: 115). Physiological and biological urges, however, satisfy physical needs and are
closely associated with social behaviour. Human activity that satisfy primary wants like,
hunger and thirst, assume social and symbolic significance” (Markin 1974: 168). High
income earners do not necessarily purchase goods and services for the satisfaction of
biological requirements but rather, to satisfy their quest for psychogenic fulfillment. In
economically advanced societies "psychogenic motives dominate over physiological ones in
affecting consumer’s goals and acquisition of products to attain or express these goals”
(Loudon & Della Bitta 1988: 372). Hence, learned or secondary motives can exercise

considerable influence on consumers.

Motives are often classified on the basis of whether they are primary or secondary. Primary
motives are those that result directly from the physiological or biological needs of a person.
Such motives are imperative for survival and include food, water, sleep, sex, pain reduction
and avoidance. Secondary motives arise out of social and psychological urges such as safety,
achievement, affiliation and esteem. The consumer can simultaneously satisfy both primary
and secondary needs and more often than not, the former "tends to take precedence over the
secondary motives" (Walters & Bergiel 1989: 86) which "acquire their ability to motivate or
drive behaviour by being linked to primary drives" (Horton 1984: 118). However, a secondary
need can become independent from the primary one from which it developed its drive power.
Furthermore, the level of drive that a secondary motive has can be very strong. "Once a

secondary motive has been well established it may become the basis for another secondary

motive" (Loudon & Della Bitta 1984: 119).
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Motives can also be distinguished on the basis of the degree to which they reach consumers’
awareness. Drives can either be conscious or unconscious. The former type includes those
of which consumers are aware of. Conversely, when the consumer is not aware of being
influenced by a motive, we refer to it as being unconscious. More often than not motives
"exist and manifest their influence as a determinant of behaviour at a level that is below the
threshold of the average person’s level of consciousness" (Markin 1974: 191). Consumers
may be unconscious of certain motives either because they are unwilling to publicly admit the
real reason for their purchases or they may simply not recognise the true reason behind their
purchases. Both the conscious and the unconscious types of motives have an impact on
consumer decision- making. However, a given decision may be dominated by either one type

of motive.

Motives can exercise positive or negative influences on consumers. "A positive motive is a
cause for action where a specific satisfaction or release is sought because of the resulting
pleasure” (Walters & Bergiel 1989: 89). Such needs draw consumers towards desired goals.
A negative motive "is a cause for action based on the avoidance of discomfort, pain or some
adverse psychological tension" (Walters & Bergiel 1989: 89). These urges steer consumers
away from undesirable end states. Most motivation is of the positive type. A negative
influence exists where fear plays a crucial role in certain buying decisions such as the

purchase of burglar alarms to protect loved ones.

Patronage and selective motives directly concern the act of consumer purchases. Selective

drives explain why an individual buys a specific type of product or brand. The purchases may
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be because the brand is seen to be one that reflects prestige or because it satisfies a
fundamental need. Much advertising and personal selling strategies are directed at selective
motives. Patronage needs explain the consumer’s choice of a specific store. "The decision may
be based on locational convenience, width of product line, services offered, or attention of
store personnel" (Walters & Bergiel 1989: 89). All these variables are concerned with

physical or emotional needs.

These methods of classifying motives are limited because the distinction is made on the basis
of only one trait. A more comprehensive method is required to investigate the motivational

influence on consumer behaviour.

3.24.2 A COMPREHENSIVE CLASSIFICATION SCHEME

McGuire (1976) developed a comprehensive technique of classifying motives, comprising of
"four two-pole motive tendencies”, which distinguish between cognitive and affective
reactions, preservation and growth, active and passive tendencies and internal and external
states  (Loudon & Della Bitta 1988: 373). These means of categorization are mutually
inclusive and when interrelated, enable an understanding of sixteen major motivational

influences on consumer behaviour (Figure 3.2).
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FIGURE 3.2

SIXTEEN MAJOR MOTIVATIONAL INFLUENCES IDENTIFIED BY MCGUIRE

Consistency: The need for internal equilibrium and balance.
Attribution: The need to determine who or what causes the things that happen to us.

Categorization: The need to establish categories or mental partitions that provide frames
of reference.

Objectification: The need for observable cues or symbols which enable us to infer what we
feel and know.

Autonomy: The need for feeling of self-governance or self-control.
Exploration: The need for variety and difference.

Matching: The need to develop mental images of ideal situations and regularly
compare perceptions of actual situations to these ideals.

Utilitarian: The need to use the external environment as a source of information and skills
in problem-solving.

Tension reduction: The need to reduce or avoid tension that arise from unfulfilled needs.
Self-expression: The need to express self-identity to others.

Ego-defensive: The need to protect our identities or egos.

Reinforcement: The need to react in such a way that others would reward us.

Assertion: The need to increase self-esteem.

Affiliation: The need to develop mutually satisfying relationships with others.
Identification: The need to develop new identities and roles to enhance one’s self-concept.

Modelling: The need to base behaviours on those of others.

(Adapted from Hawkins, D.I., Best, RJ. & Coney, K.A. 1986. Consumer Behaviour:

Implications for Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 74).
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The classification and explanation of these internal psychological factors provides a useful
basis for understanding consumer choice. However, motives alone do not determine behaviour.
Instead, the latter is also influenced by the environment and other individual influencing
variables such as consumer’s attitudes and learning. Furthermore, a given behaviour can be
influenced by various motives. It is difficult to determine which particular motive triggers a
specific behaviour and to what extent. A comprehension of the structure and operational traits

of motives necessitates an understanding of how motives are aroused.

3.2.5 MOTIVE AROUSAL

It is necessary to determine what activates consumer behaviour. Although motive arousal

energizes consumers, it does not give much direction to consumer behaviour.

3.2.5.1 INITIATING AROUSAL

Various factors can induce the arousal of motives and cause consumers to act.

One mechanism that triggers arousal aims to satisfy consumers’ physiological needs such as
food, water and other needs that are essential for survival. Such an unfulfilled biological need
gives rise to a tension state. When this state of discomfort strengthens, a state of arousal
occurs and energizes the individual to satisfy the need. "Drive leads to a change in the level
of activity which then is channeled by motive patterns toward goals that have satisfied the
aroused state in the past” (Engel, Blackwell & Kollat 1978: 222). The individual’s past

experience in addition to their present situation strongly influences the direction of activity.
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Individuals engage in thinking and reasoning even when the objects of their thought are not
present at the immediate time. This cognitive activity is a source of motive arousal. Motives

can be activated when individuals deliberate about unfulfilled needs and desires.

Arousal can also be triggered by the situation in which consumers find themselves in. Since
all consumer behaviour occurs in some kind of physical, social and economic environments,
it is subject to situational influences, which are "immediate forces that do not come from
within the person, or from the product or brand being marketed" but from specific settings or
conditions in which consumers find themselves, generally for short periods of time (Wilkie

1986: 272).

A motive can arise from information coming from the individual’s environment. The sight
of food in an advertisement can stimulate the consumer’s hunger. Although the need for food
may exist, it is not strong enough to induce motive arousal. However, viewing the
advertisement attracts the consumer’s attention to the physiological desire, activates the
expectation that pleasure will occur and leads to activity. It is evident that "situations are

influential in the formation of behavioural intentions" (Foxall 1987: 86) (Figure 3.3).
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FIGURE 3.3

THE ROLE OF SITUATION IN CONSUMER BEHAVIOUR
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(Hawkins, D.I, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 501).

Motive arousal can also occur as a result of the effect of situational conditions alone. This
is evident when the individual recognizes an incongruance between the desired and the actual
state of affairs. An advertisement of a product emphasizing the achievement of the desired

state can be responsible for activating motive arousal.

Certain traits of environmental stimulation also arouse motives. "These collative properties
include the characteristics of novelty, surprisingness, ambiguity, and uncertainty” (Loudon
& Della Bitta 1988: 377). Stimuli containing adequate quantities of such properties attract
consumers’ attention by arousing the latter’s curiosjty and represent a special kind of

situational condition that can be intelligently utilized by marketers in promotions and

80



packaging to attract and direct the attention of individuals.

It is evident that motives develop out of some deficiency in the needs of consumers. When
there is no deficiency the consumer experiences "cognitive consistency" or a state of
equilibrium (Walters & Bergiel 1989: 82). Any deficiency sets the body in disequilibrium and
gives rise to dissatisfaction or cognitive dissonance. Cognitive dissonance is motivating and
"will give rise to activity oriented toward reducing or eliminating the dissonance" (McNeal
1982: 71). It can be maintained that "motivation arises out of the body’s attempt to achieve
or maintain equilibrium (cognitive consistency) by seeking satisfaction or avoiding
dissatisfaction (cognitive dissonance) resulting from a need deficiency" (Walters & Bergiel

1989: 82).

Physiological and situtational conditions, cognitive thinking, and stimuluts properties may

operate individually or simultaneously to activate consumer behaviour and motive arousal

dictates the extent of consumer action.

3.2.5.2 EFFECTS OF AROUSAL

"Unless the consumer is motivated in some way to act on problems, there is no search or
decision-making leading to a purchase" (Walters & Bergiel 1989: 81). Motives link needs to
consumer behaviour. The amount of effort that the consumer will generate in satisfying a
need is determined by the intensity of the arousal which can take numerous forms. Firstly,

the amount of effort depends on the extent to which "attention mechanisms are sensitized to
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receive information from the environment" (Loudon & Della Bitta 1988: 379). Greater
degrees of arousal result in more attention to stimuli that may have previously been ignored.
Since the individual’s expanded attention is focused only on available stimuli, the process is
passive. However, the process will be active if the effect of arousal expands the available
information of consumers. Individuals can engage in active search by speaking to salesmen
and friends and reading consumer reports. It is evident that active search incorporates the

purposeful process of information acquisition as well as an expanded awareness of stimuli.

Motive arousal also determines the cognitive activity the consumer engages in during
decision-making. Individuals regulate the amount of effort utilized when evaluating alternative
goods, services and brands. Aroused energy is a significant variable in determining the extent
of deliberation and conscious effort that must be adopted in consumer decision-making.
Hence, motivation can be regarded as "one of the central issues in consumer decision-making"
(Walters & Bergiel 1989: 80). However, not all consumer behaviour results in consumer

decision-making.

3.2.6 MOTIVATED CONSUMER BEHAVIOUR

Consumer motivation does not necessarily imply that purchases will occur. In fact, one of
three possibilities can arise:

There may be no response to motivation. Although consumers may be motivated, they may
choose not to react to the problems. This is called "nonbehaviour" (Walters & Bergiel 1989:

82) (Path a in Figure 3.4).
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FIGURE 3.4

REACTIONS TO MOTIVATION
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(Adapted from Walters, C.G. & Bergiel, B.J. 1989. Consumer Behaviour: A

Decision-Making Approach. Cincinnati: South-Western Publishing Company. pp. 82 - 83).

The consumer may decide not to respond ‘when the need:-

i) cannot be satisfactorily satisfied,

ii) is not strong enough to warrant action,

ili) can be fulfilled without engaging in any acti;/ity.

A consumer may realize the need for a television but may not have the money to purchase

it- With the result, the individual does not act on the motive.

Reflex response to motivation may occur since not all consumer behaviour is lea;ﬁed. In
other words, consumer action can occur without any cognitive activity or past experience.
Such action is referred to as "reflex behaviour" (Walters & Bergiel 1989: 82) (Path b in Figure
3.4). Reflex behaviour is ihstinctive. Two types of reflex consumer behaviour exists, which

relate to habitual purchasing and impulse buying.
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When the consumer engages in any thought process and problem-solving, motivation leads to
a learned response (Path c in Figure 3.4). Most consumer behaviour is the result of learned
response to motivation. Such a response is the most complex and occurs when a consumer
selects one store over another, or one brand over another, or decides to pay by cash rather
than with a credit card. Learned response to motivation does not imply a more successful
purchases than the reflex response. The consumer may derive the same satisfaction out of a

product purchased from path (b) as that of a product selected as a result of path (c).

Motivation is not a simple process but its result depends on numerous internal and external

factors. It is necessary to analyse the motivation theories in order to understand the influence

of individual and environmental factors on motivation.

3.2.7 THEORIES OF MOTIVATION

Motivation theories can be classified into individual needs, environmental and interactive
theories. Whilst the first type concerns itself with internal factors, the second focuses on the
effect of external variables on motivation. Interactive theories, is concerned with the

interaction of internal and external influences.

3.2.77.1 INDIVIDUAL NEEDS THEORY OF MOTIVATION

Individual needs theories maintain it is necessary to understand consumers’ needs in order to

determine what motivates them. Many theorists attempted to categorize the needs that affect
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consumers. The most well known of these theories of motivation and needs is that of Maslow.

a) MASLOW’S THEORY OF THE HIERARCHY OF NEEDS

A.H. Maslow proposed the theory of motivation. in the form of a hierarchy of needs. He
maintained that all people have the same needs or motives and that they can be classified into
five categories. The list included physiological needs and four psychological needs, namely,
safety, affiliation, esteem and self- actualization needs. These motives are arranged in

ascending order with physiological needs at the base of the pyramid and self-actualization at

its peak (Figure 3.5).

FIGURE 3.5

MASLOW’S HIERARCHY OF NEEDS
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(duPlessis, P.J., Rousseau, G.G. & Blem, N.H. 1990. Consumer Behaviour: A South African

Perspective. "Halfway House: Southern Book Publishers. p. 76).
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In order to understand the extent to which each need is necessary for survival as well as the

degree to which each influences behaviour, it is beneficial to expand on each motive.

Physiological needs "are associated with the body’s physical performance” (du Plessis et al.
1990: 77). These motives incorporate the desire for food, water, sex, sleep, shelter,
knowledge, relief from pain, blinking of eyes, the control of temperature and muscular
movement. Although some physiological needs such as blinking, are automatic others can be
controlled by the mind. In the latter case the marketer has a better opportunity to exercise

influence over the consumer’s purchases.

Once consumers have fulfilled their primary physical needs they direct their attention to
ensuring that they are safe and secure. Safety motives represent the first psychological need.
They are connected with personal security and includes both the need for physical safety and
emotional security or the desire to feel safe from threatening occurrences or circumstances.
Personal safety is concerned with freedom from physical pain, household security, order and
stability in one’s life and freedom from threat or domination. Products associated with safety
needs include "hospital care, insurance, smoke detectors, safes, bank services, retirement plans,
seat belts, burglar alarms, social security, government services, locks, indoor sprinkler systems,

safety mats in bath tubs" and safety netting over swimming pools (Walters & Bergiel 1989:

63).

The need for affiliation refers to the desire to belong. This urge is a psychological one that

is concerned with caring and peacefully relating with others. It is a need "to be part of a
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social group, to interact with and be accepted by others in friendship, affiliation, interaction
and love" (Zaltman & Wallendorf 1983: 370). Products associated with belongingness relate
mainly to personal interaction and commitment and may take the form of jewelry, grooming
of self, dining out, gift products, and greeting cards. Such products directly permit, promote

and encourage interaction among people.

Esteem needs represent the psychological urge to develop and maintain a favourable
self-image. It refers to "the need to be valued both by the social group (peer recognition) and
by one’s self (self esteem)" (Zaltman & Wallendorf 1983: 370). Esteem is presented by others
by means of prestige, respect, status, power and fame or recognition. Products that satisfy
esteem needs include fashionable clothing, modern furniture, cars, membership in clubs,
products for personal grooming, ownership of homes and a high standard of education. Only
goods that are socially visible help individuals to gain prestige and respect from others. For
a product to be socially visible, "others must be able to perceive the product or service or the
results of using the goods" and the goods must be uncommon or rare so that very few, if any,
people own or uses them (Settle & Alreck 1989: 18). Probably the greatest manifestation of

esteem is *Keeping up with the Joneses’.

The ultimate, "most far-reaching comprehensive motive in life is self-fulfilment or

self-actualization" (Settle & Alreck 1989: 20). This is a psychological need that
incorporates personal ambition, fulfillment and aesthetic needs or the need for beauty and
order. Self-actualization is the need to satisfy oneself by optimizing the use of one’s potential.

It means enlargening and enhancing oneself, extending one’s identity and developing one’s
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individuality and uniqueness. Products associated with the need for self-actualization relate
to advanced academic qualifications, health clubs, sports cars and sports equipment. This need

only emerges once the lower level needs have been reasonably satisfied.

These five categories of needs are related to consumer problems. But these motives "are not
equally significant to individual consumers" (Walters & Bergiel 1989: 69). The more
important needs determine the kind of consumer problems that are dealt with first by the
consumers. The "prepotency or initial importance” of a need category is determined by the
degree to which it is necessary for existence (Loudon & Della Bitta 1988: 380). Maslow
maintained that some needs are more basic than others and these urges must be fulfilled first.
The most prepotent motives are the physiological ones, which have the greatest influence on
behavior until they are sufficiently met. At this point safety, the second most prepotent
motive would start to dominate behaviour. It can be maintained that "once physical life is
assured, and psychological development proceeds, the consumer recognizes a succession of

psychological needs" (Walters & Bergiel 1989: 69).

As soon as a lower order need is satisfactorily satisfied the consumer perceives a more
advanced motive. A higher order need must have reached optimum satisfaction before the

next motive category on the hierarchy can become dominant (Figure 3.6).
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FIGURE 3.6

MASLOW’S MOTIVE HIERARCHY
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(Loudon, D. & Della Bitta, A.J. 1988. Consumer Behaviour: Concepts and Applications.

New York: McGraw-Hill Book Company. p. 381).

Figure 3.6 depicts the pattern in which successive motive categories influence behaviour.

Points A, B, C and D indicate the points at which high level needs begin to dominate more
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prepotent motives once the latter have been adequately fulfilled. Even after a particular
motive category is passed on the hierarchy it can still assume a temporary dominance over the
individual’s behaviour. This can occur if the motive is not adequately fulfilled. A motive can

reassume dominance if a state of deprivation with regards to that motive exists.

In addition, Maslow proposed that "the higher the need in the overall hierarchy of needs, the
more uncertain the person will be about the specific way in which it can be satisfied"
(Zaltman & Wallendorf 1983: 371). When an item is intended to fulfill wants at the higher
levels in the hierarchy, the relationship between the product and the need may not be
absolutely clear to the consumer. This implies that marketers must ensure to specify the needs

that their product can satisfy and how it can do so.

Maslow also suggested that as consumers successfully move from being dominated by
physiological motives to self-actualization, they develop psychologically. They tend to have
more needs and wants and seek more diverse ways of satisfying specific desires. Consumers
in materialistic societies, whose behaviour is dominated by higher order needs of esteem and

self-actualization, are interested in a greater variety of goods and services.

Furthermore, one product in the form of sport can be used to satisfy more than one need.
Soccer can be played to fulfill the physiological need of muscular activity or it can be played

to satisfy belongingness, affiliation and esteem needs.
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Maslow proposed that the higher a need is in the hierarchy the less the chances are of it being
satisfied. A higher order motive may be incompletely fulfilled when lower order ones are
insufficiently met. With the result, resources are used to satisfy these basic needs and deprive
the higher level needs from being adequately satisfied. Needs at any level on the hierarchy
can be satisfied either simply or elaborately. For example, the physiological need for hunger
can be fulfilled either by dining in an exquisite restaurant or having sandwiches. The more
elaborately are the consumers’ attempts to fulfill their needs, the more likely are they to attain

total satisfaction.

Although Maslow’s hierarchy of needs makes a significant contribution to the understanding
of motives, it is not sufficiently useful in predicting any particular behaviour. Even though
the focus is on dominant motives, "the hierarchy still allows for the influence of other motives
not in a dominant position" (Loudon & Della Bitta 1988: 382). Maslow’s theory does not
enable one to explain why consumer behaviour fluctuates under conditions of a stable
hierarchy of needs. In addition, the hierarchy of needs emphasizes that motives do not
lawlessly affect consumer behaviour but are structured in a unified and logical sequence that

suggest the occurrence of a priority mechanism.

3.27.2 THE ENVIRONMENTAL THEORY OF BEHAVIOUR MODIFICATION

The environment in which consumers operate has considerable influence over their motivation.
Environmental theorists maintain that fundamental to the understanding of what motivates
consumers, is a knowledge of how their behaviour is rewarded in the environment. A typical

theory dealing with reward is behaviour modification.
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Behaviour modification has its roots in psychology. It is also recognized as instrumental or
operant conditioning or behavioural learning theory where the major focus is that behaviour
that is positively rewarded is more likely to be repeated than that which is not reinforced

(Figure 3.7).

FIGURE 3.7

BEHAVIOUR MODIFICATION MODEL
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(Zaltman, G. & Wallendorf, M. 1983. Consumer Behaviour. New York: John Wiley &

Sons. p. 374).

Figure 3.7 emphasizes that consumers who buy an item that adequately satisfies their needs
will have a greater probability of buying that product in the future. The person is motivated

to repurchase that product as a result of positive experience in consuming it. This implies that

"among similar products, the product that successfully meets the most consumer needs will
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have the greatest likelihood of purchase” (Zaltman & Wallendorf 1983: 374).

Figure 3.7 suggests that marketing managers can capitalise on the stimulus-response concept
by enhancing the consumer’s reward of a product via the suitable manipulation of the
marketing mix. The success of marketing is closely related to repeat purchase behaviour. The
strategy of providing positive reinforcement for desired consumer behaviour to occur is

fundamental in the development of the marketing programme.

3.2.7.3 INTERACTIVE THEORIES OF MOTIVATION

Interactive theorists maintain that cognisance must be given to the needs of individuals and

the environmental factors when attempting to understand motivation.

A well known interactive theory is the expectancy theory which stresses the interaction of
individual needs and environmental factors. This theory maintains that motivation "is a
function of the individual’s expectation of the probability that an outcome can be attained and
the individual’s valence or utility for the outcome in question” (Zaltman & Wallendorf 1983:

377). Hence, motivation = f(Expectancy x Valence).

The expectancy theory suggests that consumers are highly motivated when they expect a high
probability of achieving an outcome they regard as being important. The greater the
subjective value of the product to the individual and the easier it is to obtain it, the greater

the chances that the consumer would buy the item. Marketers can organise information
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campaigns to emphasize the positive attributes of products and services that consumers
consider to be useful in order to enhance the individuals’ perceptions of the value of these
goods and services. Furthermore, marketers can stress the ease with which the desired

outcomes, for example, product satisfaction, can be obtained.

The individual needs theory, the environmental theory of behaviour modification and the
interactive theory explicitly describes the influence of internal, external and interactive factors
upon motivation. In turn, motives do not influence consumers independently but often interact

or combine.

3.2.8 MOTIVE COMBINATIONS

Since motives interact they can have a combined or conflicting influence on behaviour.
Motives can differ in specificity and various ones can be linked together to exert a combined
influence on the individual. This is termed motive linking. A given product can fulfill
numerous motives at nearly the same level of influence. This results in the motive bundling
or combination of influences on the decisions of consumers. Furthermore, motive conflict
can occur. Since multiple motives frequently exist in a single purchase, an inevitable
consequence is need conflict which occurs when an individual "is prompted simultaneously
by incompatible tendencies to satisfy one or more operating needs" (Zaltman & Wallendorf
1983: 384). Motive conflict is commonly experienced by individuals who have limited time,
money and effort resources and are forced to choose among unlimited desirable products and

services that satisfy their needs. Three types of conflicts exists. Approach-approach conflict
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is a situation in which conflict exists between two desirable needs that must be satisfied. The
more equal the two needs are perceived by the individual, the greater is the conflict. In
avoidance-avoidance conflict the consumer has to choose between two undesirable
alternatives. Avoidance-avoidance conflict frequently results in tremendous information search
but very seldom is there an outcome of commitment to purchase. Approach-avoidance
conflict occurs when consumers face choices between a positive and negative alternative.
"Buying decisions regarding many expensive, infrequently purchased, durable goods seem to

put buyers into an approach-avoidance conflict” (Horton 1984: 131).

From these three types of conflicts it is evident that purchases is not a simple process and
often leaves the consumer facing indecision between alternatives. Marketing managers can
take the opportunity of studying the effects such conflicts may have and consequently, reduce
indecision and encourage purchases. This emphasizes the need for the marketer to understand
consumers so that they can design the most effective marketing mix. This knowledge is

obtainable by means of motivation research.

3.2.9 MOTIVATION RESEARCH

Consumers are frequently unaware of the motives that influence their buying behaviour. To
effectively resolve this problem the former engages in motivation research to "assess the

unconscious "hidden persuader’ motivations that underlie many consumer purchases" (Markin

1974: 193).
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Motivation research methods involve "disguised and indirect techniques in an attempt to probe
consumers’ inner motives without arousing defense mechanisms which can generate
misleading results" (Loudon & Della Bitta 1988: 386). These studies have been valuable in
providing data for marketing decisions. When properly conducted motivation research projects
are combined with other useful information, they can supply valid and invaluable information
concerning consumers and their behaviour in the marketplace. Undoubtedly, sound marketing
decisions are not only based upon the predictions of consumer motivations but also a

knowledge of the closely related concept of involvement.

3.2.10 INVOLVEMENT

In buying situations consumers are either actively involved or have little concern about their
purchases and adopt a passive stance to stimuli in their environment. Such differences in the
level of interest of consumers can be attributed to the level of involvement in the act of
purchases. Involvement is related to consumer values and self-concept and thus, the personal
importance of the product to the consumer. It is beneficial to "identify aspects of a
consumer’s relationship to a product category or brand that produce a heightened degree of
personal importance, self-relevance and involvement” (Cohen & Chakravarti 1990: 269).
Furthermore, involvement can differ across individuals and situations, and is also related to

some form of arousal.

Low involvement purchases appear to evoke differing mental activity than high involvement

ones. In the former case the consumers’ brand attitudes may not have a strong influence on
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their buying decisions.

3.2.10.1 INVOLVEMENT LEVELS

A highly involved consumer is one who is extremely concerned about the differences in
brands of a product and engages in considerable information search and evaluation and
decision-making. These evaluations result in consumers developing beliefs which influences
the attitudes that the consumers form about specific brands. In low involvement situations
consumers passively accept information or process information superficially. Very low levels

of brand awareness and comprehension results and brand attitudes are not distinctly developed.

3.2.10.2 INVOLVEMENT TYPES

There are two factors that affect the intensity of the concept of involvement:

* The significance of the product class to the consumer depends on the consumer’s own
values, self-concepts or past experiences. This type of involvement is called "enduring
involvement since it defines the consumer’s baseline or long-term level of interest in a
given product” (Loudon & Della Bitta 1988: 389).

* Consumers’ involvement in a product depends on the situation that the individuals find
themselves in. This type of involvement is called "temporary involvement" since it is the

situation and not long-term interest in the item that determines the product’s importance

(Loudon & Della Bitta 1988: 389).
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3.2.10.3 RESPONSE CHARACTERISTICS

Consumers in high and low involvement purchase situations have differing response

characteristics.

In high-involvement situations consumers engage in active search and attention to information
which improves learning about commercials and products. The consumer also evaluates the
information to determine the degree to which it corresponds with existing brand knowledge
and beliefs. Whilst information that is inconsistent with existing beliefs is likely to be
rejected, those that correspond with consumer beliefs generate strong supportive issues. With
the result, new or modified beliefs about alternative brands may result. "Cognition in the
high-involvement hierarchy refers to the knowledge and beliefs about brands that consumers
derive from evaluating information" (Loudon & Della Bitta 1988: 390). The positive and
negative evaluation of beliefs leads the individual to form attitudes about brands and their
desirability. The ultimate behaviour of consumers is strongly influenced by the attitudes of the

consumer (Path a in Figure 3.8).

Under low-involvement levels the consumer has little, if any, desire to process information
in order to evaluate alternative brands. The brand attention levels of consumers is low and
they may not even recognize the brand name. Brand beliefs are not well developed and will
not have sufficient strength to support the development of brand attitudes. Alternatively, the
consumer may recognise the brand name and purchase that brand prior to any brand attitudes

being developed. After consumers buy and consume the product, they are likely to formulate
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attitudes about it. However, strong attitudes may never develop due to the low importance

of the product to the consumer. These response characteristics in the low-involvement

situation are portrayed in (b) in Figure 3.8.

FIGURE 3.8

THE HIERARCHY OF EFFECTS UNDER HIGH AND LOW INVOLVEMENT

CONDITIONS
(a) (b)
HIGH INVOLVEMENT LOW INVOLVEMENT
HIERARCHY HIERARCHY
COGNITION COGNITION
ATTITUDE ) ATTITUDE
BEHAVIOQUR ‘ BEHAVIOUR

(Loudon, D. & Della Bitta, A.J. 1988. Consumer Behaviour: Concepts and Applications.

New York: McGraw-Hill Book Company. p. 391).

It is evident that the patterns of information search and information acquisition, and the mental
process of information processing to evaluate products and conclude decisions concerning
them, as well as post-purchase behaviour differ under high and low involvement conditions.
These patterns and processes in consumer behaviour must be thoroughly understood in order

to ensure an effective marketing mix. An understanding of motivation is necessary to
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marketers in the development of marketing strategies.

3.2.11 THE IMPORTANCE OF MOTIVATION IN MARKETING

Needs and motivations are the focus of the marketing concept. Consumers choose and
repeatedly purchase those products that are sure to satisfy their urges. The way in which these
desires are fulfilled depends upon the manner in which the individual is motivated. The
marketing concept basically involves "the identification of consumer needs and the
development of information campaigns that will motivate the consumer to satisfy these needs
with specific products and services" (Zaltman & Wallendorf 1983: 360). In addition, motives
are frequently in conflict and consumers may have to choose to satisfy one need instead of
another. Also, particular buying behaviours may fulfill different urges. Marketers need to
understand such consumer conflicts and indecision and adopt strategies to encourage
consumers to make a choice rather than allowing them to ignore the situation and make no
purchase. Promotional literature and campaigns and salesmen’s comments can be very

influential in the consumer’s process of evaluating alternatives and making a decision.

Stimuli with the potential for arousing consumer motives are important to marketers since they
can be used to attract and focus the attention of consumers. This provides the marketer with
the chance of presenting influential information, facilitating consumers’ information processing
in this regard and increasing the degree of consumer involvement and interest in the product.
Promotions and packaging should incorporate stimuli that are capable of arousing consumer

motives. Marketing managers need to "discover the motives that their product and brand can
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satisfy and develop their marketing mix around these motives" (Hawkins, Best & Coney 1986:
389). Products or services must be communicated in the most favourable light with regards

to the motives that they are designed to fulfil.

Motivation theories are beneficial to marketing in providing significant insights into why
consumers behave as they do. These theories provide the marketer with a more realistic and
rational basis for developing effective and efficient marketing programmes. Undoubtedly, a
knowledge of consumer motivation lies at the core of the modern marketing concept. This
is undeniable since it is "by developing total marketing programmes that satisfy buyers more
completely and efficiently” that the modern marketer optimizes company profits (Horton 1984:
135). However, effective marketing strategies also depend on consumer perceptions. An
analysis and knowledge of consumer perceptions is necessary since perceptions affect the

individual’s actions, buying and leisure habits.

3.3 PERCEPTION

Consumers formulate impressions of goods, stores, services and objects in their environment.
Since consumers react on the basis of their perceptions marketers need to know how
perceptions are formulated as well as have a knowledge of its related concepts. This will
enable them to determine what influences individuals to purchase and to construct effective,

persuasive messages and advertisements.
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3.3.1. THE DEFINITION AND NATURE OF PERCEPTION

Perception can be defined as a complex process by which an individual "selects, organizes and
reacts to environmental stimuli in a meaningful way" (Schiffman & Kanuk 1978: 136).
However, people select, organise and interpret sensory stimulation on the basis of what they
know by means of witnessing or previous experience. Individuals’ cognitions, namely,
knowledge, beliefs, attitudes, images and opinions filter their perceptions. In turn, the new
knowledge acquired by individuals via their perception causes them to modify their prevailing

values, beliefs and knowledge (Figure 3.9).

FIGURE 3.9

THE RELATIONSHIP BETWEEN COGNITIVE STRUCTURE AND PERCEPTION

(a) : (b) (c)

[ I I ] I I

| SENSORY }——>| COGNITIVE ———>| PERCEPTION |
| INPUT F——> | STRUCTURES f——| |

(Markin, R.J. 1974. Consumer Behaviour: A Cognitive Orientation. New York: Macmillan

Publishing Co., Inc. p. 199).

Cell (a) in Figure 3.9 refers to the sensory input, for example, heat, light, noise or colour, that

the individual receives. This input does not correspond with perception immediately but is
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channeled to the central nervous system, which is represented by cell (b). The latter stores
the attitudes, values, opinions, beliefs, images, knowledge, past experience and prior awareness
of the individual. The sensory input acts and interacts with these cognitive structures, which
allow the individual to determine the nature of the sensory input, organise it and react to it
in a meaningful manner. This interaction results in cell (c) which represents perception.
Stimuli are more likely to be perceived when they correspond with individual’s past
experiences, conform with their current beliefs about a brand, are not too complex and do not
trigger extreme fears and anxieties. Also, they must be believable and must "relate to a set
of current needs" (Assael 1987: 37). This process of perception is rechanneled into and stored
in the cognitive structure as feedback since this experience will filter and influence any further
sensory experience. It is evident that perception is a person’s "subjective way of interpreting
and making sense of the stimuli to which he or she is exposed" (Zaltman & Wallendorf 1983:

302).

Furthermore, Figure 3.9 implies that a number of variables affect perception which emphasizes

the need to view the process of perception as a result of the numerous influencing variables.

3.3.2 THE VARIABLES AFFECTING PERCEPTION

It is apparent that the perception and consequent reaction of consumers is the result of "a
number of dynamic and changing factors, either singly or in combination, and either when the
stimulus occurs or when reaction is required” (du Plessis et al. 1990: 67). Many variables

affect the perceptual process (Figure 3.10).
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FIGURE 3.10

PERCEPTION AS A PROCESS

IMPULSE OBSERVATION SELECTION ORGANISATION REACTION
Changes The Human (a) Charact-|| (a) Selected Beha-
in Environ- Senses: istics of impulses are viour
ment : seeing the Object organised or
advertising, hearing, such as: and grouped Attit
hunger pains, | |smelling, size, colour| |in terms of udes
noise and tasting and appeal. figure-
colours and . ground,

touching (b) Charact-||closeness,
istics of similarity,
observer continuity,
such as: context
needs, and
personal closure
character-
istics and
previous
experience

(Adapted from du Plessis, P.J., Rousseau, G.G. & Blem, N.H. 1990. Consumer Behaviour:

A South African Perspective. Halfway House: Southern Book Publishers. p. 69).

3.3.2.1 OBSERVATION

The first step in the process of perception is observation, that "is activated by some form of
sensory input, which is directed at an individual’s sensory receptors" (du Plessis et al. 1990:
68). Sensory inputs are formulated by stimuli that are directed to the human senses, namely,
seeing, hearing, smelling, tasting and touching.

With regards to the perception of stimuli, two concepts warrant explanation.  Firstly,

subliminal perception refers to the perception of a stimulus at "the unconscious level, below
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the level of awareness or consciousness” (McNeal 1982: 154). Since individuals are capable
of perceiving stimuli above and below the level of awareness, it is beneficial to analyse these

thresholds.

The absolute threshold is "the minimum value of a stimulus capable of being consciously

noticed" (Loudon & Della Bitta 1988: 403). "The longer the individual is exposed to slight
changes or no change in sensory input, the lower the absolute threshold of a particular sense
becomes, that is, sensitivity increases" and the the human being adapts to the sensory input
(du Plessis et al. 1990: 70). The differential threshold is "the smallest difference in
intensity" that one can tell between two stimuli (Papalia & Olds 1988: 111). The differential
threshold represent the just noticeable difference (jnd). The latter is "the amount by which
a stimulus must change before a perceiver can detect that a change has occurred" (Horton
1984: 255). Using the jnd, Assael (1987) concluded that price difference between the various
product lines of a retailer need to be large enough for consumers to perceive a difference in
quality. Of greatest concern to marketing strategy is "the need to differentiate a brand from
competition so that it will be noticed" (Assael 1987: 141). In order to differentiate a specific
brand the marketer has to develop product characteristics and advertising messages that are
easily detectable, for example, differences in size, taste and colour. This is necessary because

the consumer does not attend and react to all stimuli in their environment but chooses amongst

them.
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3.3.2.2 PERCEPTUAL SELECTION

Consumers perceive stimuli selectively because each person has a unique set of needs,
attitudes, experiences, opinions and personal traits.
identical advertisement, package, or product may be perceived very differently by two

consumers” (Assael 1987: 116). Four stages in the perceptual process can be identified.

These include exposure, attention comprehension and retention (Figure 3.11).

FIGURE 3.11

CONSUMER INFORMATION PROCESSING

(Assael, H. 1987. Consumer Behaviour and Marketing Action. 3rd Edition. Boston,

Selective perception means that "the

SEARCH FOR
ADDITIONAL
INFORMATION
PERCEPT-
ION OF
STIMULI
INPUT CONSUMER' S STIMULUS Attent-
VARIABLES || PSYCHOLOG— | EXPOSURE —SELECT-—| ion =
ICAL SET IVITY
7R Compre—
hension
Retent-
ion
N
MEMORY
NEED — Past information
RECOGNITION " - New information

Massachusetts: Kent Publishing Company. p. 36).
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Consumers’ desire to detect information that corresponds with prior beliefs results in
selectivity at each of these steps in the process of perception (Figure 3.12). Since personality
filters sensory input, "it has the power to resist or keep out stimuli, to change or distort the

meaning of stimuli, and to remember or forget the stimuli perceived" (McNeal 1982: 148).

FIGURE 3.12

SELECTIVITY IN INFORMATION PROCESSING

STIMULI

{}@%@wwwv

EXPOSURE ///
\\\ ATTENTION ///

INTER-
PRETATION

MEMORY

(Hawkins, D.I., Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 305).

Selective exposure occurs "when a stimulus comes within range of our sensory receptor
nerves” (Hawkins, Best & Coney 1986: 304). In order for an individual to be exposed to a
stimulus, the latter must be located within the consumer’s environment. An individual is only
exposed to a small fraction of the available stimuli since most of the cause to which a person

is exposed is selected by the person. This occurs because people seek only those information
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that are perceived by them as being capable of assisting in achieving their goals.

Selective attention is the process of becoming aware of a stimulus or certain fractions of it.
Selective attention is "the power of an individual to receive or reject, in whole or in part, any
stimulus” (McNeal 1982: 148). Consumers are more likely to notice those causes that are
relevant to their mental sets, consistent with their attitudes, knowledge and experience and
conforms to their needs. "Perceivers attempt to extract the information that is required in
order to consummate their search and satisfy their information needs" (Woods 1981: 185).
Selective attention results "in greater awareness of supportive information and avoidance of
contradictory information" (Assael 1987: 117). Since consumers will pay attention to the
influences of their choice, marketers who wish to attract the attention of consumers need to
use stimuli with wide appeal, relating to numerous needs and various styles of need

expression.

Selective comprehension takes place after a stimulus is received. It is interpreted via the
individual’s cognitive structure and provides new information that is compared with the
consumers existing attitudes, knowledge and needs. The interpretation of the cause is made
from individual’s cognitions and is biased. ~Consumers have the ability to represent
information to match their personality. An implication is that marketers will have great
difficulty in getting individuals to believe things that are inconsistent with their cognitions or

getting them to buy goods and services that they do not need.
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Selective retention is the power of the person "to retain at a conscious level any perceived
information for any time period desired" (McNeal 1982: 151). In selective retention the
consumer remembers information relevant to a particular decision that has to be made and

corresponds with the consumer’s existing beliefs and attitudes.

It is evident that consumers engage in perceptual vigilance whereby they selectively receive
information most relevant to their needs and cognitive structures. Perceptual vigilance directs
consumers to necessary information and thus, guides them in their attempts to ensure
perceptual equilibrium. When consumers choose information that is consistent with former
beliefs, or "interpret information to conform to these beliefs, they are processing information

to ensure a perceptual equilibrium” (Assael 1987: 120).

Various factors which influence perceptual selection need to be understood in order to develop

more efficient and effective promotional materials.

a) THE INFLUENCE OF EXTERNAL FACTORS IN PERCEPTUAL SELECTION

Several product traits and objects external to the individual will increase the choices of the
message being selected and thus, perceived. External factors relate to the stimuli,

environment, order effects, expectation and linguistics.

Nine characteristics of stimuli cause them to have differing effects on consumers’ perception

of them or cause the former to symbolise different things to different individuals.
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* The nature of the stimuli incorporates the size of the object or advertisement, the colour,
the shape, the position, or a combination of these four variables. "The size which an object
must be to be perceived is proportional to the initial size of the sensory input" (du Plessis
et al. 1990: 72). Rademey (1989) found that 56,9 % of magazine advertisements are of a
full-page dimension in South Africa. In addition, marketers effectively use colour in
marketing since colourful advertisements attract a greater degree of attention than black and
white ones. Colour is often symbolic of certain qualities and are used extensively in
marketing. Van der Reis (1980: 6) found that "the violet-blue violet range of colours, red
violets, grey", dark shades of blue (except those needed for men’s clothing) and black
(except for shoes, lettering and hair) are disliked by unsophisticated Blacks because they
associate them with "death, old age, failure, loneliness and bad food". It is evident that
consumers associate colours with feelings and may develop attitudes towards a product on
the basis of the colours used to identify and advertise the product. Marketers are able to
increase their sales by ensuring that their product includes colours that are positively viewed
by consumers so that the latter may form positive attitudes and purchase the item.
Furthermore, the shape of the product influences perception. "Angular objects are usually
more masculine than circular ones" (McNeal 1982: 144). Perception of a stimulus is
influenced by its position which refers to the placement of a stimulus. "Objects placed near
the centre of a consumer’s visual field are more likely to be noticed” (du Plessis et al. 1990:
72). This accounts for the tremendous competition that exists between producers of
products for good shelf space, particularly for convenience and shopping goods.

The intensity of stimuli also affects perception. Individuals may not detect a stimulus if

its intensity or energy level is low but may rapidly notice and interpret one with a high
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level of intensity.

* The changing nature of the stimulus may influence perception in varying degrees. A
changing stimulus may be more attracting than a stationary one as the former may cause
the individual to reinterpret the influence.

* One’s perception of a cause can be influenced by the frequency of it. A stimulus that is
repeated continuously until individuals get accustomed to it, tends to be noticed more and
stirs greater curiosity such that its repetitious presentation determines consumers’
interpretation of it.

* Contrast is an important influence in the perception of a stimulus. The principle of
contrast is used in many ways to attract consumers’ attention.

* The social value of a stimulus may influence the meanings attached to it. A society "gives
certain meanings to many objects, and these meanings or evaluations are generally shared
by its members" (McNeal 1982: 144). The perception of certain objects are predetermined
and it is doubtless that most consumers consider society’s view of a stimulus before forming
their own.

* Motion also plays an important role in influencing perception. A typical form of movement

that retailers use is the portable sign board that has sequential lighting which gives the

impression of movement. Such a board may display specials or simply attract attention to
the store.

Novelty is another means of attracting attention. Highly creative advertisements are very

influential in the process of perception. Novel stimuli stand out against their background

and attract attention "through unique images, shapes, sounds, and colours" (Loudon & Della

Bitta 1988: 409).
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*  Familiarity of stimuli also has varying effects on our perception of them. Many South
African advertisements use animals, familiar tunes and known faces to attract consumer
attention.

The environment of the consumer and the stimulus will influence the individual’s perception

of that influence. The environment may be a physical or a social one. A stimulus is often

viewed as being part of a physical environment. Consumers also analyse their own physical
locality before comprehending a stimulus. This implies that two physical environments exist,

namely, that of the stimulus and that of the consumer.

The social environment refers "to the people related in some way to the perceiver or the
stimulus" (McNeal 1982: 145). The consumers’ view of a product is likely to be influenced
by their friends. They may even purchase the same products due to the desire to conform to
group norms and identify with one’s peers. In addition, the social environment of the stimuli

influences the consumer’s opinion of the stimuli.

The influence of stimuli in an advertisement will also depend on the order effects. Two
major types of order effects are recency and primacy. Recency is one in which "stimuli
appearing at the end of a sequence are given more weight in the resulting interpretation”
(Engel, Blackwell & Miniard 1986: 221). In primacy, however, it is the stimuli that appear
at the beginning that is given greater advantage. This effect reflects that the consumer’s first
impression is the lasting one. Unfortunately, it is difficult to predict with certainty which

effect will arise in a specific situation.
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Individuals’ perception is frequently altered by their prior conceptions or expectations of what
they are likely to view. For example, Engel, Blackwell & Miniard undertook a taste test of
a soft drink where two cups filled with the same regular soft drink were marked ’diet’ and
‘regular’. Even though both cups contained the same drink, those labelled ’diet’ were rated
less favourably than those identified as 'regular’. "The expectation created by the label was
powerful enough to alter substantially consumers’ perceptions of the product" (Engel,

Blackwell & Miniard 1986: 221).

Psycholinguistics is "the study of psychological factors involved in the perception of and
response to linguistic phenomena" (Engel, Blackwell & Miniard 1986: 221). Psycholinguistics
can enhance the comprehension of a message. Postman (1970) found that words used
frequently in daily language are more easily understood and memorised. Furthermore, Gough
(1966) concluded that negative words like 'not’ and "never’ are less easily understood. Also,
"the potential misunderstanding is greater for passive sentences (eg., *The product was
developed by Company X’) than for active sentences (eg., ’Company X developed the

product’)" (Engel, Blackwell & Miniard 1986: 222).

b) THE INFLUENCE OF INTERNAL FACTORS IN PERCEPTUAL SELECTION

The individual’s inner state of mind will also influence the attention and selection of stimuli.
Of primary importance is the effect of the consumer’s mental set, intelligence, personality,

motivation and past experience.
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Mental set refers to "the regulative and directive conditions of the mind world at a given
time" (McNeal 1982: 147). The cognitive structure efficiently processes information in order
to reduce tension states by fulfilling needs. It gives priority to the processing of information
or stimuli relevant to an important need. The mental set of the person can influence

perception.

The ’intelligence’ of people play a crucial role in their perceptive processes and it reflects a
person’s ability to learn and to comprehend. Since perception gives value and meaning to
products and services, consumers with varying intelligence capacities are likely to perceive

these differently.

Personality exercises an influence on a consumer’s behavioural patterns. This is due
considerably to the influence of personality on the consumer’s perception of external and
internal stimuli. Personality, which incorporates one’s attitudes, knowledge, wants or needs,
self-concept and the organisation of these components, determines whether the stimuli should
be received, and if so, how it should be interpreted. As a result of varying personalities,
people may respond differently to an identical stimulus. Also, since a person’s personality

components do change, it is likely that the individual may react differently to the same

influence on different occasions.

The personality is "a filter for incoming stimuli" (McNeal 1982: 147).  Attitudes and
knowledge act in the best interests of one’s needs and evaluate and interpret the stimuli that

enter into consumers’ minds. These components ensure that the interpretation made
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corresponds with the individual’s self-concept. This accounts for the occurrence of consumers
associating themselves with products that have distinct personalities or images. "Cigarettes
in South Africa are clearly associated with certain personality types and will be totally avoided
by others, although the physical properties of the tobacco may not differ at all" (du Plessis et

al. 1990: 75).

Consumers have a tendency to perceive objects they need or desire. The greater the need of
consumers, the larger is their tendency to ignore stimuli in their environment that is unrelated
to those specific needs. A person who wants to purchase a washing machine will scan his
local newspaper for advertisements of this product whilst a consumer who does not need one
is unlikely to notice advertisements of it. "There is heightened awareness of stimuli that are
relevant to one’s needs and interests, and decreased awareness of stimuli that are irrelevant

to these needs" (du Plessis et al. 1990: 75).

The identification of consumers’ perception of wants is essential in order to efficiently target

goods and services to those perceived needs and to emphasize how products can satisfy these

desires.

Consumer’s expectations, brand loyalty and attitudes towards products are the outcome of past
experiences. Individuals see only what they want to. Alternatively, it is undeniable that
stimuli that are in drastic conflict with expectations can attract more attention than those that
correspond with expectations. This confirms that novelty does promote perception. Having

analysed the factors which influence the process of perception, it becomes necessary to
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investigate the manner in which people combine stimuli in order to develop effective

promotional campaigns.

3.3.2.3 PERCEPTUAL ORGANISATION

Consumers organise and integrate marketing information into a meaningful whole. Memory
effects help consumers "assimilate, integrate, and retrieve information and may trigger
affective and evaluative reactions towards stimuli" (Cohen & Chakravarti 1990: 246).
However, two basic principles help consumers in such perceptual organisation. Firstly,
consumers classify information logically and this process is called the principle of
categorisation. The second principle of organisation is integration, which implies the

consumer will perceive numerous stimuli as an organised whole.

3.3.23.1 PERCEPTUAL CATEGORISATION

Since consumers place information into logical categories, the process of categorisation helps
them in processing familiar information efficiently and effectively.  Furthermore,

categorisation also assists the consumer in classifying new data.

Consumers use a variety of cues to infer product quality. These cues include "extrinsic cues
that are not related directly to product performance", price, brand and store name, as well as
"intrinsic cues that are derived directly from the physical product, and if changed, would

change the product itself", for example, nutritional content (Rao & Monroe 1989 352).
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Undoubtedly, marketers are keen in knowing "what cues buyers use to infer brand
characteristics and competitive categorisation" and engage in careful consumer research
(Horton 1984: 259). Determining such information can enable marketers to put products on
the market that contain cues that will efficiently and effectively communicate the intended

message and attract repeat purchases and brand loyalty.

Marketers aim to facilitate the process of perceptual categorisation. This can be attained by
means of correct product positioning which can ensure that the consumer recognizes a brand
as part of a product class and achieves product categorisation. Furthermore, efficient product
positioning can enable the marketer to attain product uniqueness. A viable product
differentiation technique is message differentiation, which refers to the extent to which
functional differences between brands of the same product are minimal. The strategy centers
around "the effective use of advertising to assist the target market in making the desired
interpretations of the brand and the management of the elements of the marketing mix to
ensure that consistent messages about the brand are being communicated” (Swartz 1983: 63).
The marketing plan must succeed in positioning the product as well as enable the product to

be adequately distinguishable to enable a unique package of benefits for the consumer.

3.3.2.3.2 PERCEPTUAL INTEGRATION

Integration means that various stimuli are perceived as an organised whole. Such an
organisation "simplifies information processing and provides an integrated meaning for the

stimuli" (Assael 1987: 122). The principles of perceptual integration have been derived from
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Gestalt psychology which emphasizes the idea of a total or whole pattern. The main

principles of perceptual integration are closure, grouping and context.

Closure refers to individuals’ tendency to "develop a complete picture or perception even
when elements in the perceptual field are missing" (Engel, Blackwell & Miniard 1986: 224).
Consumers have the ability to fill in the missing elements of an incomplete stimulus. The
principle of closure is emphasized in a study undertaken by Heimbach & Jacoby (1972). They
presented a complete commercial to one group of subjects and an incomplete one to another.

They found that the latter version stimulated higher interest and recall amongst consumers.

Consumers generally perceive different sorts of information in groups instead of as separate
parts. They integrate numerous elements of information into organised wholes. "Chunking
or grouping information permits consumers to evaluate one brand over another using a variety

of attributes and the overall image" (Assael 1987: 125).

Gestalt psychology has given rise to three principles of grouping:

* Proximity is an important principle of perception. "The tendency to group stimuli by
proximity means that one object will be associated with another because of its closeness to
that object” (du Plesses et al. 1990: 84). Marketers use the principle of proximity by
associating the product with positive symbols and imagery that are in close proximity with
the product. They reflect their products in desired or favoured circumstances, so that buyers
will associate the item with these conditions. "Soft drinks and fast foods are usually shown

being enjoyed in active, fun-oriented settings” (Loudon & Della Bitta 1988: 415).
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* Consumers group stimuli on the basis of similarity. "Stereotyping often reflects grouping
by similarity" (Assael 1987: 125). Marketers often tend to group products together because
of their similarity in name and substance.

* Consumers group products into continuous forms rather than into disrupted, discontinuous
ones. The principle of continuity suggests that " the basic flow of the sales message should
be continuous, moving from brand identification to consumer benefits to a suggestion to

purchase the brand" (du Plessis et al. 1990: 82).

Consumers tend to perceive objects on the basis of the context in which they are portrayed.
The perception of a product depends on the setting of an advertisement. Furthermore, the
pefception of a product may depend on the media that carries the advertisement. Fuchs (1964)
placed identical advertisements in a high prestige magazine and in a low one and found that
consumers rated advertisements in the former type of magazine much higher than that in the

latter one.

A common principle of context is figure and ground. People tend to organise their
perceptions into these two major patterns. ’Figure’ represents "those elements within a
perceptual field that receive the most attention" (Engel, Blackwell & Miniard 1986: 223).
Ground refers to the other less meaningful components that make up the background. Gestalt
psychologists hypothesize that in integrating stimuli into wholes, people will differentiate
between influences that are distinct, that is, the figure, from those that are less prominent

which depict the ground.
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Marketers use the figure-ground principle to attract attention to the main sections of the
advertisement. However, it is essential to ensure that the product is the figure and the setting
is the background. The implication is that marketers need to use devices to ensure that the
intended portions of an advertisement becomes the figure and not the ground. For example,
the marketer can adopt "a soft or fuzzy focus at the desired background" or emphasize the

brand name or slogan (Horton 1984: 258).

Consumer purchases does not only depend on the manner in which they perceive, organise and
integrate stimuli. It is also a function of consumers’ perceptions of price, social norms, self

and risks.

3.3.2.4. PERCEPTIONS OF PRICE

There exists substantial inconclusive results with regards to consumers’ subjective peiceptions
of price. However, a study undertaken by Petroshius and Monroe (1987) suggests that price
is used by individuals as an informational stimulus for judging the product. Also, "in a
product line context, when the buyer is confronted with a line of products and their prices, the
study indicates that the price characteristics of the product line influence consumer
evaluations" (Petroshius & Monroe 1987: 518). Venkataraman (1981) indicates a positive
relationship between price and perceptions of product quality with regards to some price
ranges and for certain product categories. Consumers generally rely more on price as a
reflection of quality when they see the purchase as being risky, when they have low

self-confidence and lack product experience and when there are no criteria for judging the
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performance, for example, a distinct brand image. Furthermore, consumers associate higher
price with higher quality when they feel that there are ample quality differences between the
brands, or they "perceive quality variations in a product category” (Assael 1987: 165). In
addition, most individuals have a ceiling and floor limit on the prices they are willing to pay.

Consumers tend to shop for products whose price falls within the absolute price thresholds.

Price perception also depends on consumers’ differential thresholds since the change in price
has to be greater than a specific amount in order to be noticed by the consumers. Monroe
(1973) concluded that for some products an upward change in price is perceived more readily

by consumers than an equally substantial but downward price change.

Furthermore, the price perceptions of consumers depend on the differences between the actual
price and the price they use as a basis for comparison. Consumers may develop "a set of
standard prices for different product categories and quality levels that serve as a frame of
reference", when evaluating the price of a specific product (Engel, Blackwell & Miniard 1986:

305).

Equally significant to the perception of price is the context in which the price is perceived by
the consumer. In addition to the consumers’ price perception the marketer needs to consider
context factors which relate to the type of store in which the product is being purchased, the

nature of the occasion of purchase and the overall state of the economy.
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3.3.2.5 SOCIAL NORMS AND PERCEPTION

Perception is also influenced by social norms and the extent to which individuals are governed
by them. "The stronger the consumer’s participation in or support of a social norm, the more
important that norm will be in influencing the consumer’s perception of alternative brands"
(Engel, Blackwell & Miniard 1986: 307). It is necessary for marketers to determine what
standards will influence perception of their class of products and to what degree these norms
are held by the dominant market segments of their products. These factors must be considered
by the marketer when designing and promoting these products that must be associated with

the norm.

Furthermore, "the stronger the consumer’s participation in a norm, the more similar will be
his or her perception of alternative brands that are seen as compatible with the norm"
(Zaltman & Wallendorf 1983: 307). The marketer needs to differentiate his brand from others

in order to develop in consumers, a psychological commitment to their product or brand.

3.3.2.6 SELF-PERCEPTIONS

Consumers’ selection of products are influenced by their self-perceptions. They tend to
express their perceptions of self through the purchase of brands and products they perceive
to reflect themselves. With the result, "consumption serves an expressive function for

consumers” (Engel, Blackwell & Miniard 1986: 311).
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The consideration of consumers’ self-perceptions when designing products and formulating
promotional material ensures a greater congruence between consumer’ self-perceptions and

perceptions of brands or products, as well as a greater likelihood of consumer purchases.

3.3.2.7 PERCEPTIONS OF RISK

Consumer perceptions of risk are influential in consumer behaviour. Perceived risk exists
when the consumer is uncertain about the decision. It also incorporates the notion that "a
consumer’s choice may have unpleasant consequences that cannot be foreseen with certainty"
(Bettman 1986: 261). In this regard, perceived risk can be defined as "the expected negative
utility associated with the purchase of a particular marketing product or brand" (Dunn, Murphy
& Skelly 1986: 205). Uncertainty regarding which alternatives will optimumly fulfill purchase

goals also influence the consumer’s perception of risk.

Since a number of factors influence consumer perception it is advantageous for marketers to
have a knowledge of the process of consumer perception together with the variables that
influence it, in order to design products and brands appropriately and develop efficient and

effective promotional strategy that will encourage brand loyalty.

3.3.3 THE IMPORTANCE OF PERCEPTION IN MARKETING

The success of a product is largely dependent upon the way in which consumers perceive and

interpret the marketing stimuli designed to promote it. The two basic processes that underlie
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consumer perceptions are selectivity and organisation. Consumers select and organise stimuli
on the basis of the perceptions, which although may be unrealistic, is real to them.

Consumer perceptions are selective since they tend to perceive products and advertisements
based on their "existing cognitive set" and on the basis of what fits their needs (Palliam 1989:
76). Marketers recognize the efficiency and effectiveness of directing their products to
consumers’ perceived wants. This strategy ensures that their products and services will be
perceived by potential consumers. A knowledge of perceived consumer needs is advantageous
to marketers because once they determine what attributes individuals seek in a specific
category, they can segment the market on the basis of these desires into numerous smaller
markets so that each strata will consist of people with similar perceptions of needs with
regards to that product category. This strategy enables the marketer to develop different
marketing strategies for each market segment, each of which will emphasize how the product
can satisfy the perceived needs of those individuals in that category. Marketers can then
modify their advertising to specific market segments so that individuals in each segment will

perceive the product as fulfilling their own particular needs, desires and interests.

The organisation of marketing stimuli depends upon categorisation and integration.
Categorisation simplifies the process of information processing "by permitting consumers to
classify brands into product categories" (Assael 1984: 151). Marketers should ensure that
their product contains the cues or features that consumers use to infer brand characteristics in
order to attract attention and secure sales. Integration enables consumers "to perceive many
different stimuli and organize them into a cohesive whole" (Assael 1984: 151). The

principles of perceptual integration are significant to marketing strategies since they provide
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a structure for interpreting advertising messages as an integrated whole, and for forming

coherent images of stores, products, services and brands.

It is evident that a knowledge of the perceptual processes provides the marketing manager
with numerous important insights. By understanding the processes through which consumers
select and interpret stimuli the marketer is able to communicate efficiently and effectively with
consumers, thereby securing fruitful marketing effort, influential and successful promotional

materials and instrumental marketing strategy.

3.4 LEARNING AND MEMORY

Learning is fundamental to the process of consumption. Most consumer behaviour is learned.
Learning is the source of most of our value, tastes, behaviours, attitudes, preferences, opinions,
meanings and feelings. Furthermore, culture, social class, family and friends provide learning
experiences that have a considerable influence on the lifestyles of consumers and the products
and brands they purchase. Marketing managers exercise great effort to ensure consumers learn
of the existence and features of their products. A knowledge of learning is fundamental to

marketers in order to acquire a complete understanding of the behaviour of consumers.
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34.1 THE NATURE OF LEARNING

3.4.1.1 DEFINITION

Learning is a "more or less pcrmahent acquisiti(;n of tendencies to behave in particular ways
in response to particular situations or stimuli" (Zaltman & Wallendorf 1983: 271). Learning
is caused by experience and practice and may be overt or unobservable. It is also the result
of information processing and results in changes in memory, which is "the total accumulation

of prior learning experiences” (Hawkins, Best & Coney 1986: 343) (Figure 3.13).

FIGURE 3.13

THE PROCESS OF LEARNING
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(Hawkins, D.L, Best, R.J. & Coney, K.A. 1986. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 343).

From Figure 3.13 it is evident that consumer learning is "the process by which individuals
acquire the purchase and consumption knowledge and experience they apply to future related
behaviour” (du Plessis et al. 1990: 95). It can be main;ained that learning is "the effect of a
combination of motivation, strongly perceived experiences and repetition upon behavioural
tendencies in response to particular stimuli or situations" (Schiffman & Kanuk 1978: 114).

Consumer leaming is a constantly developing and changing process as a result of new

-
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knowledge and experience. The newly acquired information serves as feedback to the
consumer and thus, influences future behaviour. Consumer behaviour is not instinctive but
learned. An analysis of the principal elements of learning is necessary since effective learning

depends upon these conditions.

Four fundamental elements needed for effective learning are motives, cues, response and
reinforcement.

Motives arouse consumers and stimulate cognitive activities that direct individuals to satisfy
their needs and reduce their tension state. This arousal function triggers the energy that is
needed in the learning process. Marketers need to know "what information to present in order
to heighten the degree of consumer motivation and ensure a greater likelihood of purchase”
because when motivation is high, learning from promotional materials will be high (McNeal
1982: 128). Furthermore, brands should be advertised when relevant consumer motives are
aroused so consumers "can learn a connection between the product and motive" (Loudon &

Della Bitta 1988: 440).

Cues are "stimuli that are distinctive enough to guide responses” (Feist 1985: 165). Various
cues exist in the shopping environment in the form of product characteristics like packaging,
prices and brand names as well as store designs and promotions. Consumers use these cues
"to choose between various response options in a learning situation" such that they assume the
role of guiding suggestions (Loudon & Della Bitta 1988: 440). Cues determine the timing of
consumers’ purchases, the store at which they will purchase and the product or brand they will

select amongst alternatives. Since they are motivating forces that arouse interest and lead to

127



purchases, advertising and sales promotion should "project product and service cues to

perceived market targets” (Markin 1974: 242).

A response is "any behaviour elicited by a stimulus" (Horton 1984: 138). Responses that are
suitable to a specific conditions are learned by means of previous experience in that
circumstance. Reinforcement is "anything that follows a response and increases the tendency
for the response to reoccur in a similar situation” (Loudon & Della Bitta 1988: 441). A
negative reinforcer brings about discomfort whilst a positive one gives rise to pleasure. Since
reinforced behaviour tends to be repeated, consumers can learn to formulate successful ways

of satisfying their needs or changing situations.

Reinforcement is achieved when the original drive is reduced. This arises when a negative
reinforcer is removed or when a positive reinforcer is sought. Reinforcement also occurs
when adequate satisfaction is attained with the achievement of a goal in goal-striving
behaviour. The purchase response must be rewarded or reinforced "to provide the increased
probability that the response will again be elicited when the cue conditions once again present
themselves" (Markin 1974: 243).  Apart from positive and negative reinforcers the learning
process about products, is in itself a reinforcing experience to the consumer. Undoubtedly,
reinforcement is a crucial element in marketing since repeat purchase behaviour is unlikely

when the consumption of a product does not reinforce the consumer.
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3.4.2 THE CLASSIFICATION OF LEARNING

Theories have been developed to explain various aspects of learning. These schools of

thought can be classified as behaviourist and cognitive theories (Figure 3.14). Whilst the

behaviourist argues that consumers learn connections or associations between stimuli and

responses, the cognitivist views learning as problem-solving behaviour.

FIGURE 3.14
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(Assael, H. 1987. Consumer Behaviour and Marketing Action. 3rd Edition.

Massachusetts: Kent Publishing Company. p. 64).

3.4.2.1 BEHAVIOURIST THEORIES

Boston,

Behavioural learning theories maintain that learning concerns the formulation of connections

or associations between a stimulus and a response. Two major behavioural learning theories
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that are of interest to marketing managers are classical and instrumental conditioning.

Classical conditioning is "the process of using an established relationship between a stimulus
and response to bring about the learning of the same response to a different stimulus”
(Hawkins, Best & Coney 1986: 347). A secondary stimulus is paired with a primary one that
already triggers a specific response. After repeated trials the secondary stimulus will begin

to cause the same response as the primary one.

Classical conditioning can be used in marketing in order to connect a product or brand with
a positive stimulus. Consumers can form a link between advertising stimuli and products that
could lead to product preferences. This can be beneficial to marketers since goals that have
"no motivating abilities can become associated with reinforcing stimuli and take on motivating
properties themselves" (Loudon & Della Bitta 1988: 443). However, "marketers need to be
aware of those stimuli that lead to responses that are compatible with their objectives" (Engel,

Blackwell & Miniard 1986: 172).

Instrumental conditioning also requires the development of a link between stimuli and
responses.  However, the process of instrumental conditioning differs from classical
conditioning in several ways. Whilst classical conditioning relies on an established
stimulus-response relationship, instrumental conditioning demands the learner discovers the

correct response, that is, the one that is reinforcing or rewarding.
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Reinforcement is a key variable for learning in instrumental conditioning. The implication is
that reinforcement is a significant element in marketing since repeat purchasing is unlikely
"when product consumption does not reinforce the consumer” (Engel, Blackwell & Miniard
1986: 177). Also, reinforcement can occur in many other forms such as rebates, discounts,

trading stamps and coupons and premiums.

Apart from the principle of reinforcement, the theories of instrumental conditioning also assists
the marketer to understand the events that may lead to extinction and forgetting. Extinction
occurs when "a learned response is made to a stimulus but reinforcement does not occur”
(Loudon & Della Bitta 1988: 455). If a product no longer brings satisfaction to the consumer,
extinction will occur, whereby the consumer will disregard the link between the stimulus and
the expected reward. Extinction will lead to a rapid decline in the probability that the same
product or brand will be repurchased. Marketers can avoid extinction by ensuring that
consumers receive sufficient reward by supplying a good product. "If the product can deliver
sufficient benefits to a defined target segment" then reinforcement is assured (Assael 1987:

68). This will ensure consumer loyalty and long-term survival of the brand.

Forgetting may also cause the lack of repurchase. Forgetting results when the stimulus is no
longer repeated. A product may be forgotten if it is not used, if its advertising is discontinued
or when competitive advertising causes a disturbance in the retrieval of the message.
Marketers can combat forgetting by means of repetition. The objective of all marketing
strategy should be to reinforce the consumer via product satisfaction, so as to secure repeat

purchases and a core of loyal consumers.

131



3.4.2.2 COGNITIVE LEARNING

Learning does not only occur as a result of recurring trials and positive or negative
reinforcement. It is also a consequence of thinking, information processing and
problem-solving and is thus, based on mental aétivity. Cognitive theorists view learning as
a problem-solving process rather than the development of connections between stimuli and
responses. Learning is "a cognitive process of perceiving stimuli, associating stimuli to needs,

evaluating alternative brands, and assessing whether expectations have been met" (Assael

1987: 70).

The cognitive theorists analyse the learning situation "in terms of such factors as motivation,
the perceived goals, the aspiration level, the overall nature of the situation, and the beliefs,
values, and personality of the subject” (Markin 1974: 239). The cognitivist is not just

concerned with the objective response to stimuli but the consumer’s entire psychological field

(Figure 3.15).

FIGURE 3.15

A REPRESENTATION OF THE COGNITIVE LEARNING THEORY
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(Assael, H. 1987. Consumer behaviour and Marketing Action. 3rd Edition. Boston,

Massachusetts: Kent Publishing Company. p. 65).
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Figure 3.15 indicates that cognitive learning occurs when the consumer recognizes a goal, acts
purposively to achieve it, seeks insight and understanding to arrive at a solution and attain
goal achievement. When consumers recognize a need, they act purposively by evaluating
alternatives to optimumly satisfy that need. Reinforcement is also crucial in cognitive learning
since the consumer must be aware of goal achievement in order for learning to occur.
However, the nature of the goal is initially known and the reinforcement or reward is

expected.

Marketers understand cognitive interpretations since cognitive learning is beneficial in
understanding the consumer decision-making process. When considering a product or brand
the consumer goes through various cognitive stages which relate to awareness, interest and
evaluation before deciding whether or not to buy the item. The cognitive view is useful to
marketers in understanding "how consumers learn which stores, methods of shopping, or

products will best meet their needs" (Loudon & Della Bitta 1988: 446).

3.4.3 USEFUL CONCEPTS IN CONSUMER LEARNING

Various concepts reflect the importance of learning in the understanding of consumer

behaviour:

Behaviour modification refers to a group of "intervention techniques" designed to influence
the behaviour of consumers (Engel, Blackwell & Miniard 1986: 181). It stems from various
learning theories that focus "on how the environment in which behaviour occurs affects that

behaviour” (Horton 1984: 157). Environmental events which refer to stimuli and reinforcement
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can be modified to bring about changes in the manner in which individuals behave. Classical
conditioning, instrumental conditioning, modeling and ecological design are environmental
influences that exist within the domain of behaviour modification. The implication is that
marketers have additional techniques, other than those obtained from learning theories, at their

disposal to modify or control the behaviour of consumers.

Different reinforcement schedules result in different behaviour patterns. Continuous or total
reinforcement schedules, which is the reinforcement of every correct response, brings about
rapid learning and changes in behaviour. However, partial reinforcement reinforces the
desired response only part of the time and results in learning more lasting in nature. Although
partial reinforcement schedules represents an economical strategy for marketers, they may not
work "in the typical consumer choice setting” because the consumer may switch to another
brand during the times when the reinforcement is absent (Engel, Blackwell & Miniard 1986:

179).

Shaping refers to "the reinforcement of successive approximations of a desired behaviour
pattern or of behaviours that must be performed before the desired response can be emitted"
(Engel, Blackwell & Miniard 1986: 179). The idea behind the process of shaping is that a
complex change in consumers’ behaviour that cannot be achieved in one step, is likely to be

attained via a series of smaller changes resulting in the achievement of the same goal with

much less difficulty.
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Consumers need to discriminate between different objects or events in order to be able to
adapt to their environment. Discrimination is learned gradually "when the same response
to two similar but noticeably different stimuli leads to different consequences (discrimination)"
(Loudon & Della Bitta 1988: 449). The process of learning to discriminate one stimulus from
another similar one is called "stimulus discrimination" (Horton 1984: 153). Consumers
constantly distinguish between new or different brands, varying models with the same brand
and superior quality and inferior service and frequently utilize discrimination learning.
Discrimination is advantageous to marketers since they aim to distinguish their products from
those of competitors in the minds of their consumers by using various discriminative tools or

stimuli such as brand names, trademarks, colours, packages and shapes.

Modeling refers to learning which occurs as a result of the consumer observing "both the
behaviour of others and the consequences of that behaviour" (Loudon & Della Bitta 1988: 449
- 450). Such observation can result in the learning of new behaviour, a change in existing
behaviour, the encouragement of existing behavioural tendencies or the reinforcement of
previously learned responses. Undoubtedly, "people buy products used by celebrities, they
shop where certain valued individuals shop, and they use same products with the exact
movements exhibited by others" in their attempts to gain approval, improve their social

standing and enhance their self-concept (McNeal 1982: 123).

Ecological design "involves the deliberate attempt to manipulate aspects of the environment
to achieve changes in behaviour" (Loudon & Della Bitta 1988: 450). Various marketing

efforts reflect this form of behaviour modification. Supermarkets are layed out in such a
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manner that they expose the consumer to a wide variety of products. Ecological design is
apparent in the fact that furniture stores are "typically located in more out-of-the-way
locations, since people rarely pick up a chair or a sofa on the way home" (Horton 1984: 158).
These examples emphasize the considerable potential of ecological design in affecting

consumer behaviour.

Undoubtedly, further exploration into these forms and their marketing applications and greater
exposure of them would provide considerable insight to marketing effort and would lead to

more effective marketing tactics.

After a "stimulus-response relationship is developed, similar stimuli may elicit the same
response” (McNeal 1982: 130). This process which is called stimulus generalization
simplifies consumer decision-making and consumer choices since the individual need not learn
a unique response for each stimulus. One response can be adopted for similar stimuli unless
there is a need for the consumer to discriminate between them. Stimulus generalization is of
utmost importance to marketing because the greater the similarity between a given stimulus
and another that already elicits a response, the greater is the probability that the given stimulus
will also cause the same response. Furthermore, stimulus generalization helps individuals to
understand the marketing approach of introducing new products or brands that closely

resemble previous ones as well as the family brand strategy.

The rate and degree of learning also influences behaviour. Learning does not take place all

at once but is an "incremental process" in that, "that which we learn increases with the number
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of experiences or trials" (Walters & Bergiel 1989: 188).

People have differing intelligence capacities and varying abilities to learn. Intelligence is
normally distributed within the population with some individuals having an intelligence
quotient that is much higher than average and others having one that is largely below average.
"Highly intelligent consumers are capable of learning more quickly and are often interested
in learning different types of information about products than consumers of lower intelligence.
They tend to be more critical of unjustified advertising claims and often have different

readership habits than do other consumers " (Loudon & Della Bitta 1988: 454).

A distinction can be made between distributed and massed practice schedules. The former
refers to learning sessions that are separated by rest intervals. Massed practice refers to

learning periods without rest periods.

Cognisance should be given to these factors when designing promotional materials and
developing marketing strategies in order to optimize the degree of consumer learning and
ensure successful marketing effort. The development of effective methods to minimize

forgetting on the part of the consumer demands some knowledge of human memory.

3.44 MEMORY

Learning is relatively permanent because memory provides the means for storing what has

been learned. Memory consists of three interrelated components which refer to sensory
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memory, short-term memory and long-term memory. Consumers’ first response is to search
for information relevant to a purchasing problem in their internal memory. Furthermore,
"memory has major interactions with many other components of choice processes" such as
perception, information acquisition and decision processes (Bettman 1986: 261). It is therefore
evident that "memory and decision processes interact” (Simonson, Huber & Payne 1988: 574).
A knowledge of the three components of memory is necessary in order for marketers to obtain

an understanding of consumer learning and behaviour.

3.44.1 THE COMPONENTS OF MEMORY

Information is first received by sensory memory (Figure 3.16). Input is in the form of
sensations that have been produced by the sensory receptors. Memory registers exist for
sensations being produced via the sensory organs. Sensory memory process information on
the basis of physical features such as, colour, size and shape. Information is stored for only
a fraction of a second and will be lost as a result of decay "unless sufficient attention is
allocated to it so that it can be analyzed and transferred to short-term memory for further

processing” (Loudon & Della Bitta 1988: 458).
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FIGURE 3.16

A REPRESENTATION OF MEMORY SYSTEMS
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(Loudon, D. & Della Bitta, A.J. 1988. Consumer Behaviour: Concepts and Applications.

New York: McGraw-Hill Book Company. p. 458).

Short-term memory is a portion of memory "activated to temporarily store and process
information in order to interpret it and comprehend its meaning" (loudon & Della Bitta 1988:
458). This is achieved by integrating the incoming information with that which is stored in
long-term memory. Short-term memory is much longer than sensory memory but is still brief.
Individuals can encode information by means of chunking, which is a "method of assembling
information into a type of organised unit having a more understandable or familiar form to

the individual" (Loudon & Della Bitta 1988: 458).
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Rehearsal is needed to maintain information in short-term memory or to transfer it to
long-term memory (Figure 3.16). If rehearsal does not take place, the data will be forgotten
as a result of decay. Short-term memory can be described in terms of two kinds of
information processing activities which relate to maintenance rehearsal and elaborative
rehearsal. Maintenance rehearsal is "the continual repetition of a piece of information in order
to hold it in current memory for use in problem solving or transferral to long-term memory"
(Hawkins, Best & Coney 1986: 343). Elaborative activities are the use of stored experiences,
values, beliefs, attitudes and feelings to interpret and evaluate information in short-term
memory as well as to integrate the old and the new information. Elaborative activities

redefine or add new components to memory.

Long-term memory is a rather permanent storage for information that has been sufficiently
processed (Figure 3.16). In order for information to be stored in long-term memory the
individual must attach meaning to it. By means of elaborate rehearsal, the individual uses his
existing knowledge to analyse incoming information and store it "in a way that is consistent

with his existing cognitive structure" (Loudon & Della Bitta 1988: 459).

The extent to which the consumer successfully integrates the information with existing
knowledge will determine how well that information can be retained and made accessible for
future use. Instead of just decaying over time, information may be forgotten from long-term
memory as a result of other learning interfering with the stored data. The greater the
resemblance between the different sets of information, the stronger will be the interference

with each other. Information that is not forgotten remains in long-term memory until the
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cycle begins again and it becomes necessary to retrieve the stored information.

3.44.2 RETRIEVAL OF INFORMATION

Retrieval of information is a means of transferring data from long-term memory to short-term
memory in order to process it into an organised package of meaningful information. Several
factors influence the process of retrieval:

* The extent of original learning influences the ease of retrieval. The more thoroughly the
material is learned, the easier it is to obtain the stored information.

* The goal of learning influences the restoration of information. It would be easier to recall
information if the consumer’s initial goal was to commit the data into memory.

* The acquisition of information depends on the context of the situation which provides
stimuli which dictate which portion of long-term memory and what type of information
should be assessed. When a context initiates a search of long-term memory, "activated
concepts as well as material they are linked to are likely to be retrieved and reach conscious
attention" (Loudon & Della Bitta 1988: 465). The integrated information may then be
diffused with other data in short-term memory and be modified or enlarged for use in a
variety of situations. Elaborative rehearsal in short-term memory formulates a meaningful
pattern of information acquired from the environment, from inferences and cognitive

structures and the acquisition of information from long-term memory.

Undoubtedly, the process, theories, elements and concepts of learning together with the

components of memory have implications in marketing that must be considered in order to
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ensure success in marketing effort, consumer satisfaction and learning and repeat purchases.

3.4.5 THE IMPORTANCE OF LEARNING AND MEMORY IN MARKETING

Learning and memory are meaningful in marketing because without these variables consumers
will be ignorant of the existence and nature of products and all awareness effort will be in

vain.

Knowledge of some of the learning theories could contribute towards a greater appreciation
by marketing managers of the process consumers go through when becoming aware of a
product or a service. As a result of the classical conditioning theory, marketers associate their
products with specific positive stimuli. Such connections can have a substantial effect on the
success of the product in the marketplace. The marketer has a powerful means "for creating
an environment in which buyer’s responses will lead to profits for the firm" (Horton 1984:

144).

Instrumental conditioning is beneficial in marketing because the theory stresses the principle
of reinforcement. Consumers will only repurchase an item when they achieve satisfaction.
The objective of all marketing strategy should be to determine consumers’ needs, develop
marketing strategies accordingly and "reinforce the consumer through product satisfaction”

(Assael 1987: 70). Such a strategy will ensure repeat purchase behaviour and brand loyalty.
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Furthermore, principles of instrumental conditioning can be applied to advertising and sales
promotions. The function of advertisements is to increase the consumers’ anticipation of
reinforcement. This can be achieved by communicating the benefits of the product to the
consumers and thereby convince them they would attain satisfaction by buying that product.
The role of sales promotion "is to create an initial inducement to try the product” by means
of providing free samples, coupons, discounts or a price deal as an incentive (Assael 1987:
70). Once the incentive is withdrawn, the consumer will continue to buy the product if it
derives satisfaction. These strategies will only be successful if the product "is a source of
satisfaction and reinforcement” because advertising and discounts cannot support a poor

quality product for a long period of time (Assael 1987: 70).

The behaviourist approach to learning is concerned simply with the development of
connections between stimuli and responses rather than cognitive structures. This approach is
most relevant when the cognitive activity of the consumer is minimal or in low-involvement
situations, for example, in the purchases of toothpaste or paper towels. The reasoning is when
the individual is in a passive state, "it is easier to establish a link between a product and a
positive stimulus” (Assael 1987: 72). Alternatively, the cognitive learning theory is more
suitable for the purchase of involving products, for example, the purchases of cars and
furniture. In such situations, problem-solving behaviour incorporates the processes of

information search and brand evaluation.

The concepts or principles of consumer learning are useful in marketing since they reflect how

learning takes place and how it can be optimized. The proper application of these learning
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principles can be extremely useful to the marketer as it can serve as guidelines for developing

effective marketing programmes.

The behaviour modification principle stems from the learning theories and provides an explicit
structure that can be used by marketing managers, particularly in low-involvement purchase
situations, to make their decisions more efficiently and effectively. Each time marketers
implement "a product, price, promotion or distribution decision", they alter the environment
in which consumer decision-making takes place (Horton 1984: 162). Marketers engage in such
activities because they anticipate that a change in the surroundings will cause consumers to

adjust their behaviour accordingly and in such a manner that would benefit the firm.

The aim of promotional messages is to place specific information in consumers’ memories or
to rearrange existing information. They provide material in such a way so as to maximise its
receipt, processing and retention and make retrieval of information easier. A variety of
memory concepts have significant implications for advertising. Marketers need to consider
these generalizations when developing promotional materials since effective advertising is a
source of repeat purchases and loyalty to brands. However, these are general guidelines
regarding consumers’ memory and do not apply in every situation. Effective advertising can
be achieved when the marketer takes cognisance of the following eight guidelines:

* "Advertising messages with unique aspects have a greater potential for being remembered”

(Loudon & Della Bitta 1988: 467). Messages containing novel ideas prevent the

information from being affected by the interference process of forgetting.
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* Information presented at the beginning and the end of a message has the greatest chance
of being retained.

* Messages should encourage immediate rehearsal of information since rehearsal stimulates
its retention.

* The amount of information an advertiser presents should "be tailored to the amount of time
available for processing and the way the information can be packaged" (Loudon & Della
Bitta 1988: 467).

* Advertisers should adopt suitable techniques of chunking information for consumers so that
they can provide these individuals with more information within the restricted time or space.

* Packages and point-of-purchase displays should be designed in such a way that they contain
the same cues used in advertisements for the product.

* "Material retained in long-term memory can be quite different than the information

presented in a learning situation" (Loudon & Della Bitta 1988: 467).

Material that is meaningful to the individual is learned quicker and has a greater chance

of being retained than information that is not. Advertisements should be designed in such

a way that they stimulate consumers’ mental involvement and make the message more

meaningful to them.

These guidelines can ensure effective marketing strategies when used appropriately and in due
consideration of the potential target market. Furthermore, marketers may use the knowledge
of how consumers learn attitudes, differentiate between brands, and develop consumption
patterns to design marketing programmes that influence the development of positive consumer

behaviour patterns. However, effective marketing techniques also depends on yet another

145



individual influencing variable, namely, personality and self- concept.

3.5 PERSONALITY AND SELF-CONCEPT

Consumer decision-making is influenced by the psychological make-up of the individual. The
entire composition of a person’s character can be attributed to two psychological variables
which relate to personality and self-concept. These factors provide marketers with knowledge
needed in order to understand consumer behaviour. Personality and self-concept assists
marketers in understanding consumers’ basic states, store preferences, media choice, reaction
to advertising, packaging, product and brand choice and other aspects of consumer behaviour.
These variables provide insight into the patterns and processes consumers undergo when

making product and brand choices as well as in other facets of consumer behaviour.

3.5.1 THE DEFINITION AND NATURE OF PERSONALITY

Personality is "the dynamic organization within the individual of those psychophysical systems
that determine his characteristic behaviour and thought" (Allport 1961: 28). This definition
stresses the importance of the organisation of the person’s traits, which is dynamic and
variable. According to Schiffman and Kanuk (1983: 85) personality "comprises those inner
psychological characteristics that both determine and reflect how a person responds to his or
her environment". This definition includes a behavioural tendency to reflect how a person’s
personality "will tend to influence his or her actions and reactions to environmental situations"

(Loudon & Della Bitta 1988: 477).
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Byrne (1974: 26) defines personality as "the culmination of all relatively enduring dimensions
of individual differences on which he (an individual) can be measured”. This definition
emphasizes the existence of individual differences and focuses on unique characteristics.
Personality is integrative in nature since it comprises of "a complex of elements" that are
mutually interactive (McNeal 1982: 83). Personality includes the interactions of numerous
processes which incorporate an individual’s moods, values, attitudes, motives, needs,
knowledge and routine techniques of reacting to situations. Needs, attitudes and knowledge
are the essential elements of personality. Having identified the sources of personality, it

becomes necessary to analyse them together with the development of personality.

3.5.2 SOURCES AND DEVELOPMENT OF PERSONALITY

Attitudes, knowledge and needs that make up personality develops as the individual gets older.

Figure 3.17 portrays the development of personality and its relationship to behaviour.
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FIGURE 3.17
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(McNeal, J.U. 1982. Consumer Behaviour: An Integrative Approach. Canada: Little,

Brown and Company (Canada) Limited. p. 85).

Figure 3.17 indicates that a person’s personality develops as a result of socialization. "With
the development of personality, the individual is able to use the accumulated information to
perceive elements of his environment, to make decisions, and to take proper actions in order
to achieve a variety of goals (need satisfaction)" (McNeal 1982: 84). As individuals socialize

throughout life, their personalities develop and is modified accordingly.

A person develops attitudes and knowledge about consumer behaviour at an early age. Parents
teach their children the art of consumption and the use of money by the age of five. "By the

time a youngster is ten or twelve, he is a fairly sophisticated consumer and has developed a
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collection of attitudes and knowledge about consumer behaviour” (McNeal 1982: 85). These
consumer-related attitudes and behaviour continues to grow and may change or remain forever
and influence adult consumer buying patterns. In order for marketers to have a knowledge
of consumer consumption patterns, it is beneficial for them to understand where and how

personality fits into the model of consumer behaviour.

3.5.3 PERSONALITY AND THE BASIC MODEL OF CONSUMER BEHAVIOUR

FIGURE 3.18

GENERAL MODEL OF CONSUMER BEHAVIOUR
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(Adapted from McNeal, J.U. 1982. Consumer Behaviour: An Integrative Approach.

Canada: Little, Brown and Company (Canada) Limited. p. 24).
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In Figure 3.18 line (a) attaches personality to cognition in order to indicate that all information
used in the cognitive activities is eventually obtained from the personality. All environmental
influences are initially internalized or stored in the personality before it is utilized.
Furthermore, arrow (b) indicates that after an event of consumer or any other behaviour, "all
new or modified attitudes and knowledge (cognitions) are recorded in the personality”
(McNeal 1982: 90). Hence, it becomes necessary to analyse personality as a causal variable

in consumer behaviour.

3.5.4 PERSONALITY AS A CAUSAL FACTOR IN CONSUMER BEHAVIOUR

Personality directs consumer behaviour and regulates it. The attitudes and knowledge that
make up personality "are records of past experience and representative of the individual’s
needs" (McNeal 1982: 91). When consumers are exposed to products and stores, their
personalities direct them in their reactions to these goods and stores. Furthermore, Woods
(1960) found consumer choice is not only a product of the personality of the purchaser but
also the "character of the product” itself (McNeal 1982: 90). Woods (1960) divided the
personality of consumers into six types:

* A Habit-determined Group: This refers to a group of brand-loyal consumers who have

a tendency of being satisfied with the last product or brand purchased.
* A Cognitive Group: Consumers are "sensitive to national claims" and are "only

conditionally brand loyal" (McNeal 1982: 91).

* A Price-cognitive Group: These consumers make their purchase decisions solely on the

basis of price.

150



* An Impulse Group: Purchases are made on the basis of the physical appeal of the product
and are rather insensitive to brand names.

* A group of emotional reactors: They tend to be "responsive to what products symbolize"
and are heavily directed by "images" (McNeal 1982: 91).

* A Group of New Consumers: This group is "not yet stabilized with respect to the
psychological dimensions of consumer behaviour" (McNeal 1982: 91).

Woods based this classification on the consistencies in consumer behaviour. Marketers aim

to define and understand the relationship between personality and various patterns of consumer

behaviour. In their attempts to understand the concept of personality, they have developed

numerous methods for measuring this individual influencing variable.

3.5.5 MEASURING PERSONALITY

Four approaches are used to measure the multi-dimensional character of personality:-

In the rating method one or more evaluators assess predetermined personality characteristics
of a person on a number of standardized rating scales. The evaluation may be undertaken on
the basis of an informal interview with the individual or an observation of the person’s
behaviour either in a controlled setting or in the subject’s daily environment. The end results
may be influenced by the type of scale used for evaluation, "the personality characteristics

chosen for study, and the skills of evaluators" (Loudon & Della Bitta 1988: 477).

The situational method depicts a real-life situation. An artificially created situation is used

"to elicit the behaviour which is to be rated” (Huysamen 1988: 109). A group of people
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interact with each other on a given subject matter and the behaviours of the individuals are

observed and measured.

Projective techniques are developed to get an individual "spontaneously to project his or her
underlying needs, thoughts and feelings into stories that are written in response to ambiguous
stimuli" (Zaltman & Wallendorf 1983: 391). The most popular projective techniques are the

Rorschach Inkblot Test and the Thematic Apperception Test or the TAT.

A major limitation of the rating methods, situational tests and the projective techniques is that
they involve subjectivity on the part of the evaluator in scoring. Furthermore, these methods
demand a tremendous amount of time and effort to set up, administer and evaluate the tests.

To alleviate these problems, inventory schemes have been developed.

The personality inventory exposes subjects to numerous standardized questions with
prespecified answer options from which they can choose. The most widely used personality
inventory is the Minnesota Multiphasic Personality Inventory or the MMPI. In such
inventories, the same personality characteristics "are addressed through a variety of different
statements” (Loudon & Della Bitta 1988: 479). This minimizes the chances of subjects

manipulating the results of their tests, and enables one to evaluate aspects of personality

from different perspectives.

These methods of measuring personality can be useful to marketers in attempting to

understand consumer behaviour. When aiming to predict buyer behaviour, marketing
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managers can also draw on the theories of personality.

3.5.6 PERSONALITY THEORIES

Personality measures have been based on four personality theories. These are the
psychoanalytic theories, the social theories, the stimulus-response theories and the trait and

factor theories.

According to Freud, the father of the psychoanalytic theories, the person’s total personality
develops and is defined by the interactions among the id, ego and superego. The dynamic
interaction of these components gives rise to unconscious motivations that are disclosed in
observed human behaviour. "A vast portion of our behaviour is unconsciously motivated or
affected by subconscious factors that only occasionally reach the individual’s conscious level
of awareness" (Loudon & Della Bitta 1988: 480). In order to understand the causes of
behaviour and the interactions of personality, it iS necessary to interpret the factors that

influence consumers at the unconscious and subconscious levels.

Freud’s main contribution to consumer decisions is the idea that consumers are motivated by
both conscious and unconscious forces. Consumers’ decisions to purchase are based, at least
to some degree, on unconscious motivations. When analysing product appeals the marketing
manager not only takes cognisance of the conscious, rational elements of the product but also
the consumer’s unconscious intentions. "A product is much more than simply its physical

attributes. It represents many things to the consumer, depending upon its shape, color, texture,
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packaging, and promotional campaign" (Zaltman & Wallendorf 1983: 402).

Freud’s theory maintains that sexuality pervades all of individual’s thoughts and actions. The
implication is that "the more a product appeals to unconscious sexual desires, the greater will
be the consumer’s interest in the product” (Zaltman & Wallendorf 1983: 402). If this stance
is valid, it is necessary to include implicit sexual content in appeals, such as, the shape of a
container. Not all Freudian applications to marketing are restricted to sex as "wish fulfillment,
fantasy, aggression, and escape from life’s pressures are Freudian theories upon which some

appeals are based" (Loudon & Della Bitta 1988: 481).

Marketers need to be aware of the symbolic nature of their products and packaging. "The
more aware a marketer is of the unconscious symbolic meaning of products, packages, logos
and advertisements, the more likely these symbolic meanings will be used to make the product
more attractive" (Zaltman & Wallendorf 1988: 402). The purchase of a product can lead to
conflicts between the id, ego and superego components. A promotional strategy developed
"to appeal to that aspect of the personality least likely to desire the product" should assist in
minimizing the conflict (Zaltman & Wallendorf 1983: 405). The less a purchase triggers

conflict within the personality, the greater the chances of the act of purchase.

An understanding of Freud’s psychoanalytic theory highlights the choice consumers make

together with the products they purchase that are in keeping with their conscious and

unconscious motives and their personalities.
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Social theories reject Freud’s id-based theory of personality and maintain that a person
develops a personality through numerous attempts to interact with others in a social setting.
These theories differ from Freud’s in two important ways. Firstly, they maintain that "social
variables rather than biological drives are most important in personality development" (Assael
1987: 282). Secondly, conscious motives are more significant than unconscious ones and
"behavioural motivation is directed to meet those needs" (Engel, Blackwell & Miniard 1986:

248).

The social theorists or neo-Freudians viewed individuals "as striving to overcome feelings of
inferiority and searching for ways to obtain love, security and brotherhood" and to perfect

themselves (Loudon & Della Bitta 1988: 483).

Horney (1967: 272) identified ten major needs that arise as a result of individual’s search for
solutions to problems and interaction with others in the social environment. Horney classified
these ten needs into three major orientations:

* Complaint orientation relates to the tendency to move towards people and stresses the
need for love, approval and affection. "These individuals tend to exhibit large amounts of
empathy and humility, and are unselfish" (Loudon & Della Bitta 1988: 483).

* Aggressive orientation refers to those who move away from people. These individuals
stress the desire for power, strength and the ability to manipulate other people.

* Detached orientation refers to individuals who move away from people and stress the need
for "independence, freedom, and self-reliance” in their interactions with others (Loudon &

Della Bitta 1988: 483). A significant factor is that no strong emotional bond develops
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between themselves and other people.

A complaint-aggressive-detached scale was developed to measure an individual’s interpersonal
orientations within a consumer context. The findings indicated that individuals having different

personality types used different products and brands.

Stimulus-response theories maintain that personality results "from habitual responses to
specific and generalized cues" (Loudon & Della Bitta 1988: 484). Theorists such as Pavlov
and Skinner believe personality "is a set of structures and processes" that are learned from
stimulus-response situations which are continuously reinforced, either positively or negatively
(Markin 1974: 342). Personality is shaped as a consequence of learning experiences.
Therefore, learning and personality development is viewed as "a complex cognitive process”
incorporating, reasoning, problem-solving and goal-striving behaviour as well as "complex
information-processing", involving motivation and perceptual processes (Markin 1974: 342).
Personality development and determination are a product of the stimuli to which the individual

is exposed.

The trait and factor theory postulates that a person’s personality is composed of "definite
predispositional attributes called traits" (Engel, Blackwell & Miniard 1990: 329). A
personality trait is "any human characteristic, distinctive from other characteristics and

consistent in effect, that distinguishes the behaviour of one individual from another" (Walters

& Bergiel 1989: 405).
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The trait and factor theory is based on three propositions:

* Traits are common to many people and individuals differ in the degree to which they
possess these tendencies.

* Individuals possess "relatively stable behavioural tendencies” (Loudon & Della Bitta 1988:
484).

* "Traits can be inferred from the measurement of behavioural indicators” (Engel, Blackwell

& Miniard 1986: 249).

The trait and factor theory is a quantitative approach to the study of personality. Alpert
(1972: 89) found that personality relates to specific attributes of product choice. Common
traits that affect consumer behaviour include activity, masculinity, independence, achievement,
anxiety, sociability, dominance, adaptability, aggressiveness, seriousness and emotional control
(Walters & Bergiel 1983: 407). Ego-defensive mechanisms, taste, self-concept and guilt traits
are crucial to consumer decision-making because they play a significant role in making each
consumer’s reaction to market variables unique. Personality traits also play a role in
identifying consumer groups. By identifying a group of consumer displaying common
personality traits, the marketer can determine which appeals will best suit this group and

thereby be motivating.

Personality studies have often resulted in conflicting conclusions or even if a relationship is
unanimously determined, it is too weak to be of any practical value to the marketer. This
problem can be attributed "to inappropriate research methods and an inadequate understanding

of the role of personality in influencing consumers” (Loudon & Della Bitta 1988: 485).
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Future research needs to be continuously developed and must incorporate more relevant tests
of consumers’ personalities. A step in this direction is the use of psychographics for

understanding consumers.

3.5.7 PSYCHOGRAPHICS

Psychographics is "the systematic use of relevant activity, interest, and opinion constructs to
quantitatively explore and explain the communicating, purchasing, and consuming behaviours
of persons for brands, products, and clusters of products" (Loudon & Della Bitta 1988: 118).
It provides an overall picture of individuals’ lifestyles, including their purchase behaviour.

Psychographic research "is quantitative research intended to place consumers on psychological
- as distinguished from solely demographic - dimensions" (Hawkins, Best & Coney 1989:
402). Such profiles provide marketers with "a characteristic and unique image of lifestyle"
including the advantage of product-specific segmentation of the market, in that "the groups

delineated during analysis are sharply defined in terms of their usage of a product or service"

(du Plessis et al. 1990: 124).

Psychographics attempted to resolve two limitations that exist in personality inventories and
motivational research. Firstly, "psychographics promise to be less abstract and more directly
related to consumer situations than standardized personality testing" (Loudon & Della Bitta
1988: 487). Secondly, psychographic inventories enable more efficient and objective measures

of consumers’ desires than the lengthy interview techniques of motivational research.
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Psychographics measure activities (A), interests (I) and opinions (O). AIO statements used
in psychographic research may be general or specific. The specific approach focuses on
statements "that are product-specific and that identify benefits associated with the product or
brand" (Engel, Blackwell & Miniard 1990: 345). Since psychographics measure the basic
determinants of consumer behaviour which refers to activities, interests and opinions, its
contribution to the understanding of consumer behaviour is undeniable. The major areas of
application of psychographics are the segmentation and development of profiles of target
markets, positioning and repositioning of goods and services, devising promotional campaigns

and designing marketing channels.

Psychographics may be used as a basis for segmentation where the marketing manager aims
to categorize consumers into groups on the basis of general lifestyle traits so that they have
similar lifestyles. By using psychographics, subjects respond to a questionnaire comprising
of "AIO’s, product usage, media consumption, and demographic items" (Loudon & Della Bitta
1988: 120). Thereafter, the marketer uses statistical measures such as clustering, to classify
people into distinct groups. Each category depicts a different pattern of needs for the
purchases and use of goods and services. By means of psychographics the marketers can

direct their products to appeal to one or more segments.

Psychographics can also be used by marketers to successfully develop and target the
marketing mixes. It is often used "as a spring-board to the development of new products
based on the identification of unserved market segments”" (Loudon & Della Bitta 1988: 124).

Psychographics serve two functions in this regard. It assists marketers in highlighting
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unsatisfied needs of consumers and aids in "strategic life-cycle planning" by indicating
circumstances where marketing efforts should be redesigned to correspond with prevailing

market conditions.

Psychographics is most extensively used in the area of developing promotional campaigns.
An understanding of consumer lifestyle is beneficial to the marketer especially with regards
to the use of media by consumers. "Personality characteristics provide a richness in describing
segments of the consumer market that may assist copywriters and may guide advertising
content" (Assael 1987: 286). Therefore, psychographics is most advantageous for the selection
and scheduling of media since it can enlighten the marketer on the "appropriate vehicles to

use in reaching target markets" (Loudon & Della Bitta 1988: 124).

Psychographics is also beneficial in designing marketing channels for goods and services.
The aim of distribution systems is to best place the products and services that consumers
demand for a profit. The best strategy and place is often difficult to attain due to changing
lifestyles.  Psychographics can provide useful information for the design of marketing
channels. The importance of psychographic research in the study of consumer behaviour is

evident when some specific influences of personality on consumer behaviour are analysed.

3.5.8 SPECIFIC INFLUENCES OF PERSONALITY ON CONSUMER BEHAVIOUR

Two specific influences of personality on consumer behaviour relate to shopping and product

use.
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3.5.8.1 SHOPPING AND PERSONALITY

People tend to patronize shops that correspond with their personalities and to select stores that
enhance their self-images. "Any store has a larger personality, a total image of many more
meanings in the consumer’s mind than that of a place for day-to-day transactions. Prices and
savings only represent one area of what the customer thinks and feels about the store. Far
more than any bargain triggers, the overall store atmosphere (or personality or image) is the
determinant of regular buying, of the preselection of the customer body" (McNeal 1982: 91).

A person shops in the store that meets the prerequisites established in one’s personality.

Stone (1954) identified four types of shoppers. The "economic' shopper is one who holds
strong attitudes about the price-quality relationships as w¢11 as an assortment of products
(McNeal 1982: 92). The "personalizing' customer prefers a personal and friendly
relationship with the personnel of the store (McNeal 1982: 92). The "ethical" shopper
possesses "favourable attitudes toward small independent businesses" and prefers "to help the
little guy out” (McNeal 1982: 92). The "apathetic' consumer views shopping as a difficult
and annoying task (McNeal 1982: 92). It is evident that personality influences consumers’

selection of stores as well as their shopping behaviour.

3.5.8.2 PRODUCT USE AND PERSONALITY

Personality plays a significant role in the use of products. Consumers attach psychological

meanings to products. Past experiences are crucial in product-consumer interactions because
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consumers’ "positive and negative reactions” to products are basically extentions of their
"attitudes and knowledge" (McNeal 1982: 93). For example, Martineau (1954) undertook a
study on the influence of personality on the ownership of automobiles. He found personality
characteristics that influence car purchases are "self-assertiveness, competition, rivalry, desire
for authority and self-importance, and the desire for power" (McNeal 1982: 93). This study
emphasizes that personality influences consumers’ choice of products and brands and has

implications for consumer behaviour.

3.5.9 THE IMPORTANCE OF PERSONALITY IN MARKETING

Personality and its traits are determinants in consumer behaviour. As a result, personality
theory has numerous applications for understanding and predicting the behaviours of
consumers. Marketing managers use personality characteristics for "segmenting markets,
positioning products, establishing media guidelines and introducing new products" (du Plessis
et al. 1990: 122). By using personality factors marketers are able to define target markets and
develop the goods and services that will appeal to particular types of personalities. In
addition, personality variables enable marketers to design promotional strategies effectively

so as to appeal to the personality traits of existing target markets.

Since personality influences store selection and shopping behaviour, marketers should design
store environments in such a manner that it corresponds with particular types of consumer
personality. Furthermore, "because personality is so basic to consumer behaviour, one can

intuitively expect to find important relationships between personality and product use"
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(McNeal 1982: 95). A knowledge of such relationships would enable marketers to produce

more effective marketing of products and services as well as greater consumer satisfaction.

The consumer’s personality does not remain constant over different situations. The individual
must be perceived as a dynamic entity. Marketers recognise that "the entire personality and
the entire situation forms a particular configuration who acts, not the individual personality

trait" (Sparks & Tucker 1971: 68).

Marketers engaged in the study of personality and its relationship to consumer behaviour need
to consider the use of psychographics. "Instead of being used alone, personality traits are
combined with information on activities, interests, opinions, demographics and other measures
to profile, not predict, consumers and their behaviour" (Loudon & Della Bitta 1988: 488).
Marketers can benefit by using psychographics as it enables them to develop composite
profiles of consumer types and to humanize the information collected from consumers.
Undoubtedly, the personality of the product and store must be matched with the personality
of the consumer. It is undeniable that a knowledge of personality will provide a better
understanding of consumer behaviour and will also enable the occurrence of successful
marketing. However, consumers’ choice of stores and preference and purchase of products,

brands and services, is not only influenced by customer personality but also by the

individual’s self-concept.
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3.5.10 SELF-CONCEPT

Personality tests allocate consumer responses into predetermined classifications or traits.
Descriptions of consumers are made by outside observers. However, in the theory of
self-concept consumers provide descriptions of themselves. This technique is advantageous
because the way in which consumers perceive themselves may differ significantly from the
way in which others perceive them. The self-concept approach is beneficial when analysing
possible relationships between how people perceive themselves and what behaviour they

display as consumers.

3.5.10.1 THE DEFINITION AND NATURE OF SELF-CONCEPT

The self-concept may be defined as "the individual as perceived by that individual in a
socially determined frame of reference" (Loudon & Della Bitta 1988: 488). It "is what one
is aware of, one’s attitudes and feelings, perceptions, and evaluations of oneself” (Markin
1974: 123).This individual influencing variable is cognitively developed as a result of one’s
social experience and evaluative interactions with others in society. Self-concepts emerge "as
an adaptive consequence of environmental encounter” (Woods 1981: 296). The self-concept
is an integral part of one’s personality and "is of basic influence on behaviour" (McNeal 1982:

87). It is necessary to analyse how consumers’ self-concepts can have an influence on their

behaviour in the marketplace.
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3.5.10.2 SELF-CONCEPT AND CONSUMER BEHAVIOUR

Individuals’ self-concepts can have an influence on their behaviour as consumers. The image
consumers have of themselves are influential in the way they perceive products and services.
For example, consumers may prefer specific brands because they view them as reflecting their
own image or one that they aspire to possess. Therefore, it is necessary to analyse the variety

of dimensions of the self as well as its influence on consumer behaviour.

a) ALTERNATIVE DIMENSIONS OF SELF

Two perspectives of self can be identified in the field of consumer behaviour which refer to
the single-component theories and the multiple-component theories. The former focuses on
the actual self and is based on the assumption "that individuals have a concept of self, based
on who they think they are" (du Plessis et al. 1990: 122). The multiple-component theories
account for two or more dimensions of the self. The simplest model maintains that in addition
to the actual self, there exists the ideal self which is based on what consumers think they
would like to be. The social self is "the perception of oneself as one believes others actually
perceive him to be" (Loudon & Della Bitta 1988: 491). Individuals see themselves "through
the eyes of other persons" (Engel, Blackwell & Kollat 1978: 141). The ideal self is "the
perception of one’s image as he would like others to have of him" (Loudon & Della Bitta
1988: 491). The expressive self is "the ideal self or the social self, depending on situational
and social factors" (Loudon & Della Bitta 1988: 491). There is a definite relationship between

the actual and the ideal self-concept. A basic motivation, according to self-concept theory,
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"is to achieve the ideal self-concept, or at least to move towards an ideal self- concept”
(Hawkins, Best & Coney 1989: 397). Thus, consumers engage in behaviours, such as, product

purchase, that they perceive will enhance the attainment of their ideal self-concept.

b) CONSUMER BEHAVIOUR AND SELF-CONCEPT/PRODUCT IMAGE

CONGRUENCE

Consumers’ self-concepts are the product of psychological development and social interaction.
Since consumers value their self-concepts they "will act to define, protect, and further it"
(Loudon & Della Bitta 1988: 493). Consumers perceive products and brands as having images
of symbolic meanings. Consumer behaviour is motivated towards enhancing the self-concept
by means of consuming goods that have symbolic meaning. It is evident that not only do
consumers’ self-concept influence the products they choose but the products they select
frequently influences their self-image. The brands consumers prefer are those that they

perceive as having images which are consistent with their self-concept (Figure 3.19).
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FIGURE 3.19
A MODEL OF THE BRAND CHOICE PROCESS AS A FUNCTION OF

SELF-IMAGE AND BRAND IMAGE
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(Loudon, D. & Della Bitta, A.J. 1988. Consumer Behaviour: Concepts and Applications.

New York: McGraw-Hill Book Company. p. 493).

It is evident that before self-concept can be a .relevant marketing tool, there needs to be a
relationship between self-concept and brand or product image. Furthermore, "for this to
impact purchase and consumpﬁon there has to be both expected and actual satisfaction"
(Hawkins, Best & Coney 1989: 400). The product or brand purchased must contribute to the
actualization of the desired self-concept. While consumers prefer brands that are similar to
their self-concepts, the extent to which they would be drawn to the products depends on the
symbolism of the product class. In addition, the situation may influence the degree to which
a product or store would further an individual’s self-concept. Not all products are considered
as being descriptive of self. "The strength of the relationship between preferences and

congruency with self-concept may vary across product categories” (Malhotra 1988: 23).
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Hence, consumers’ self-concepts serve as a guide for many product and brand choices (Figure

3.20).

FIGURE 3.20

THE RELATIONSHIP BETWEEN SELF-CONCEPT AND BRAND-IMAGE
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(Hawkins, D.I., Best, R.J. & Coney, K.A. 1989. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 400).

Figure 3.20 indicates that much of the acquisition and use of goods is really related to the
self-identity, self-enhancement, self-extension and self-esteem. "We buy goods to enhance or
complement our own self-images, and therefore at the heart of consumer activity lies the urge

to match our self-images with the image of a product, a brand, a store or a company" (Markin

1974: 124).
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The implication is that the self-concept theory can strategically be used in designing the
product, positioning product images and predicting the behaviour of consumers towards
numerous brands. However, utilising self-concept requires that we be able to measure it. The
most common measurement approach is the semantic differential. This approach can be used
to ensure a match between "the self-concept (actual or ideal) of a target market, the product
concept, and the characteristics of an advertising spokesperson" (Hawkins, Best & Coney
1989: 398). Since marketing managers strive to develop new products and new appeals for

consumers, they need to take cognisance of the self-concept variable.

3.5.10.3 THE IMPORTANCE OF SELF-CONCEPT IN MARKETING

The self-concept is a powerful variable which has numerous implications and applications in
the field of consumer behaviour. The notion of the self-concept has been utilised in

segmenting markets, advertising, packaging, personal selling, product development and

retailing.

Companies segment markets into more homogenous groups in terms of self-concept profiles.
This assists marketers in designing total marketing programmes and is beneficial since
"decisions based on markets segmented by consumer self-images operationalize the marketing
concept by viewing the consumer from the consumer’s own point of view" (Loudon & Della
Bitta 1988: 497). "Messages about self are an important consideration in a variety of
consumption choices" and the self-image concept can be used in a variety of aspects of

promotion (Swartz 1983: 59).
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Retailers have a knowledge of how consumers perceive their store. This is important since
consumer segments with different self- images also exists within the trading area of any given
store. It is possible that there exists an incongruence between the store’s and the consumers’
self-image. Marketers determine the market segment to which the store is appealing.
"Decisions must then be made on the appropriate target segments. This could entail
adjustments of the store’s image in order to coincide better with the self-images of target

patrons" (Loudon & Della Bitta 1988: 498).

Analysis of consumers’ and brand images can also assist marketers in developing products.
New brands can be introduced on the basis of consumer self-concept profiles for which there

exists no corresponding brand images.

Although it 1s evident that personality and self-concept are influential variables in consumer

choice, purchases and consumption, attitudes are a determinant of consumer behaviour.

3.6 ATTITUDES

Attitudes conceptualise consumers’ evaluations of a particular product or service and can
provide useful information to marketers. They are closely linked to the purchases of a brand
and market share. By understanding the attitudes of consumers marketers are able to
effectively develop new products and reposition existing ones, create advertising campaigns,
predict consumer brand preference and consumer purchase behaviour. Furthermore, a

knowledge of consumer attitudes enables the marketer to improve the marketing mix thereby
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improving consumers’ attitudes. The success of any marketing programme depends upon the

understanding of how attitudes are developed and how they influence consumer behaviour.

3.6.1 THE DEFINITION AND NATURE OF ATTITUDES

3.6.1.1 THE DEFINITION OF ATTITUDES

An attitude is "a learned predisposition to respond in a consistently favourable or unfavourable
manner with respect to a given object, subject, idea or behaviour”" (du Plessis et al. 1990:
104). The fact that attitudes are ’learned’ indicates they will be the result of information
received and the influences exerted upon consumers as well as consumer experiences. The
notion of ’predispositions to respond’ means attitudes are related to consumer’s actual
behaviours. Knowing a consumer’s attitude towards a specific product would enable
marketers to understand how that individual would react to that product in the future. Since
people tend to hold particular attitudes for rather long periods of time, attitudes are consistent

or relatively enduring. However, attitude change is possible.

It is therefore, evident that an attitude is more than "a person’s overall evaluation of a
concept” (Peter & Olson 1990: 137). It is "an enduring organization of m'otivational,
emotional, perceptual and cognitive process with respect to some aspect of the individual’s
world" (Loudon & Della Bitta 1988: 504). Consumers’ attitudes comprises of "what
consumers know or believe, how they feel or evaluate something, and how likely they are to

act on it" (Settle & Alreck 1989: 119). This definition emphasizes that attitudes are made up

of components.
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3.6.1.2 THE COMPONENTS OF ATTITUDES

Since behaviour is actually a combination of mental, emotional and physical dimensions, a
three component view of attitudes exists. This "tripartite model assumes that attitudes have
an affective, cognitive and behavioural component, with each varying on an evaluative

dimension" (Chaiken & Stangor 1987: 577) (Figure 3.21).

FIGURE 3.21
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(Hawkins, D.I., Best, R.J. & Coney, K.A. 1989. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 434).

The cognitive component refers to "the knowledge, beliefs, and opinions the person has about

the attitude object” (Wilkie 1986: 451). In order to hold an attitude toward some product or

service, consumers must have some amount of information. In attempts to encourage
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purchases, marketers ensure that potential buyers have enough information and the data is

correct.

The affective component reflects an individual’s "general feelings or emotions toward an
object" (Zikmund 1989: 358). One’s feelings about a product, advertisement, service or other
object is associated with one’s beliefs or cognitions. Feelings are often formed as a result of
evaluating specific attributes of a product. However, feelings can precede and influence
cognitions. An individual may develop a liking for a product through classical conditioning
"without acquiring any cognitive beliefs about the product” (Hawkins, Best & Coney 19809:

438). This initial feeling can influence an individual’s reaction to the product itself.

The behavioural component reflects "buying intentions and behavioural expectations" and
represents a predisposition to act (Zikmund 1989: 358). People are more likely to act on
attitudes if they are directly related to obtaining important goals, are central "to consumers’

value structures" and are closely linked with other relevant attitudes (Settle & Alreck 1989:

122).

"There is a tendency for attitudes, cognitions and behaviours to be consistently related”
(Thomas 1971: 26) such that "a change in one attitude component tends to produce related

changes in the other components" (Hawkins, Best & Coney 1989: 438) (Figure 3.22).
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FIGURE 3.22
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(Hawkins, D.I., Best, R.J. & Coney, K.A. 1989. Consumer Behaviour: Implications for

Marketing Strategy. 3rd Edition. Texas: Business Publications, Inc. p. 439).

The component consistency tendency is basic to much marketing strategy. Marketers aim to
influence consumers. However, since it is difficult to directly impact on behaviour and cause
consumers to purchase products, they aim to uigger the intended action by providing stimuli,
for example, package information and advertisements, ﬂlat will influence a belief or feeling
concerning the product. In this manner, behaviour is indirectly influenced since the three

components of attitudes are consistent with each other. Since attitudes are a crucial ingredient

in determining and planning marketing programmes, it is necessary to analyse its
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characteristics.

3.6.1.3 THE CHARACTERISTICS OF ATTITUDES

Attitudes "must have an object" or "a focal point" (Loudon & Della Bitta 1988: 505). The
object may be an abstract terminology like behaviourism; a tangible product such as a
bicycle; a physical item, for example, a product, or an action which relates to purchasing a
product. Furthermore, the object can be one or a group of items or a specific or a general

one.

Attitudes express how individuals feel towards objects. It therefore, depicts direction, degree
and intensity. Direction means that a person is either favourably or unfavourably disposed
towards an object. Degree relates to the extent to which the individual likes or dislikes the
object. Intensity refers to "the level of sureness or confidence of expression about the object,

or how strongly a person feels about his or her conviction" (Loudon & Della Bitta 1988: 505).

A knowledge of the intensity of an attitude is invaluable to marketers. Firstly, it can affect
"the strength of the relationship between attitudes and behaviours” (Engel, Blackwell &
Miniard 1990: 302). Behaviour is generally guided by attitudes with a high level of
confidence. When the level of confidence is low, consumers may feel unsafe to act upon
existing attitudes and search for further information before the act of purchases. Secondly, an
understanding of the concept of intensity is required since confidence can influence an

attitude’s susceptibility to change. Attitudes that are held with greater confidence become
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more resistant to change. The direction, degree and intensity of individual’s attitudes towards
products provide marketers with an indication of their willingness "to act toward, or purchase,

the product" (Loudon & Della Bitta 1988: 506).

Attitudes have structure, are organised, have ‘'internal consistency and possess
inter-attitudinal centrality" (Loudon & Della Bitta 1988: 506). Attitudes closely related to the
consumer’s values and self-concept have a high degree of centrality. Attitudes are not isolated
but are associated with each other into a complex entity so that a certain degree of consistency

must exist between them in order to prevent conflict.

Attitudes "tend to be stable, to have varying degrees of salience and to be generalizable"
(Loudon & Della Bitta 1988: 506). Since they cluster together, they "persist over a long
period of time" (LaBarbera & Mazursky 1983: 402). Furthermore, the longer attitudes are
held, the stronger they tend to become and the larger is their resistance to change. This can
be attributed to the fact that attitudes tend to be generalizable. Very often an individual’s
attitude toward a specific product tends to generalize toward a class of products. Furthermore,

among all of the attributes in a person’s attitudinal structure, some are more salient than

others.

Attitudes are learned since they are formed as a result of individual’s personal experiences,
information acquisition and exposure to friends, salespersons, family and media. Since
"learning precedes attitude formation and change" the principle of learning can assist

marketing managers in developing and changing the attitudes of consumers (Loudon & Della
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Bitta 1988: 507).

It is evident that attitudes play a crucial role in the behaviour of consumers. Needs are the
goals consumers aim for in making a purchase. Attitudes are the consumers’ evaluations of
the ability of alternative brands or products to fulfill these needs. Needs influence attitudes
which in turn impacts on purchases. However, attitudes depend on the level of purchase

involvement.

3.6.1.4 ATTITUDES AND THE LEVEL OF INVOLVEMENT IN DECISION-MAKING

a) ATTITUDES IN HIGH INVOLVEMENT DECISIONS

In high involvement decisions attitudes are part of a hierarchy of effects that result in a
purchase decision. Consumers first form beliefs about a product or brand, evaluates it and
then decides whether or not to purchase it. "Beliefs about a brand are formed based on a
consumer’s perceptions of the brand’s attributes" (Assael 1987: 176). The extent to which the
product or brand has the attributes consumers need is called "perceived instrumentality”
(Assael 1987: 176). The greater the extent of perceived instrumentality, the better the

probability of positive brand or product attitude. In addition, brand or product evaluation will

influence the consumer’s intention to buy (Figure 3.23).
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FIGURE 3.23

ATTITUDE AND NEED COMPONENTS IN THE PURCHASE DECISION
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(Assael, H. 1987. Consumer Behaviour and Marketing Action. 3rd Edition. Boston,

Massachusetts: Kent Publishing Company. p. 177).

Figure 3.23 illustrates the link between brand or product beliefs, brand or product evaluations
and intention to buy and emphasizes that beliefs influence evaluations and the consequent

intentions to buy. Hence, the cognitive-affective-conative components of attitudes.

b) ATTITUDES IN LOW INVOLVEMENT DECISIONS

"Attitudes do not have as central a role in low involvement as in high involvement decisions"
(Assael 1987: 178). Consumers often purchase low involvement products without forming a
definite attitude toward the brand and thus, attitudes do not have the same predictive power

in low as in high involvement purchases. Beliefs are formed about a brand in a passive way.
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Although attitudes may lack predictive value in low involvement decisions, they have
diagnostic value. Marketers can determine the beliefs formed about the firm’s brands. This
information influences the firm’s brand positioning and advertising strategies. Furthermore,
attitudes formed after a low involvement purchases may influence future purchases, even if

they are weak ones.

3.6.2 THE FUNCTIONS OF ATTITUDES

Attitudes serve four key functions for the individual which relate to the adjustment function,
the ego-defensive function, the value- expressive function, and the knowledge function. Any
particular attitude may perform one or more of these functions. "Each of these functions
relate to the individual’s predisposition toward products, stores, or methods of purchase"

(Walters & Bergiel 1989: 183).

The adjustment function "directs people toward pleasurable or rewarding objects and away
from unpleasant, undesirable ones" (Loudon & Della Bitta 1988: 507) and is "utilitarian" in
nature (Wilkie 1986: 453). It helps consumers to maximize reward and minimize punishment
as they undergo the realities of their environment. Consumers’ attitudes are a product of their

perceptions of what is need satisfying and what causes pain.

Attitudes protect consumers’ egos and self-images "from threats to their self-identities and
feelings of personal warmth" (Wilkie 1986: 453). The ego-defensive function "aids the

consumer in dealing with inner conflict by protecting the self-image from hostile elements in
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the environment" (Walter & Bergiel 1989: 184). The consumer develops defense mechanisms,
rationalizes and prevents criticisms that damage the ego. "Advertising appeals to the ego-
defensive nature of attitudes by demonstrating the benefits of product usage or the risks of

nonusage" (Assael 1987: 182).

In the value-expressive function consumer attitudes "allow strongly held personal values to
be expressed in consumer behaviour" (Wilkie 1986: 453). Attitudes express the consumers’
self-concept and value system. Value-expressive attitudes give consumers an opportunity to
show "how they feel about the world around them", what they stand for and "to identify the
things they believe to be important in life" (Settle & Alreck 1989: 114). Thus, the theory
supporting the value-expressive function "provides a useful connection between the nature of
the ’inner self” and the external world" (Wilkie 1986: 453). This can account for the fact that
consumers select brands and stores which possess images corresponding with their own
self-image. Promotional strategy often appeal to the value-expressive nature of attitudes by
implying that the use or purchase of a particular product or service will lead to enhancement

of self, achievement or independence.

The knowledge function of attitudes gives order, definition and meaning to the person’s
environment. The organisation of knowledge also reduces uncertainty and confusion and
assists the individual in dealing efficiently and effectively with new information. Attitudes are
"storehouses of ready information about the consumer goods in the marketplace" (Settle &
Alreck 1989: 116). Consumers need not reevaluate their preferences, habits, lifestyles or

values for each new purchasing situation since "internal knowledge easily recalled thus

180



simplifies our interaction with the world around us" (Walters & Bergiel 1989: 185).

It is evident that attitudes have varying functions. "The function that is served will affect the
individual’s overall evaluation of an object" (Assael 1987: 183). Attitudes are the source of

consumer action.

3.6.3 THE SOURCES OF ATTITUDE DEVELOPMENT

"All attitudes ultimately develop from human needs and the values that people place upon
objects that satisfy those perceived needs" (Loudon & Della Bitta 1988: 508). Thus, it is
advantageous to determine the sources that make individuals realize their needs, their
importance to individuals and how consumer’s attitudes develop towards objects that fulfill

desires.

3.6.3.1 PERSONAL EXPERIENCE

Consumers constantly come in contact with existing and new objects in their environment.
They evaluate new ones and re-analyse old objects. This process of evaluation assist
individuals in developing attitudes toward objects. Past experiences influence attitudes and
condition future behaviour. "Our direct experiences with sales representatives, products,
services and stores help to create and shape our attitudes toward those market objects”
(Loudon & Della Bitta 1988: 508). However, the evaluation of such direct contacts are

influenced by the individual’s needs, selective perception and personality.
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3.6.3.2 GROUP ASSOCIATIONS

Individuals are influenced by the members in the groups to which they belong. Consumer
attitudes are largely shaped by groups that they value and with which they associate. A

person’s attitude development is strongly influenced by three main groups:

The family is the most influential group in developing an individual’s attitudes. "Parents
orient a child’s early thinking, and this influence on attitudes is often so strong that it carries
over to adult life" (Loudon & Della Bitta 1988: 509). There also exists pervasive peer group
influence on attitudes and buying behaviour. The norms, standards and influence of important
groups in the individual’s work and social life exerts a strong impact on their attitudes to
various objects. Furthermore, culture and subculture "results in a sense of identification
about who we are, and it strongly affects attitudes about a variety of objects in our

environment” (Loudon & Della Bitta 1988: 509).

3.6.3.3. INFLUENTIAL OTHERS

Influential individuals like respected friends, relatives and experts, also form and change
consumers’ attitudes. Opinion leaders who are admired by their followers may strongly
influence the latter’s attitudes and purchase behaviour. In addition, sales representatives can
also positively influence consumers’ attitudes, especially when they express opinions that
correspond with the consumer’s point of view and when they are perceived as having some

degree of expertise regarding the product or service.
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It is apparent that numerous sources provide customers with information and influence about
products, services, stores and other objects. A better understanding of the role of attitudes in

consumer behaviour can be derived from an analysis of the attitude theories and models.

3.6.4 ATTITUDE THEORIES AND MODELS

Attitude theories are concerned with how attitudes develop and change. Three classical
theories are the congruity, balance and cognitive dissonance. These theories are based upon
the consistency principle, which states that "the human mind strives to maintain harmony or
consistency among currently perceived attitudes" (Loudon & Della Bitta 1988: 510). If the
mind senses an inconsistency in its attitude structure, mental tension arises and the individual

works toward a consistent structure.

3.6.4.1 CONGRUITY

When consumers are in a state of incongruity, they experience an uncomfortable tension state
that must be resolved. Marketers adopt various strategies in ensuring conflict resolution. The
congruity principle is used often in promotional efforts. Advertisements of products, services,
organisations and brand frequently entail celebrities. The intention is to encourage consumers
who maintain positive attitudes toward a source "to develop a positive value association

between the source and the object” (Loudon & Della Bitta 1988: 512).
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3.6.4.2 BALANCE THEORY

According to the balance theory, "a person perceives his or her environment in terms of traits"
(Loudon & Della Bitta 1988: 512). Individuals see themselves "as being involved in a
triangular relationship in which all three elements (persons, ideas, and things) have either
positive (liking, favourable) or negative (disliking, unfavourable) relationships with each other"
(Loudon & Della Bitta 1988: 512). This relationship is called "sentiment" (Loudon & Della
Bitta 1988: 512). In the balance theory, the model is unbalanced if the multiplicative
relationship among the three components is negative. Alternatively, the model is balanced if

the multiplicative relationship is positive.

An unbalanced relationship produces tension for the individual. The consumer can choose to
live with the tension and not act to resolve it. Alternatively, if sufficient tension is produced,
it is possible that attitude change will occur concerning one element in the triad in order to
restore a balanced system. "Rationalization can help to change our perceptions of relationships
and thus, our attitudes" (Loudon & Della Bitta 1988: 513). This emphasizes the principle of
the balance theory that "a person seeks to achieve balance between evaluations and beliefs"

(Assael 1987: 186).

3.6.4.3 COGNITIVE DISSONANCE

Cognitive dissonance is a psychological state which occurs when an individual perceives "that

two cognitions (thoughts), both of which he believes to be true, do not ’fit’ together" or seem
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inconsistent” (Loudon & Della Bitta 1988: 513). The dissonance that arises produces tension
and motivates the person to harmonize inconsistent components and decrease the psychological

tension.

Dissonance can occur either as a result of any logical inconsistency, when an individual
"experiences an inconsistency either between his attitude and his behaviour or between two
of his behaviours" or "when a strongly held expectation is disconfirmed" (Loudon & Della
Bitta 1988: 513). Individuals experiencing cognitive dissonance can reduce it either by means
of rationalization, by seeking additional information that is consistent with their behaviours
or by "either eliminating or altering some of the dissonent elements" (Loudon & Della Bitta
1988: 514). According to cognitive dissonance theory, "attitudes change to conform to

previous behaviour, thus reducing post-purchase conflict" (Assael 1987: 195).

Whilst marketers need to know whether consumers hold positive or negative attitudes toward
their products, it is also beneficial for them to have a knowledge of the basis or reasons for
these attitudes and to examine the relationship between consumer’s product knowledge and
their product attitudes in terms of product features or attributes. This can be achieved via the

use of multi-attribute attitude models.

3.6.44 MULTI-ATTRIBUTE ATTITUDE MODELS

Multi-attribute models of attitudes "consider attitudes in the light of selected product attributes

or beliefs" (du Plessis et al. 1990: 107). The best known of these models is the Fishbein
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Multi-attribute Model.

a) THE FISHBEIN MULTI-ATTRIBUTE ATTITUDE MODEL

The key proposition in Fishbein’s theory is that "the evaluations of salient beliefs causes
overall attitude”" (Peter & Olson 1990: 143). People form attitudes towards objects "on the
basis of their beliefs (perceptions and knowledge) about these objects" (Loudon & Della Bitta
1988: 515). "Salient beliefs are those activated from memory and considered by the person
in a given situation” (Mitchell & Olson 1981: 318). Beliefs are formed by processing
information which is derived from direct experiences with objects and from communication
about them acquired from other sources. Information processing leads to cognitions or beliefs
about products which in turn, result in attitudes involved in the evaluation of products.
Fishbein’s model is formulated such that individuals’ overall attitude toward some object is
derived from their beliefs and feelings about various attributes of the object. Hence, the

concept multi-attribute attitude model.

The model includes the cognitive or belief and the affective or evaluation components of
attitudes. Two major elements of Fishbein’s multi-attribute model are the strengths and
evaluations of the salient beliefs. Belief strength is "the perceived probability of association
between an object and its relevant attributes or consequences" (Peter & Olson 1990: 144).
The strength of consumers’ product or brand beliefs is influenced by past experiences with
the object. "Beliefs based on direct experience tend to have a greater impact on attitude”

(Peter & Olson 1990: 145). Associated with each salient beliefs is an evaluation that reflects
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"how favourably the consumer perceives that attribute or consequence” (Peter & Olson 1990:
146). The evaluations of the salient beliefs affect the overall attitude in proportion to the
strength of each belief. Strong beliefs about positive attributes have greater effects of attitude
than do weak ones about equally positive features. Similarly, "negative evalutation reduce the
favourability of attitude in proportion to their belief weights™" (Peter & Olson 1990: 146). It
is therefore evident that the overall attitude toward an object can be obtained "by multiplying
the belief score by the evaluation score for each attribute and then summing across all relevant

beliefs to obtain the value of attitude" (Loudon & Della Bitta 1988: 516).

In addition to being multi-attribute in nature, Fishbein’s model in also compensatory.
However, this model, like other multi-attribute ones, cannot be used to successfully predict
the behaviour of consumers. To rectify this problem Fishbein developed a Behavioural

Intentions Model.

b) FISHBEIN’S BEHAVIOURAL INTENTIONS MODEL

Fishbein’s Behavioural Intentions Model maintains that an individual’s behaviour is "a
function of his intention to behave in a certain manner and other intervening factors" (Loudon
& Della Bitta 1990: 519) (Figure 3.24). The intention to behave cannot perfectly predict
behaviour since a favourable attitude does not necessarily imply purchase, nor does an
unfavourable attitude imply non-purchase. "Many factors may intervene between the various
components. These may include the price of the product, or the fact that "other more practical

considerations have to be accounted for" (Chorn 1984: 14).
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FIGURE 3.24
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(Loudon, D. & Della Bitta, A.J. 1988. Consumer Behaviour: Concepts and Applications.

New York: McGraw-Hill Book Company. p. 519).

Behavioural intentions results from "a person’s attitudes toward performing the behaviour in
question and the person’s subjective perception of the norm concerning the behaviour"
(Zaltman & Wallendorf 1983: 433). The subjective perception of a norm is the individual’s
perception of how others will look upon that behaviour. The exact nature of the individual’s
behavioural intentions will depend on the relative influence of each of these factors. For some
behaviour the attitude one has toward performing that behaviour will be more important and

will have more weight in determining the behavioural intention than the subjective perception

188



of the norm with regards to that behaviour. However, for some behaviours the subjective

perception of the norm will be more valuable.

Fishbein’s behavioural intentions model can be distinguished from his multi-attribute model
in that in the former "beliefs and evaluations are about certain actions and the consequences
of these actions", unlike in the latter where it is about attributes of an object (Loudon & Della

Bitta 1988: 520).

The subjective or social norm component "effects consumers’ perceptions of what they think
other people want them to do" (Peter & Olson 1990: 156). Subjective norms also take
cognisance of how motivated a person is to comply with that reference group’s norms.
Consequently, "the model basically represents an attempt to combine cognitive influences with

interpersonal and group influences" (Kassarjian 1982: 627).

The consumer’s intention to perform a behaviour, for example, buying a product, is simply
a result of the individual’s attitude toward the act of going out and purchasing the item,
towards all the activities and experiences incorporated into that consumption process as well
as perceptions about the social desirability of purchasing or using the product. "Attitude
generally affects behaviour indirectly through intentions" (Bettman 1986: 268). "Behavioural
intentions involve not only attitudes and subjective norms, but the relative weights or
importance of each component as well" (Zaltman & Wallendorf 1983: 436). Furthermore, this
theory proposed that attitude towards the act and subjective norms combine to influence the

behavioural intentions and "their relative influence varies from situation to situation” (Peter
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& Olson 1990: 157).

It is evident that the multi-attribute models have widespread use for both academic marketers
and marketing managers. Multi-attribute models provide more than just a procedure for
measuring attitudes but also a powerful and effective means for diagnosing marketing
problems and developing solutions to these problems. Since many marketing strategies are
aimed at affecting consumers’ general attitudes toward products and brands, "marketers can
use changes in attitude to measure the success of those strategies" (Peter & Olson 1990: 149).
The trend in attitudes towards the object over time can be beneficial in monitoring consumers’
feelings about a brand and the competitive brands being marketed. Furthermore, the potential
advantage of multi-attribute models over unidimensional models is that it provides an
understanding of the attitudinal structure. "Diagnosis of brand strengths and weakness on
relevant product attributes can then be used to suggest specific changes in a brand and its
marketing support" (Loudon & Della Bitta 1988: 518). Furthermore, multi-attribute models
have intuitive appeal. Markers see goods and services as possessing need or motive satisfying
properties. The attributes of the object are the means which satisfy consumers’ motives. The
importance of the multi-attribute approach is apparent in the strategic applications of needs
and attitudes. "Consumers ratings of product attributes play a key part in evaluating the
positioning of new products, the maintenance of attitudes for existing products, and the
effectiveness of advertising in influencing or changing consumer beliefs" (Assael 1987: 180).
Multi-attribute data are relatively easy to collect and evaluate. In addition, "multi-attribute
models developed out of specific psychological theories in which the formation of buyers’

attitudes is tied to more basic psychological processes" (Horton 1984: 170).
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Fishbein’s improvement from the multi-attribute attitude model to the behavioural intentions
model enabled marketers to predict the behaviour of consumers more effectively. In addition,
the second model enables marketers to determine the factor influencing consumers’ intentions
to behave. These attitudinal and subjective norm components can enable diagnosis of reasons
for behaviour, and also "suggest alternative marketing strategies for effecting changes in
consumers’ attitudes and intentions to behave" (Loudon & Della Bitta 1988: 523). However,
the successful use of the multi-attribute models would depend on the quality of the

measurement procedures associated with it" (du Plessis et al. 1990: 110).

3.6.5 ATTITUDE MEASUREMENT

Attitude measurement involves determining the intensity of consumers attitudes. Attitudes
"are constructs developed by researchers to help explain a psychological phenomenon" and
should be measured indirectly (Zaltman & Wallendorf 1983: 449). It is difficult to measure
attitudes because consumers may not know what their attitudes are or "how to articulate those
attitudes” and the researcher has to accept the information provided by the consumers as being
accurate. An attitude not held by the consumer may be created as a result of the attitude
measurement question. Also, "there may be social norms or other situational factors operating

that may influence the subjects’ willingness or ability to respond to some types of questions"

(Zaltman & Wallendorf 1983: 449).

A distinction can be made between qualitative and quantitative attitude research methods,

Qualitative methods like depth interviews and focus groups are useful in providing a
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knowledge of the nature of attitudes. Depth interviews involve "an often lengthy, detailed,
face-to-face interview" between the researcher and the subject (du Plessis et al. 1990: 110).
The questioning procedure is open-ended and aims to encourage subjects to reveal their inner
thoughts and beliefs. "With the open questioning, respondents are presented with a question
that invites expression of attitude, as well as beliefs, arguments for or against, or behaviour,
relative to an object" (Lastovicka & Bonfield 1982: 63). Focus groups involve similar methods
with the exception that a small group of subjects is interviewed in depth. Both methods

attempt to shed light on inner thoughts, attitudes and beliefs.

Quantitative research is often used "when marketers need information that is representative
of the attitudes of a defined market segment" (du Plessis et al. 1990: 110). The most common
quantitative technique of attitude measurement is attitude scaling. An attitude scale may be
described as a rating scale "in which a subject indicates the extent to which he agrees (or
disagrees) with particular statements" (Huysamen 1988: 111). Three most common attitude

scaling procedures include Likert scales, semantic differential scales and rank-order scales.

3.6.6 THE IMPORTANCE OF ATTITUDES IN MARKETING

Marketers have a definite interest in consumers’ attitudes and knowledge because "if they can
have an influence on purchase-related attitudes and knowledge, they believe they can influence
purchase behaviour” (McNeal 1982: 111). Marketers are interested in defining and measuring
attitudes because attitudes can help to predict consumer behaviour, determine consumers’

preferences, describe consumer segments and evaluate marketing strategy.
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One of the major reasons marketers have been interested in attitudes is that they are believed
to be the basis for actual behaviour. Once knowledge is obtained, "attitudes are the
intervening cognitive element before a purchase is made" (McNeal 1982: 114). An
examination of attitudes should thus provide strong clues to buyer behaviour. The attitude
behaviour relationship assumes that "attitudes cause, reflect, or at least correlate substantially
with behaviour" (Schuman & Johnson 1976: 161). If a consumer has a favourable attitude
toward a brand or store, "it is usually assumed that the consumer will purchase that brand or
patronize that store" so that attitudes are a measure of the inclination to purchase (Zaltman

& Wallendorf 1983: 438).

Furthermore, attitudes and knowledge are the active elements in the consumer’s personality.
They do the mental work that is necessary to fulfill needs. Attitudes and knowledge play a
practical role in consumer behaviour especially with regards to product, store and brand
preferences. Product preference is the term used to describe "a set of favourable attitudes
toward a specific product” (McNeal 1982: 155). This concept subsumes both attitudes and
knowledge since one cannot hold a preference for a product without possessing knowledge
about it. It is necessary for marketers to determine the numerous attitudes of consumers in
order to have a knowledge of their preferences and dislikes. Consumers also hold attitudes
and knowledge about brands that translate into brand preferences. The value of brands, and
thus, preferences for them, is a function of consumers’ needs as reflected in their attitudes.
Furthermore, brand names "exert control over opinion and evaluation responses depending on
the initial attitude of the consumer” (Pierce & Belke 1988: 234). A knowledge of consumer

attitudes enables marketers to develop products and brands that would satisfy many consumers
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since "attitude toward a brand predisposes the prospective buyer to react to that brand in a
reasonably predictable manner" (Boote 1981: 39). Undoubtedly, the brand most liked by the

individual will be the one having the highest probability of selection in the market.

Like brand preferences, consumers frequently display store preferences. The latter "are
attitudes and knowledge relative to those stores that reflect the need of various consumers”
(McNeal 1982: 116). Marketers attempt to understand consumers’ reasons for visiting a store
or their "patronage motives" by eliciting attitudes and knowledge about stores (McNeal 1982:
116). Attitudes can be useful in describing consumer segments. Marketers could segment
consumers "according to their beliefs about the attributes or consequences of brands and
develop strategies based on those perceptions” (Peter & Olson 1990: 147). It is useful to
segment consumers based on the importance they attach on various attributes. Knowing the
salient beliefs underlying attitudes can suggest alternative persuasion strategies for attitude

change.

As diagnostic measures, consumer needs and attitudes are used in evaluating marketing
strategies.  Attitudes are crucial in evaluating alternative positionings for new product
concepts. The proper positioning depends on the needs of a defined target group and how it
rates the key attributes of the product. A knowledge of the attitudes of consumers will enable
the marketer to position the new product based on criteria that are rated favourably by the
potential target group. Products must be rated on the evaluative criteria when they "are
introduced into a test market prior to launch, as well as when they have been on the market

for some time" (Assael 1987: 179). Marketers should determine if the product has performed
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successfully on the key criteria. Furthermore, evaluation of the product may change over time
as needs change and new products enter the market. Marketers need to reassess the needs and
attitudes of consumers periodically in order to ensure consumer satisfaction. Furthermore, a
knowledge of attitudes is helpful in evaluating the effectiveness of advertising messages.

The models of attitudes enable a better understanding of consumer behaviour which is so
critical to marketers. In particular, the multi-attribute model provides knowledge relevant to
marketing strategy. The information can be used to suggest changes in brand attributes.
Multi-attribute analysis has important implications for new product development since
"discovering that current offerings fall short of the ideal brand would reveal an opportunity
for introducing a new offering that more closely resembles the ideal" (Engel, Blackwell &
Miniard 1990: 318). A multi-attribute model can also be used successfully to forecast the
market shares of new products. Furthermore, information regarding beliefs and evaluations
of consumers can be used "to suggest modifications of promotional messages to better
acquaint consumers with existing brand attributes", and to identify new market opportunities

(Loudon & Della Bitta 1988: 518).

The importance of a knowledge of attitudes in the study of consumer behaviour is evident.
Effective marketing strategy and effort cannot be attained without due consideration of this
individual influencing variable. However, although attitudes are reasonably consistent, they
do change. Marketers do develop strategies to change attitudes of consumers in attempts to
increase market share. Any change in attitudes alters the behaviour of consumers since the

cognitive-affective-conative components are consistent.

195



3.7 ATTITUDE CHANGE

3.7.1 ATTITUDE CHANGE AND THE DEGREE OF INVOLVEMENT

Attitude change is largely a function of the degree of involvement consumers are experiencing

with the product.

3.7.1.1 LOW-INVOLVEMENT STRATEGIES

Under low-involvement conditions consumers’ interest is too low "for evaluating product
attributes and forming beliefs about various brands" (Loudon & Della Bitta 1988: 531).
However, consumer attitudes are not necessarily based on their beliefs and cognitions.
Attitudes may also be changed when consumers develop positive reactions to an advertisement
used to promote a brand. Furthermore, consumers may develop attitudes based on experience
or post-purchase assessments. This implies that marketers deliver quality products so that the
consumer would develop favourable evaluations and consequently, positive brand or product

attitudes.

Another attitude change strategy for low-involvement conditions is to encourage individuals

to increase their levels of prepurchase involvement. This can firstly be done by:

* Linking the product to an involving state. For example, linking a brand of toothpaste to
problems of tooth decay and plaque. The implication is that attitude change will only occur

"when the change will better satisfy needs" (McNeal 1982: 111).
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*

Linking the product to a current personal situation. This technique involves targeting a

message to individuals when they are engaged in a product related activity.

*

Developing high involvement advertisements. The intention is to create an advertisement

that is linked to the product.

*

Changing the importance of product beliefs

* Announcing or introducing necessary product features

Consequently, these five strategies aim to increase involvement levels among individuals to
an extent to which "they will form attitudes prior to purchase and use these attitudes to
influence their purchase decisions" (Loudon & Della Bitta 1988: 532). However, different

strategies are used by marketers in high involvement conditions.

3.7.1.2 HIGH-INVOLVEMENT STRATEGIES

Under high-involvement strategies the marketer can either change attitudes toward a brand or
attitudes about behaving toward a brand. The latter is more closely linked to the consumer’s
intention to purchase. Numerous strategies may be adopted in altering consumers’ attitudes
toward behaviour (Figure 3.25). Behavioural modification, as indicated in Fishbein’s model,
is the outcome of changes in behavioural intentions. This refers to changes related to attitudes

towards the behaviour and subjective norms concerning the behaviour, or other situational

factors.

Attitude change can be brought about by changing existing beliefs about the outcomes of

behaviour. Consumers frequently maintain incomplete or incorrect beliefs about the outcomes
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of consuming specific brands. Marketers modify these beliefs in such a manner that they

positively influence attitudes and increase the intentions to buy. This is achieved by:

* Ensuring that the advertisements focus on brand beliefs

* Changing consumers’ evaluation of the outcomes of a specific action. Very often
consumers may believe that using a brand will result in certain outcomes, but these
consequences are not positively evaluated. Marketers adopt measures to increase
evaluations of the outcomes and enhance consumer attitudes.

* Introducing "new belief/evaluation combination" (Loudon & Della Bitta 1988: 533).
Marketers do this by adding or eliminating product attributes or emphasizing the presence
or absence of existing product features in terms of their favourable outcomes for the
consumer. Another strategy <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>