              Outline of Chapter 6

              BEHAVIORAL DIMENSIONS OF

              THE CONSUMER MARKET

              Introduction 

              Consumer Behavior--Why Do

              They Buy What They Buy? 

              The Behavioral Sciences Help

              You Understand the Buying

              Process 

              Economic needs affect most

              buying decisions 

                Economic Buyers--people who

                know all the facts and logically

                compare choices in terms of

                cost and value received to get

                the greatest satisfaction from

                spending their time and

                money.

                Economic Needs--needs

                concerned with making the

                best use of a consumer's time

                and money--as the consumer

                judges it.

                  Overhead 57 "Examples of

                  Economic Needs"

              How we will view consumer

              behavior

                  Transparency 45

                  "Simplified Buyer Behavior

                  Model"

                  Transparency 46 (Exhibit

                  6-1) "A Model of Buyer

                  Behavior" 

              PSYCHOLOGICAL

              INFLUENCES WITHIN AN

              INDIVIDUAL

                  Overhead 58

                  "Psychological

                  (intra-personal) Variables" 

              Needs motivate consumers

                Needs--the basic forces that

                motivate a person to do

                something.

                Wants--"needs" that are

                learned during a person's life.

                Drive--a strong stimulus that

                encourages action to reduce a

                need.

              Consumers seek benefits to

              meet needs

                  Overhead 59 (Exhibit 6-2)

                  "Possible Needs Motivating

                  a Person to Some Action" 

              Several needs at the same time

                Physiological Needs--biological

                needs such as food, drink,

                rest, and sex.

                Safety Needs--needs

                concerned with protection and

                physical well-being (perhaps

                involving health food,

                medicine, and exercise).

                Social Needs--needs

                concerned with love,

                friendship, status, and

                esteem--things that involve a

                person's interaction with

                others.

                Personal Needs--an

                individual's need for personal

                satisfaction--unrelated to what

                others think or do.

                  Transparency 47 (Exhibit

                  6-3) "The PSSP Hierarchy

                  of Needs"

                Perception determines what

                consumers see and feel

                  Transparency 48 "Selective

                  Processes"

                Perception--how we gather

                and interpret information from

                the world around us.

                Selective Exposure--our eyes

                and minds seek out and notice

                only information that interests

                us.

                Selective Perception--people

                screen out or modify ideas,

                messages, and information

                that conflict with previously

                learned attitudes and beliefs.

                Selective Retention--people

                remember only what they want

                to remember.

                Learning determines what

                response is likely

                Learning--a change in a

                person's thought processes

                caused by prior experience.

                Cues--products, signs, ads,

                and other stimuli in the

                environment.

                Response--an effort to satisfy

                a drive.

                Reinforcement--occurs in the

                learning process when the

                consumer's response is

                followed by satisfaction--that

                is, reduction in the drive.

                  Transparency 49 (Exhibit

                  6-4) "The Learning

                  Process"

                Positive cues help a marketing

                mix 

                Many needs are culturally

                learned 

                Attitudes relate to buying 

                Attitude--a person's point of

                view toward something.

                Belief--a person's opinion

                about something.

                Try to understand attitudes

                and beliefs

                Most marketers work with

                existing attitudes

                Ethical issues may arise

                Meeting expectations is

                important

                Expectation--an outcome or

                event that a person anticipates

                or looks forward to.

                Personality affects how people

                see things 

                Psychographics focus on

                activities, interests, and

                opinions

                Psychographics or Lifestyle

                Analysis--the analysis of a

                person's day-to-day pattern of

                living as expressed in that

                person's Activities, Interests,

                and Opinions--sometimes

                referred to as "AIOs."

                  Transparency 50

                  "Psychographics"

                  Overhead 60 (Exhibit 6-5)

                  "Lifestyle Dimensions (and

                  some related demographic

                  dimensions)" 

              SOCIAL INFLUENCES AFFECT

              CONSUMER BEHAVIOR 

                  Overhead 61 "Social

                  (inter-personal) Influences

                  on Consumers"

                Who is the real decision maker

                in family purchases?

                Family considerations may

                overwhelm personal ones

                Social class affects attitudes,

                values, and buying

                SOCIAL CLASS--a group of

                people who have

                approximately equal social

                position as viewed by others in

                the society.

                  Overhead 62 (Exhibit 6-6)

                  "Characteristics and

                  Relative Size of Different

                  Social Class Groups in the

                  United States"

                What do these classes mean?

                  Overhead 63

                  "Characteristics and

                  Attitudes of Middle and

                  Lower Classes" 

                Reference groups are relevant

                too

                REFERENCE GROUP--the

                people to whom an individual

                looks when forming attitudes

                about a particular topic.

                Reaching the opinion leaders

                who are buyers

                OPINION LEADER--a person

                who influences others.

                Culture surrounds the other

                influences

                CULTURE--the whole set of

                beliefs, attitudes, and ways of

                doing things of a reasonably

                homogeneous set of people.

                Culture varies in international

                markets 

              INDIVIDUALS ARE AFFECTED

              BY THE PURCHASE SITUATION

                Purchase reason can vary

                Time affects what happens

                Surroundings affect buying too

              CONSUMERS USE

              PROBLEM-SOLVING

              PROCESSES

                  Transparency 51 (Exhibit

                  6-7) "An Expanded Model

                  of the Consumer

                  Problem-Solving Process" 

                Grid of evaluative criteria helps

                  Overhead 64 (Exhibit 6-8)

                  "Grid of Evaluative Criteria

                  for Three Car Brands"

                Three levels of problem solving

                are useful

                EXTENSIVE PROBLEM

                SOLVING--the type of

                problem-solving consumers

                use for a completely new or

                important need--when they put

                much effort into deciding how

                to satisfy it.

                LIMITED PROBLEM

                SOLVING--when consumers

                are willing to put some effort

                into deciding the best way to

                satisfy a need.

                ROUTINIZED RESPONSE

                BEHAVIOR--when consumers

                regularly select a particular

                way of satisfying a need when

                it occurs.

                LOW INVOLVEMENT

                PURCHASES--purchases that

                have little importance or

                relevance for the customer.

                  Transparency 52 (Exhibit

                  6-9) "Problem-Solving

                  Continuum"

                Problem solving is a learning

                process

                New concepts require an

                adoption process

                ADOPTION PROCESS--the

                steps individuals go through on

                the way to accepting or

                rejecting a new idea. 

              Dissonance may set in after the

              decision 

                DISSONANCE--tension

                caused by uncertainty about

                the rightness of a decision. 

              SEVERAL PROCESSES ARE

              RELATED AND RELEVANT TO

              STRATEGY PLANNING 

                  Overhead 65 (Exhibit 6-10)

                  "Relation of

                  Problem-Solving Process,

                  Adoption Process, and

                  Learning (given a

                  problem)"

              CONSUMER BEHAVIOR IN

              INTERNATIONAL MARKETS

              All the influences interact--often

              in subtle ways

              Watch out for stereotypes, and

              change

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 6

              Transparency 151

              (Tripod) "Bring Gen-X right to

              your doorstep with over 40 million

              pageviews each month."

              Tripod uses attention-getting

              photos to overcome selective

              exposure and to encourage target

              customers to retain information

              about Tripod's capabilities.

              Transparency 153

              (S&S Mills Carpet) "Shopping for

              new carpet? Don't get burned!"

              For most consumers, buying

              carpet is a high involvement

              decision and includes comparison

              shopping not only for price but

              also for factors such as style,

              color, and durability--as well as

              installation services.

              Transparency 157

              (Procter & Gamble) "We'd like to

              clear up a little confusion for your

              shoppers. There, that's better."

              P&G used different package

              designs for different flavors and

              formulas within its Crest

              toothpaste line to highlight the

              differences, but that tended to

              confuse consumers and make it

              harder to figure out what to buy.

              P&G addressed the problem by

              unifying its package design in a

              way that made it easier for

              consumers to evaluate the

              choices and find the right item.

              Transparency 158

              (Duncan Hines) "Word of mouth

              is that we taste best! Just what

              you want!"

              Economic needs affect many

              buying decisions, but for some

              purchases the behavioral

              influences on a consumer are

              more important.

              Transparency 159

              (BMW) "Yeee Ha."

              A product often needs to serve

              several needs at the same time!

              Transparency 171

              (Thomasville) "Pity, most of the

              time you're with it, your eyes will

              be closed."

              Economic needs affect many

              buying decisions, but for some

              purchases the behavioral

              influences are more important.

              Transparency 178

              (Wisconsin Bison Producers

              Association) "Once they were

              near extinction. Now they're just

              tasty."

              Most consumers don't think about

              bison when they're considering

              what to have for dinner, and if

              they did think about it they

              probably wouldn't have much of

              an idea of how it would taste.

              This ad wants consumers to

              believe that bison is tasty. But

              many consumers won't develop

              an attitude one way or the other

              until they try it.

              Transparency 189

              (Scientific Anglers-3M) "How

              deeply are you hooked?"

              Fly fishing fills a personal need

              experienced by a certain set of

              outdoor enthusiasts. It provides

              them with a sense of challenge,

              accomplishment, fun, freedom,

              and relaxation. These people are

              not price sensitive--they want the

              best products to "win" in the

              competition. 3M caters to this

              target market (and their

              higher-level needs) with it

              innovative line of Scientific

              Anglers.

              Transparency 192

              (Telecom Italia) "Nowadays in

              Rome it takes only six days to

              have a phone put in. And on the

              seventh day you are ready to say,

              'Hello!'"

              Consumer expectations and

              values vary from one culture to

              another. For example, in other

              parts of the world Americans are

              often viewed as impatient and

              always in a hurry. This may just

              be a sterotype that doesn't apply

              to every individual, but there is

              probably some truth to the idea

              that Americans expect things to

              work faster and more smoothly.

              In fact, most Americans would

              not be very understanding if their

              local telephone company took a

              week to install a phone, but

              Telecom Italia's ads proclaim that

              as a big service improvement

              over what Italians once accepted

              as normal.

              Transparency 199

              (Geo Prizm_General Motors)

              "97% of Prism owners would

              recommend Prizm to a friend.

              (But lending it to one...that's

              another story.)"

              Reference groups are the people

              to whom an individual looks when

              forming attitudes about a

              particular topic or product. If a

              friend recommends a product, the

              endorsement is likely to be taken

              more seriously than if a

              marketing source provided the

              same information.

              Transparency 202

              (Boy Scouts of America) "NASA

              didn't just say to Jim Lovell, 'Hey,

              you look like a good guy, want to

              go to the moon?'"

              It's difficult for an organization

              like the Boy Scouts of America to

              shape the attitudes of people who

              don't know much about what it

              does or its benefits, but

              associating its benefits with a cue

              that people do know can help to

              cut through selective perception.

              This stimulates higher

              involvement in thinking about the

              message.

              Transparency 203

              (Nissan) "Life is a journey. Enjoy

              the ride."

              Understanding the lifestyles of

              target customers has been

              especially helpful in providing

              ideas for advertising themes.

              Nissan's "Life is a journey, enjoy

              the ride" campaign is one

              example of a firm's efforts to build

              on life-style themes.

              Transparency 212

              (Tylenol-McN-PPC) "Do you want

              caffeine...or decaf with that

              headache?"

              Attitudes and beliefs affect a

              consumer's choice of products.

              Many consumers believe that one

              pain killer is about as good as

              another, but Tylenol wants to

              make it clear that it drives out

              headaches without relying on

              caffeine, an ingredient that is in

              Excedrin and other pain relievers

              but which some consumers do

              not want.

              Transparency 213

              (Triaminic-Novartis) "Don't put

              unnecessary medicine into this

              perfect little package. The right

              relief without the worry."

              This ad for Triaminic children's

              cold formula (which comes in a

              variety of symptom-specific

              formulas so that there are no side

              effects from unnecessary

              ingredients) recognizes parents'

              fears about overdosing their

              children, but does so without

              heightening parents' concern

              about using any medicine.

              Transparency 217

              (FSI Council) "Do consumers use

              coupons to make a shopping list?

              You can plan on it."

              Research suggests that many

              shoppers plan ahead for products

              they are going to purchase at the

              grocery store--in some cases

              based on the availability of

              price-off coupons. However,

              time-strapped consumers often

              just pick items from the shelf

              without much thought as they

              quickly move through the aisles

              of a supermarket. Brand

              familiarity, packaging, and other

              point-of-purchase cues are

              especially important in capturing

              business from this latter group.

              Transparency 220

              (Claritin) "Nothing but blue skies

              from now on. Escape allergies.

              Ask your doctor about a trial of

              nondrowsy, 24-hour Claritin."

              Claritin encourages consumers to

              ask their doctors about a trial of

              its product drug. An allergy

              sufferer who tries the new

              medication and gets relief may

              become a customer for life.

              PERSPECTIVES ON TEACHING

              CHAPTER 6--BEHAVIORAL

              DIMENSIONS OF THE

              CONSUMER MARKET

              It has been suggested that

              marketing managers are

              interested in consumer behavior

              and the behavioral dimensions of

              the consumer market for the

              same reasons that fisherman are

              interested in the behavior and

              habits of fish. Perhaps that is, in

              part, true. On the other hand,

              there is a big difference between

              the fisherman and the marketing

              manager. If the fisherman gets

              the fish on his hook--by whatever

              means--that fish doesn't continue

              to live in the pond and tell his

              "neighbors" about the experience

              he had. The fish doesn't get value

              out of what is happening--and

              hasn't entered into the

              arrangement on a voluntary

              basis. The fisherman also doesn't

              count on being able to catch the

              fish again the next time. By

              contrast, the marketing manager

              needs to understand the needs of

              consumers well enough that he

              can not only "catch" them once,

              but also do it in a way that is

              satisfying for the consumer--so

              that the consumer will come back

              again as a satisfied, repeat

              customer. And with a little luck

              the satisfied customer will tell a

              few friends about the experience

              and encourage them to purchase

              as well. Remember that

              customers won't come back time

              and again unless they get

              customer value from the

              experience.

              Understanding consumer needs

              well enough to be able to identify

              attractive new opportunities--and

              then to develop marketing mixes

              that will be really satisfying on an

              ongoing basis--is demanding. The

              basic objective of this chapter is

              to provide the student with

              frameworks to better analyze the

              influences of consumers' buying

              behavior.

              Although the chapter deals with

              fundamental issues of human

              behavior that a student may have

              been exposed to in another

              course--perhaps in psychology,

              sociology, or anthropology--the

              perspective here is different. The

              explanations, as well as the

              illustrations and examples,

              consider these behavioral

              dimensions from the perspective

              of marketing strategy planning.

              These ideas tie back quite directly

              to the ideas about customer

              analysis and market

              segmentation initially developed

              in Chapter 3 and overviewed in

              Exhibit 3-1. They also

              complement and supplement the

              more aggregative information in

              the previous chapter about

              demographic dimensions. It is

              useful to emphasize these

              linkages when the material in this

              chapter is introduced. The

              reminder can help students see

              that the knowledge base they are

              developing is cumulative, and that

              the ideas fit together into an

              integrated whole as part of the

              marketing strategy planning

              process (Exhibit 3-1).

              The chapter-opener example

              concerns Snackwell and how its

              strategy recognizes and responds

              to different types of consumer

              needs. Be certain that students

              see how this case integrates and

              highlights consideration of many

              of the social and psychological

              influences developed in this

              chapter. It also serves as an

              excellent basis for a discussion of

              how strategies can promote the

              building of close relationships

              with customers--rather than just

              one-time sales. Question 15 in

              the Questions and Problems at

              the end of the chapter (and

              discussed in the Instructor's

              Manual) can be used here with

              good effect. It asks students to

              study the Snackwell case and

              identify relevant concepts from

              the reading. Even if this question

              isn't assigned as homework it can

              be used as the basis for class

              discussion.

              The highlighted teaching case for

              this chapter (on page 163)

              focuses on Planters Fresh-Roast

              Peanuts in coffee-like packaging.

              It's an example of a strategy that

              did not work because it failed to

              consider the particulars of how

              consumers think and behave.

              Students often can give other

              good examples--from their own

              experience--of cases where a

              marketing strategy broke down

              because some fundamental

              aspect of consumer behavior was

              ignored.

              Another example in this chapter

              (on p. 168) focuses on consumer

              preferences in buying ice tea in

              Great Britain. It's a good case for

              talking about cultural influences,

              and can lead to some interesting

              discussion of whether or not

              marketing can change attitudes.

              There are not definitive "correct"

              answers on this, but it is

              important for students to

              internalize the idea that it's the

              customer's view of needs--not the

              marketing manager's view--that in

              the end is important.

