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Introduction

‘ onsumer behavior is way more than just a guessing game; it’s crucial

to a successful marketing plan. A clear understanding of the consumer
usually makes the difference between companies that succeed and those
that fail. By understanding the behaviors of consumers, you can make more
informed business decisions; these decisions alone can raise bottom-line
revenues, lower customer acquisition costs, and increase customer retention
and profitability.

The study of consumer behavior tells you why consumers act the way they
do, why they buy what they buy, and why they buy from who they buy from.
It’s the study of the external and internal influences that affect consumers

in purchasing decisions. Consumer behavior also shows the marketing influ-
ence that businesses have on consumers.

Consumer behavior is a subjective topic, so there are no absolutes. The only
absolute is the fact that consumers are influenced by psychological and
sociocultural factors. However, not all consumers are affected in the same
capacity. Luckily, by understanding a few processes, you can gain the type of
insight about consumers that helps your business market succeed and stand
out from the competition.

If you want to succeed in your marketing, you have to understand why a par-
ticular consumer thinks, acts, and responds in the way that he does. Then
you create an effective marketing strategy that accommodates those feelings,
actions, and responses.

When you hear of consumer behavior, you probably begin thinking of big
words, hard-to-understand formulas, and dry explanations of research meth-
ods. My approach is different. I show you how to take a look at a consumer
as an individual and evaluate the influences he may be experiencing. I then
teach you how to direct your marketing strategy so it’s effectively based on
the influence the consumer may be experiencing. Plenty of books on con-
sumer behavior are available, but they’re written in textbook style. My goal
with Consumer Behavior For Dummies is to bring consumer behavior to you
on a level that’s easy to understand and applicable to your business. I don’t
talk theories. I talk actionable items that you can put into place today.

This book can be used as a tool to not only gain the knowledge of consumer
behavior, but also to better understand and “speak” to your customer.
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About This Book

Consumer Behavior For Dummies is an easy-to-understand guide to con-
sumer behavior. I've written it for anyone who wants to understand what
consumer behavior is, how it affects the purchase process, and how it can
be used to better market a product or service. My goal with this book is to
explain consumer behavior in simple terms so anyone can pick it up and
read it without getting a headache. And everyone will benefit from its con-
tents. Consider the many uses:

v If you’re a marketing student, this book can help you better understand
consumer behavior and why it’s so important to marketing.

v~ If you’re a business owner, you can use this book to evaluate your mar-
keting techniques, target market, and marketing message. Evaluating
and tweaking these items helps you increase sales and revenue.

v If you're an aspiring entrepreneur, this book gives you a road map to
consult when creating and marketing your business. You’'ll have a clear
idea of who your target market is and how best to cater your message to
that market.

v If you’re in sales, you can use this book to transform your sales mes-
sage. | show you how to identify customer need and create a message
that satisfies that need, helping you close more sales. I provide a road
map of the buying process so you can identify the phases that your
prospect is in. This knowledge helps you restructure your sales message
to meet your customers’ needs and move them to decisions.

v If you’re a sales manager, you can use this book to train your sales
team to better understand consumer behavior. They’ll be able to read
their prospects like a well-written book.

v~ If you’re in customer service, this book can serve as a guide to help you
understand your customers. In return you’ll offer them top-notch ser-
vice that creates loyalty and returning customers.

Conventions Used in This Book

To help you navigate the complex waters of the fluid nature of this book’s
topic, I use the following conventions consistently throughout the book:

v When I talk about marketing, I'm referring to any of the following aspects
of business: advertising, publicity, customer service, direct mail, direct
response, online advertising, or telemarketing.

v [ use italic for new, important terms that are followed with a definition.

v 1 use bold text to highlight key concepts within bulleted lists as well as
the action-oriented parts of numbered steps.
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What You're Not to Read

The gray-shaded text boxes throughout this book are what the For Dummies
folks affectionately refer to as sidebars, and they contain helpful or inter-
esting information that you don’t need to know in order to understand the
important concepts at hand. I wrote them, of course, so | recommend that
you do read them. But if you're pressed for time or just not in the mood for
extras, feel free to skip on over them.

Foolish Assumptions

When I was writing this book, I kept a few assumptions in mind about you,
the reader. These assumptions kept me on track so that I provided the most
useful and pertinent information. Here’s what [ assume about you:

» You have an interest in why consumers behave the way they do, and
you have a desire to understand the influences that affect consumers
when it comes to their purchase patterns.

» You want to use that knowledge to influence consumers in an ethical
way to purchase from you or the business you work for.

» You have an interest in marketing because you have your own business,
you're studying marketing in school, you work in a marketing depart-
ment at a company, or you desire a career change where you will have
the ability to influence consumers.

» You have an interest in psychology either to understand your own pur-
chasing behavior or to people watch and understand why consumers
act the way they do.

How This Book Is Organized

This book is chock-full of information, research techniques, marketing tips, and
easy-to-understand advice that helps you understand the power of consumer
behavior and how you can use it to not only better understand your market
but to better market your own business. The six parts in this book are orga-
nized so you can find the information you need quickly. Determine what you
need to know and head to that part. Here’s a rundown of the different parts.

Part I: Introduction to Consumer Behavior

Part I fills you in on the basics of consumer behavior. I outline the consumer
decision-making process and show you why consumer behavior is important

3
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to your marketing strategy. You find out how to use the knowledge of con-
sumer behavior to determine your ideal segments and target market. I also
explore the different research methods with you.

Part II: Delving Into the Psychology
of the Individual Consumer

In this part, you take a deeper look into the individual customer. You get the
scoop on the internal influences that affect the way consumers behave, and
you discover how to work with those influences. I show you the power of
perception and motivation and explain how attitude and intentions affect the
purchasing decision. You can even read about how self-concepts, situation
influences, and lifestyle change the behavior of your customer.

Part I1I: Consumers in Their Social
and Cultural Settings

Social and cultural settings have an effect on your customer. So in this part,
[ discuss the external influences that affect consumers and their purchasing
patterns. These influences include those from cultures, subcultures, groups,
family life cycles, and household structures. I also delve into the misbehav-
iors of consumers and show you what you can do to protect yourself against
those misbehaviors.

Part IU: Crafting Your Marketing Strategy

In Part IV, you get to make your consumer knowledge applicable to your
business. This is the part where you put the knowledge you’ve gained regard-
ing the influences of consumers to work. I show you how to focus on the

core pieces of your marketing strategy by taking a peek at market research,
identifying your key segments, and successfully finding and launching into
untapped markets.

Part U: Implementing Your Strategy
with a Marketing Plan

In this part, [ help you put all the pieces together. You create your marketing
plan by using the consumer behavior knowledge that you’ve discovered. This
isn’t just any ordinary marketing plan, however. This is a plan that’s created
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by understanding your customer more than you ever have before. You find
out how to influence the perception of your consumers, educate your con-
sumers, and create positioning strategies that are effective and successful. |
also show you the process of new product adoption and help you encourage
your customers be loyal and to come back often. Finally, | round out this part
with some information on marketing ethics.

Part Ul: The Part of Tens

The chapters in this part are short, but full of great info. For example, because
customer communication is key when it comes to consumer loyalty and repeat
buying, I give you ten easy ways to communicate with your customers and
ensure their satisfaction. These tips won’t require much time to implement,
but they will definitely bring an increase in business if you follow through. In
another chapter, I explain the ten considerations you should keep in mind for
business-to-business marketing.

Don’t forget to take a look at the glossary at the back of the book, just before
the index. It helps you find definitions for key marketing and consumer-
behavior-related terms.

Icons Used in This Book
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Throughout this book, I highlight specific types of information with pictures
called icons; the icons flag information so you can more easily access it if you
want to flip back to it. They also help you to know what’s crucial to remem-
ber and what isn’t. Here’s what each one means:

[ use this icon when [ want to remind you of essential and critical information
regarding consumer behavior and its effect on your business.

This icon flags advice that can make a task easier or more successful.

This icon warns you of things that can cause you trouble.

5
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Where to Go from Here

The great thing about Consumer Behavior For Dummies is that you can thumb
through it and read the chapters that interest you. You can go through it at
your own pace in whatever order you desire. It’s easy to use as a reference as
you're beginning to explore consumer behavior in your own daily situations.
I suggest that you start with the basics of Part I to gain a general understand-
ing of consumer behavior. These chapters give you a foundation that you can
use when thumbing through the other chapters.

If you want to focus on how consumers are influenced internally and exter-
nally, check out Parts I and IIl. With the chapters in these parts, you'll gain a
greater understanding of why consumers behave the way they do when faced
with particular influences.

Parts IV and V provide you with information regarding your marketing strat-
egy, but without reading Parts Il and Il you won’t gain the knowledge you
need to create an effective marketing strategy and implementation process.

This book equips you with the knowledge and information that you need to
create a consumer-generated marketing plan. It’s like getting an MBA in a
book. Okay, maybe not, but you will feel confident when it comes to under-
standing your customer and putting together a marketing plan that focuses
on that customer.



Part|

Introduction to
Consumer
Behavior

Ihe Sth Wave By Rich Tennant
@%CHTENNAW

‘Obsession’ too long.”



In this part . . .

Here [ uncover the mystery behind consumer behav-
ior and why it’s important for you to understand.

Consumer behavior is no longer just for the sophisticated
corporations and multimillion-dollar businesses. Small- to
medium-sized businesses will find the knowledge in this
part just as useful.

By understanding consumer behavior, you can better
understand your customers and gain insight into how
they make decisions to purchase products. In this part, I
give you an overview of the many variables involved in
the study of consumer behavior. Then I walk you step-by-
step through the consumer’s decision-making process
and show you how to help customers if they become
stalled. If you can help your customers this way, you're
more than one step ahead of most of your competition.

In this part, you also discover why incorporating the
knowledge of consumer behavior is important to your
marketing strategy. I discuss the different pieces of prod-
uct strategy, placement strategy, pricing strategy, and
promotion strategy. Adding the knowledge of consumer
behavior to your marketing strategy sets your business
up for success.




Chapter 1
Consumer Behavior: The Basics

In This Chapter

Understanding the basics of consumer behavior

Considering the decision-making process and the influences that can affect it
Examining your marketing strategy and crafting a marketing plan

Testing your knowledge of consumer behavior

‘ onsumer behavior is often misconceived as only useful to the sophisti-

cated and bigger corporations. Nothing could be farther from the truth.
After all, consumer behavior can teach companies of all sizes about the con-
sumption patterns of their consumers as well as the internal and external
influences that affect those customers.

When you understand the behavior of consumers, you can create products
and services that provide the consumers with more value. And then you can
market those products and services in ways that the consumers understand.
The whole point of studying consumer behavior is to motivate customers to
purchase.

In this chapter, I explain the basics of consumer behavior and show you how
you can use it to better your marketability, explain your value, and increase
your sales.

What Is Consumer Behavior,
and Why Is It Important?

Consumer behavior represents the study of individuals and the activities
that take place to satisfy their realized needs. That satisfaction comes from
the processes used in selecting, securing, and using products or services
when the benefits received from those processes meet or exceed consumers’
expectations. In other words, when an individual realizes that he has a need,
the psychological process starts the consumer decision process. Through
this process, the individual sets out to find ways to fulfill the need he has
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identified. That process includes the individual’s thoughts, feelings, and
behavior. When the process is complete, the consumer is faced with the task
of analyzing and digesting all the information, which determines the actions
he will take to fulfill the need.

To simplify the explanation even further, you can think of consumer behavior
as the process that determines the why, what, who, when, and how of what a
consumer purchases. Consumer behavior answers the following questions:

v Why do consumers buy? Consumers make purchases for a variety of
reasons. These reasons include the following:

¢ To reinforce self-concepts
¢ To maintain their lifestyles

¢ To become part of a group or gain acceptance in a group they
already belong to

¢ To express their cultural identity

+ What internal and external factors influence their purchases? Each
consumer is influenced internally by his own attitudes, personality, per-
ceptions, self-concepts, and emotions. He also must deal with external
influences, such as household structure, group association, and cultural
beliefs.

+* Who do they buy from? Consumers purchase from businesses that ful-
fill their psychological needs by making them feel welcome, understood,
important, and comfortable.

+ When do they buy? Consumers buy based on their consumption pat-
terns, which are determined by their family life cycles and household
structures.

+* How do they purchase? Consumers go through a decision-making
process that guides them in their purchases. This process takes into
account both internal and external influences of the consumer.

Consumer behavior provides a wealth of information about the individuals
that purchase your products and services. When you understand a con-
sumer, you can speak directly to him and his needs. This special communi-
cation not only increases the consumer’s ability to understand the value in
your product, but it also increases sales. Consumers buy what they under-
stand and what they see value in. Consumer behavior also provides you with
insight on how to create an effective marketing strategy. After all, if you don’t
understand your consumers, how can you market to them?

Companies often fail to gain an understanding of what their consumers want
and need before they actually create their marketing strategies. They lack
knowledge of what influences their consumers. So remember that evaluation
and understanding of consumer behavior should always come before the
development of a marketing strategy or plan.
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Today consumers are faced with an array of product selection, and competi-
tion is fierce among companies. This is why your understanding of consumer
behavior is vital to the success of your business. When you understand your
consumers better than your competition, you have a greater chance of win-
ning their business.

When you’re equipped to speak and market directly to consumers and the
needs they’re facing, you can help walk them through the decision-making
processes and counteract any negative influences they may encounter in the
process. Throughout this chapter, I explain both the processes and the influ-
ences that affect individuals when it comes to consumer behavior.

Getting a Glimpse of the Consumer’s
Decision-Making Process
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The consumer decision-making process consists of five steps. I focus on this
process in detail in Chapter 2, but [ want to give you a brief overview here.
This overview will help you understand how consumer behavior impacts the
decision a consumer makes on purchasing a product or service. Here are the
steps in a nutshell:

1. A consumer becomes aware of a need. This need is triggered either
internally or externally.

2. After the need is identified, the consumer goes through a process to
search for solutions that will fulfill that need. This search involves
identifying criteria that’s important to her. Then she begins to search for
a location where she can find her solution.

3. The consumer evaluates the alternatives or options. She takes the
information she collected in Step 2 and processes that information in
order to evaluate her options and arrive at a decision.

4. The consumer makes the purchase based on the information pro-
cessed in Step 3. In this step, the consumer determines where to pur-
chase and how to purchase as well as when she should purchase.

5. The consumer evaluates the purchase. This step focuses on the psycho-
logical response of the buyer regarding the purchase. It’s in this phase
that buyer’s remorse often pops up.

Many factors can influence the individual throughout this process. But by
understanding consumer behavior, you can help a consumer move through
this process smoothly. You can even assist the consumer if for some reason a
step keeps her from making a decision. As a business owner or marketer, you
can influence the entire process and not just the purchasing decision.

11
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Recognizing Factors that Influence
the Purchase Decision

Consumer behavior is subjective. Even though you won’t find many absolutes,
one thing always remains true: When it comes to the consumer decision-
making process, many factors play a part. There are two categories of personal
influence regarding the purchase decision. They include the following:

+~ Internal influences: These influences include perceptions, attitude, life-
style, and roles.

1+ External influences: These influences include cultures, subcultures,
household structures, and groups that have an effect on the individual.

Every situation and influence is different. You can change some influences and
others you can only deal with as they happen. Sometimes you’ll even find that
you can counteract the way the influences affect a consumer. It’s important

to understand that while you can categorize internal and external influences
of consumers into two groups, they’re actually interconnected and work
together to assist the consumer in making a purchasing decision.

Throughout this book, I dig deep into how consumers are influenced, why
they behave the ways that they do, and how you can use these influences to
work to your advantage. For now, in the following sections, I give you a peek
at each category and show you how they can affect your consumer.

Internal influences

Internal influences come from inside the consumer. They’re the personal
thoughts and feelings, including perception, self-concepts, lifestyle, motiva-
tion, emotion, attitudes, and intentions. You could call these the psychologi-
cal influences. These influences describe the ways consumers interact with
the world around them, recognize their feelings, gather and analyze informa-
tion, formulate thoughts and opinions, and take action. You can use con-
sumer internal influences to better understand the why and how of specific
behaviors. The following sections help you gain a better understanding of
each of these influences.

Motivation and emotion

Motivation and emotions serve as the emerging forces within consumers that
activate certain behaviors. Motivation is the persistent need that stirs up and
stimulates long-term goals within a consumer. Emotions are temporary states
that reflect current changes in motivation. They also often trigger changes in
behavior.
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Motivation and emotion often work together to impact consumer behavior.
Motivation drives a consumer through the consumer buying process,

and emotion drives that motivation. You can apply your knowledge of moti-
vation and emotion to your marketing strategy by finding ways to stimulate
consumers’ emotions and motivate consumers to fill the need aroused by
those emotions.

Perception

Perception is representative of how a consumer processes and interprets
information. You could describe perception as the way that consumers see
the world around them — the world that includes your products and ser-
vices. Perceptions are unique and determine purchasing behavior in every
consumer differently.

Perception is important to you because it represents the way the consumer
views your product or service. You can influence the perception of your
consumer by understanding the current perception consumers have of your
product and making changes so your product is recognized, interpreted, and
stored in their memory (rather than simply ignored). See Chapter 5 for the
basics on consumer perception.

Familiarize yourself with perception, sensory thresholds, and the process that
consumers go through to construct their perception. You can then use this
information to tailor your marketing stimulus — such as ads, packaging, and
pricing — for each particular segment that you're trying to attract.

Perception is such an important part of getting consumers to purchase your
product or service that I've dedicated Chapter 16 to explaining how you can
influence perception of whatever it is that you're selling while educating con-
sumers about your particular offering.

Attitude

Attitude is that lasting general evaluation of something. It represents how con-
sumers feel about products, services, and companies. Attitudes can tell you a
lot about your consumers and how well you're accepted in the marketplace.
Just remember that consumers easily screen information that conflicts with
their own attitudes.

A consumer’s attitudes are learned. They’re formed by direct personal experi-
ences, and they're influenced by the individual’s ideas and personality, the
experiences of friends and family members, and media exposure. The good
news is that you can influence attitudes. In fact, when you combine knowledge
with a positive or negative attitude about a specific object or product, you
drive the perception of that consumer. In Chapter 6, I share with you the atti-
tude models and their functions and strategies. These models can help you
influence and change the attitudes of your consumers.

13
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Self-concept and lifestyle

A selfconcept represents how an individual sees herself. Four self-concepts
typically impact individuals and their consumer behavior. Here they are:

v Actual self, which is reflective of how the individual actually is today
v~ Ideal self, which represents how the individual would like to be
v~ Private self, which is the self that’s intentionally hidden from others

+ Public self, which is the self that’s exposed to the public

Self-concepts explain why consumers wear certain fashions, purchase par-
ticular products, and drive specific cars. They determine a consumer’s
behavior, because they represent how a consumer sees herself and how she
thinks other people see her. When you understand the roles of self-concepts,
you can use them to better target your marketing message and advertising to
reach potential customers. In Chapter 7, I explore self-concepts in detail.

Self-concepts often translate themselves into a person’s lifestyle, which is
why I discuss them together here. Technically, a person’s lifestyle is deter-
mined by a mixture of both internal and external influences; it’s a function
of her motivations, learning, attitudes, behaviors, beliefs, opinions, demo-
graphic factors, and personality. Lifestyle also represents a consumer’s
income level, culture, social class, and buying power.

Lifestyle is reflected by the outward appearance of both internal and external
influences of consumers. When you look at all the factors to gain a greater
grasp of the lifestyles of your consumers, you can target promotional plans
to those consumers. You also can identify market opportunities.

External influences

Consumers are faced with many external influences, including an individual’s
culture, subculture, household structure, and groups that he associates

with. Marketers and business owners call these external influences because
the source of the influence comes from outside the person rather than from
inside (which would be internal, or psychological, influences). You also could
refer to them as sociocultural influences, because they evolve from the formal
and informal relationships the individual has with other people. In the follow-
ing sections, I introduce you to each of the external influences and show you
how and why they affect consumers.

Culture and subculture

The culture of an individual shapes her values, beliefs, attitudes, and opin-
ions, which in turn shape her attitude toward products and buying decisions.
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Culture also meets many of the emotional needs of individuals, so they strive
to protect the beliefs and values of their cultures. This protection is reflected
in their behavior as consumers.

In fact, culture can create a consumer need, influence the satisfaction of
needs, and dictate how an individual meets that need. Products and services
that resonate with the priorities of a specific culture have a much better
chance of being accepted by consumers. Cultural values are transmitted
through the family, religious organizations, and education institutions. You
can use this information to gain a better understanding of the values that
specific cultures teach.

Subculture represents a group of individuals within a culture that have uni-
fying characteristics. A subculture is often representative of a particular
nationality, religion, racial group, or geographic group. You can use these
unifying characteristics to market directly to a subculture. You can target
consumers more directly with your marketing and create messages that
are more appealing and enticing when you understand the subcultures of
consumers. In Chapter 8, I show you why it’s possible that a subculture can
create a distinctive market segment on its own.

Groups

Groups represent two or more individuals who share a set of norms, values,
or beliefs. Examples include peer groups, school groups, business groups,
and clubs. Individuals identify with groups to the extent that they take on the
values, attitudes, and behaviors of that group. You need to understand the
groups that consumers belong to because groups carry significant weight
when it comes to the influence they have on consumers. You can also benefit
from identifying the opinion leaders within groups and informing them of

the products you offer. By gaining their support, you market to the mass of a
group by using the leader’s endorsement.

Chapter 10 walks you through the reasons that people are attracted to
groups and tells you everything you need to know in order to market effec-
tively to them.

Household structures

Household structure represents how many live in a home, what the ages of the
occupants are, and what the household income is. Household structure is
important to consumer behavior because the structure affects the consump-
tion and purchasing patterns of the individuals within the home. Each member
of the household structure also has a role in the decision-making process, and
when you understand those roles, you can be more effective in helping those
consumers make decisions on whether to purchase your product.

15
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It’s also important to understand the difference between traditional and
non-traditional households. Doing so helps you determine each household’s
needs, thereby marketing to those needs in a way that’s appealing to the con-
sumers. Finally, you need to take into account family life cycles, because they
too have an effect on consumers and their consumption patterns and needs.

Marketing to families isn’t as easy as it use to be, because there are a variety
of situations and changing roles that need to be considered. However, consid-
eration of these issues puts you ahead of your competitors and enables you to
gain sales that you may be missing out on.

Chapter 9 walks you through the various types of households as they apply
to marketing strategy. I describe in depth the ways that these households
affect purchasing behavior and how you can target particular individuals
within a household.

Accounting for the Unpleasant:
Consumer Misbehavior

WMBER
é“—
&

Consumer misbehavior is behavior that violates laws and generally accepted
norms of conduct in today’s society. Examples include shoplifting, fraud, and
abusive consumer behavior. Consumer misbehavior can disrupt consump-
tion activities and can cause loss to your business both in revenue and in the
loss of other consumers. All businesses are at risk of experiencing consumer
misbehavior.

By being aware of consumer misbehavior, you can watch for the warning signs
and be proactive at protecting your business. Just as you can use your mar-
keting strategy to gain consumers, you can also use it to detour those consum-
ers who are involved in misbehavior.

In Chapter 11, I discuss the effect that consumer misbehavior has on busi-
nesses. | share with you the warning signs and the reasons behind the behav-
ior. I also provide you with ways to detour misbehavior by using proactive
steps and your own marketing strategy.

Seeing How Consumer Behavior Can
Guide Vour Marketing Strategy

Many components come into play with consumer behavior, but the power is
in knowing how to understand and influence that behavior. The knowledge of
consumer behavior actually allows you to improve your marketing strategy.
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It helps you understand the way your consumer thinks, feels, reasons, and
selects between alternatives. You can use the knowledge you gain from study-
ing consumer behavior to create effective marketing campaigns that speak
directly to specific consumers. In this book, [ show you how to do just that. By
the time you’re finished, you'’ll see the works behind a consumer’s decision
process, buying behaviors, and consumption patterns.

In the following sections, I outline the major steps involved in creating a mar-
keting strategy, and I show you how to use your understanding of consumer
behavior to work through each phase.

Researching the market
to find commonalities

Market research is the key to understanding your consumers and their behav-
ior. It’s the systematic collection, recording, analyzing, and distributing of
marketing data. It ensures that you produce what your consumers really
want and need — not just what you think they need. Market research is the
function that links the consumer and the public to the marketer. You use the
information that you gather in research to identify marketing opportunities
as well as problems.

In Chapter 12, I help you evaluate the different marketing research options
and determine whether primary or secondary research is best for you. I
discuss their advantages and disadvantages, and by the end of the chapter,
you’ll have a good grasp on where to begin your market research. I also

give you an in-depth look at how market research helps you identify new
trends, develop long-running marketing strategies, identify external threats
and opportunities, evaluate the potential of diverse markets, select a target
market, establish realistic goals, and formulate a strategic plan. Finally, I look
at the process of market research from defining a problem to analyzing your
findings and presenting them in a report.

Breaking the overall market into
the segments you'll target

Segments are market groups within the total market that are made up of
people who have similar needs. When you can recognize a segmented group,
your marketing opportunities increase and you gain the highest return on
your marketing. That’s because segmenting enables you to focus on the cus-
tomers that are most likely to purchase your products or services — those
individuals that are most interested in what you have to offer.

17
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Segmenting, which is cost-effective and makes your marketing easier, allows
you to delve into the behavior of consumers. It also assists you in identifying
their needs. In turn, you can position your product in a way that shows them
how you fulfill an unmet need that they have. Chapter 3 covers the segmenting
process and shows you how to better position your product so your offer is
attractive to your determined segments.

Uncovering the untapped markets

Determining new marketing opportunities and identifying untapped markets
can help you grow your business. Untapped markets represent markets that
you haven’t yet entered and that your competitors may not be aware of.
When you get into untapped markets, you identify new ways to grow your
business by opening up doors for consumers who may not be familiar with
you yet. You can identify untapped markets by taking the time to examine
your consumer base and understand your market.

In Chapter 14, I show you how to recognize untapped markets that you may
be missing. I also help you identify product offerings. Finally, I also provide
steps you can take to protect your current market share.

Creating a Consumer-Driven
Marketing Plan

Marketing isn’t just about flashy advertisements and fancy commercials. And
it isn’t just about creating awareness; it’s about gaining new customers. The
only way that you gain new customers is by creating a marketing plan that’s
intentionally consumer driven.

A consumer-driven marketing plan is developed and created and then prac-
ticed with integrity in mind. With a consumer-driven marketing plan, you do
all the following:

v Listen and speak directly to consumers and tell them that you under-
stand their needs.

v Position your products in a way that shows them that you fulfill their
unmet needs.

v Gain their attention by providing them with the education they need to
make good purchasing decisions.

v Share with them the reasons they should adopt new products and
accept the changes that you make to existing products.

v Gain their committed loyalty and make them want to be a customer for life.
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All of these tasks help you create a marketing plan that not only benefits your
business but benefits the consumer by creating an awareness that causes
them to want to purchase your product. In this section, I show you how to
use your knowledge of consumer behavior to market to consumers in a way
that they understand and are attracted to.

Practicing integrity

Marketing ethics impact both the consumer and your business. When it
comes to marketing, you must build trust with your consumers. It’s your
responsibility to embrace, communicate, and practice ethical values that
improve the confidence of your consumers. You need to understand the
importance of marketing ethics, because deceptive marketing practices can
affect consumer behavior.

Unethical marketing behavior affects the emotions, attitudes, and percep-
tions of consumers — whether it happens to them directly or they just hear
about it. In Chapter 15, I discuss the different types of unethical marketing
practices and share with you the importance of having your own code of
ethics and how to go about creating one. Your integrity is not only what gains
new customers; it’s also what helps you keep them.

Inducing need awareness
through positioning

Positioning is the act of creating a unique identity for whatever it is that
you're selling and then targeting a segment of the broader market by fitting
your product or service to that segment’s wants and needs. In order to get
consumers to recognize that your product fits their needs, you must figure
out what the consumers in your target market need and want, what you have
to offer them, what your benefits are, and who your competitors are (includ-
ing how you’re different from them). You use this information to create a
positioning strategy and statement. These tools help you reach out to your
targeted consumers. They communicate, identify your company, and differ-
entiate it and its products from the competition.

When positioning your product or service, you proceed through two separate
steps. First you have to differentiate your product or service from its competi-
tion, and then you address the consumer’s need or desire. These steps form
the basis for the articulation of what your product does, which is also known
as your positioning statement. Within each of the two steps are three strategies
you can use to reach out to your target market. [ explain them all in Chapter
16, where I also guide you in creating your positioning statement.
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Engaging consumers’ attention and
leading them to purchase

At this point in the process, you really begin working with the influence of
perception in order to engage your consumers’ five senses and draw their
attention to your product or service. In order to do so, you must create value
for your consumers to shape and cultivate their perceptions. You create
value by focusing on what your consumers believe is essential.

It isn’t enough to get consumers to notice whatever you're selling; you must
educate them about the value and benefits of your offering in order to over-
come any objections regarding the purchase of it. In Chapter 16, you discover
how to effectively educate your consumers about your product or service.
Successful marketing counters any objections to the prospective purchase.

The key is to present the benefits of your product in a way that consumers
understand. You also need to develop a unique selling proposition (or USP). A
USP is a statement that sets you apart from the competition. It paves the way
for your positioning strategy and statement. When you identify your USP, you
find something meaningful and unique to say about your product that com-
petitors either can’t or won’t say. Several core steps help you to identify and
develop your USP. After you've proceeded through the steps, you can work
on drafting a marketing message that will grab their attention. (Check out
Chapter 16 for more on USPs.)

Convincing customers to adopt new
products and changes in terms

Do you ever wonder why so many new products fail? Well, the truth is that
it’s often because business owners don’t understand the adoption process.
They don’t know what it takes for a consumer to adopt a new product.

So you aren’t in the same position as those business owners, here’s the
scoop: Consumers go through a series of evaluation steps when adopting
new products. This process often involves the give and take. In other words,
they determine what they have to give up in order to take in the benefits of a
new product.

Consumers are inundated with new products every day. So when trying to

get consumers to adopt a new product, it helps to understand the product
life cycle and to identify what phase your products are in. You also need to
be able to identify characteristics of the different adopter categories that
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consumers fall into. This way you can speak directly to any apprehensions
they may have and gain a better understanding of their readiness to purchase.
Just remember that you can influence new product adoption by simply under-
standing the adoption process that consumers go through.

Consumers also face a great deal of challenge when it comes to accepting
changes in the terms of your existing product. Term changes can be any
change that you make to your current products. Examples include a change
in benefits, a change in price, or a change in distribution. You can help con-
sumers in the transition of change. One way is to take into account how your
consumers will view the change and whether they will see it as a “gain” or a
“loss.” Then you can develop a marketing strategy that speaks directly to the
challenges the consumer may be feeling. This strategy helps to increase the
rate of adoption to the change and save you the loss of customers who other-
wise may stop buying your product.

In Chapter 18, I show you what it takes to get consumers to adopt your new
products and how to overcome adoption challenges. [ explain the reasons
that consumers are apprehensive to adopt new products and what you can
do to soothe those concerns. I also take a look at the challenges that consum-
ers face when being presented with changes to your current products and
how you can help them in the transition of accepting those changes.

Encouraging customer loyalty

Success is about getting consumers to continually buy from you, because

it’s easier to gain loyalty from a current customer than it is to gain a new
customer. You can gain consumer loyalty by understanding how consum-

ers learn and by using techniques that help them remember you. Consumer
loyalty really comes from meeting the emotional needs of consumers. Those
needs include the need to be understood, feel important, feel welcomed, and
feel comfortable. You can meet these needs and encourage consumer loyalty
by providing consumers with expertise, attention, friendliness, flexibility,
patience, and superiority in your products and your services. This is done by
communicating and creating relationships with consumers.

Customers carry a great deal of value when they’re loyal to you. So it’s impor-
tant to be able to gauge and nurture the relationship that you have with your
consumers and to be able to turn satisfied customers into loyal customers. In
Chapter 19, I talk about the different kinds of consumer loyalty, and I tell you
how to turn your customers into repeat buyers.
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Assessing Vour Knowledge of Consumer
Behavior: A Quick and Painless Quiz

The quiz in this section can help you gauge your current knowledge of con-
sumer behavior. Take the quiz now and see how you do, and then after study-
ing various part of the book come back and take it again to see if your score
has improved.

The questions

1. Which of the following factors might influence a consumer’s percep-
tion of a product, service, or company?

A. Cultural beliefs
B. Social groups
C. Household structure
D. All of the above
2. One of the motivating forces a consumer might experience is
A. A desire to get married.
B. A desire to be accepted by peers
C. Wanting to be more like one’s boss
D. All of the above

3. The consumer misbehavior of shoplifting is often a deep-rooted prob-
lem caused by:

A. Low self-esteem

B. Compulsive buying/overspending
C. Alack of funds

D. All of the above

4. Consumption factors that change when it comes to the family life
cycle include:

A. The number of people in the family, the ages of family members,
and the number of employed adults

B. The number of bedrooms in the house, the variety of car models in
the garage, and the rate paid to the babysitter

C. The shopping place, the frequency of pay raises, and the number
of kids

D. All of the above
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. External influences are called external because:

A. They’re outside influences

B. The consumers have no control over the influence

C. They're based only on outside appearance of the consumer
D. All of the above

. When a consumer considers a purchase, he:

A. Calls his best friend

B. Texts his spouse for advice

C. Enters into the decision-making process
D. All of the above

. How many strategies can you use to change the attitude of consumers?

Al
B. 4
C.6
D. All of the above

. A consumer’s actual self refers to:

A. The self one would like to be
B. The self that isn’t exposed to the public

C. The self that’s a realistic perception of the individual at that
moment

D. All of the above

. When a consumer changes her marital status, she:

A. Joins different social groups
B. Changes her spending patterns
C. Quits spending money on entertainment
D. All of the above
You can encourage consumer loyalty and repeat buying by:
A. Creating an emotional connection with your customers
B. Changing your prices often
C. Changing the benefits of your product
D. All of the above
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The answers

1.D

Cultural beliefs, social groups, and household structure are all factors
that may influence a person’s perception of your product, service, or
company. All three of these have an external influence on the consumer
and provide them with a reference point when it comes to the values and
beliefs that they hold. Refer to Chapter 8 for more information on culture,
Chapter 10 for social groups, and Chapter 9 for household structures.

. B

The desire to be accepted by peers is a motivating force that a con-
sumer might experience. Motivation comes from an emotion that a con-
sumer may be experiencing, so an emotion to be accepted will provide
a motivating force to consumers to make a purchase. See Chapter 4 for
more information on motivation and emotions that affect consumers.

. B

The consumer misbehavior of shoplifting is often a deep-rooted prob-
lem caused by compulsive buying/overspending. The need to satisfy
their compulsive disorders often causes consumers to shoplift. Flip to
Chapter 11 for more information on consumer misbehaviors.

LA

Consumption factors that change when it comes to the family life cycle
include the number of people in a family, the ages of the family mem-
bers, and the number of employed adults. Consumption patterns change
because there may be more people to buy for. Also, the different age
groups need different necessity items. Finally, the number of employed
adults in the home determines how much money a family has to spend.
Visit Chapter 9 for more information on household structures.

. A

External influences are called external because they’re outside influ-
ences. External influences come from the outside and don’t pertain
to the internal or psychological influences of a consumer. Refer to
Chapters 8, 9, and 10 for more information on external influences.

. C

When a consumer considers a purchase, he enters the decision-making
process. In the decision-making process, he decides to call a best friend
or text his spouse, but first he must acknowledge that he has an unmet
need (the first step in the decision-making process). Check out Chapter
2 for more information on the decision-making process of consumers.
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C

You can use six strategies to change the attitudes of consumers. These
strategies include changing the basic motivational function, associating
your products with different groups, relating to a conflicting attitude,
altering components in your product attributes, changing beliefs about
competing brands, and using the elaboration likelihood model. Chapter
6 provides more information on changing consumer attitudes.

C

A consumer’s actual self refers to the self that’s a realistic perception of
the individual at that moment. To read more information on self-concepts
and their impacts on consumers, refer to Chapter 7.

B

When a consumer changes her marital status, she will change her spend-
ing patterns. When a consumer’s consumption patterns change, her
spending patterns also change. See Chapter 9 for more information on
household structure and its affect on consumers.

A

You can encourage consumer loyalty and repeat buying by creating an
emotional connection with your customers. The emotional connection
is what creates committed loyalty from consumers. Chapter 19 explains
how to cultivate customer loyalty.
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Chapter 2

Understanding How Consumers
Make Purchase Decisions

In This Chapter

Walking through the consumer decision-making process
Understanding how each step works

Determining how to use knowledge of the process to your advantage

When consumers buy your products or services, they engage in a decision-
making process. By taking the time to understand your customer’s

needs and concerns as they move through that decision-making process, you
increase your chances of winning their business. Market research shows that
one of the major problems businesses face is that they fail to support the
customer in that process.

In this chapter, I help you understand the process of how a customer moves
from looking to purchase to the actual purchase itself and thereafter. I also
show you how to help customers move through that process and increase
your chances of gaining their business.

Outlining the Decision-Making Process

Research shows that customers go through a five-stage decision-making
process in any purchase, whether it’s a product or a service. Because the
decision-making process is a cognitive one, it’'s more psychological in nature.
So you won'’t necessarily see the process. Instead, you infer that the decision-
making process is in place by careful observation.

Here’s a quick look at the five phases that a consumer goes through when
making a purchase decision — Figure 2-1 lays them out for you visually:
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Internal Influences External Influences

Perception ——— ~—— Culture

Self-Concepts / Lifestyle —— ~—— Subculture
Motivation / Emotion —— -~—— Social Groups

Attitudes —— -~—— Household Structure / Role

Consumer Decision-Making Process

High Involvement Purchase Low Involvement Purchase
(Non-Routine Purchase) (Routine Purchase)

— =l
Figure 2-1:
The con-
sumer’s
decision-
making
process

follows this
pattern.
|
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Chapter 2: Understanding How Consumers Make Purchase Decisions

Phase 1: Need recognition and awareness: In this phase, the consumer
recognizes and becomes aware that she has a need.

Phase 2: Searching for information: In this phase, the consumer begins
to search for information regarding a solution for the need she has identi-
fied. The intensity of the search depends on whether the purchase is a
big deal to the consumer (or not so big of a deal).

Phase 3: Evaluating the alternatives: In this phase, the consumer evalu-
ates each alternative solution to determine which one is best for her.

Phase 4: Purchase: In this phase, the consumer evaluates where and
when to purchase and makes the purchase. If the need isn’t great and
the solutions the consumer finds aren’t desirable enough to motivate a
purchase, the consumer may postpone the purchase until a satisfactory
opportunity presents itself.

Phase 5: Post-purchase evaluation: In this phase, the consumer evalu-
ates her purchase and decides whether she’s happy with the purchase.
She may also experience buyer’s remorse in this phase.

As a marketer or business owner, it’s important that you understand this pro-
cess. By doing so, you’ll not only enhance the customer’s experience, but you'll
be able to walk her through the process and increase your chances of gaining
business. Understanding the decision-making process can help to drive your
business goals, your marketing message, and your marketing decisions.

Phase 1: Recognizing a Need or Desire

During the first phase of the decision-making process, a consumer recog-
nizes that he has a need. The buyer recognizes and senses a gap between his
actual state and his desired state. The consumer’s actual state is his percep-
tion of his feelings and situation at the time. His desired state is the way he
wants to feel or be at that time.

A need can be triggered by internal stimuli or external stimuli. What are these
stimuli? Take a look:

v~ Internal stimuli are those things from within that get the consumer to
do or buy something. For example, an internal stimulus might be feeling
sleepy and wanting rest, being hungry and wanting food, or feeling your
allergies kick in and wanting your allergy medicine.

v~ External stimuli are the outside influences that get you to do or buy
something. For example, external stimuli include such things as seeing
the sign for your favorite restaurant and feeling hunger pangs or seeing
an advertisement for new shoes and remembering that your shoes are
worn out and need to be replaced with a new pair.

29
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Consumers recognize needs in the following three ways, two of which you
can influence:

v Advertisements or conversation with friends that cause an awareness of
aneed. (These are external stimuli.)

v Consultative selling, which is the seller’s ability to uncover a need. (This
is an external stimulus.)

1+ The consumer’s evaluation of his current situation, which causes him
to detect an area of dissatisfaction. (This is an internal stimulus, so you
can’t influence it.)

MBER In this phase, you as a marketer can cater your message to a potential need.
One way to do this is to identify the need that your potential customer has
and speak to that need in your advertising and marketing messages (see
Chapter 16, which walks you through the process of positioning). You can’t
create an internal need, but you can create awareness by triggering a need
with external stimuli.

An example of this type of influence would be the pizza shop that advertises
by using commercial advertisements at 11 p.m. The shop is targeting its
potential consumers with external stimuli (their commercial). This triggers
an awareness of a need. The shop’s commercial advertisements have made
consumers think that they’re hungry. Because the consumers are hungry
and now know that the pizza shop is open late, the shop has increased its
chances that consumers will call and place an order to fulfill their need.

After a consumer realizes he has a need or a problem, he must find a solu-
tion. So, in Phase 2, he begins to search for information that will fulfill his
need or solve the problem he has identified. However, the need sometimes
can rise so high that it becomes a driving force in the individual, and he
doesn’t spend much or any time searching for a solution. He never reaches
Phase 2.

For example, suppose that a guy named John is watching a football game at a
friend’s house. All the guys have gathered to enjoy the 52-inch plasma televi-
sion that John’s friend has just purchased. John is envious of the television
and the attention that the friend is receiving. He decides that he too needs

a 52-inch plasma television in order to entertain and be more accepted by
his friends. The desire is created, and he’s feeling the impulse need to make
the purchase. When John leaves his friend’s house, he decides to stop off at
the electronic store. The salesperson shows him the different models and
explains the one-day sale the store is having. John’s desire is so strong that
instead of going home and evaluating and researching the different models
and prices, he makes the purchase without spending money or time to
research the solution to fulfill his desire.
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Phase 2: Seeking and Researching
Possible Solutions

Consumers begin the information search process by conducting an internal
search of what they’re looking for and what will fulfill their need and desire
on a personal level. Then they follow up with an external search for informa-
tion from friends, family members, salespeople, and advertisements. This
phase provides consumers with criteria for assessing product alternatives
and results in a set of potential choices.

It’s important to understand that although Phase 2 is represented as the
information-gathering phase, it isn’t uncommon for anxious buyers not to
search for information. If a consumer’s need is so severe that her purchasing
drive is strong and she sees a product that satisfies her need or solves her
problem (and is close at hand), she may skip this information-gathering phase
and purchase the product or service on the spot. If the drive isn’t significant,
the need may be filed in the consumer’s memory, and then she will begin
searching for information but not act so impulsively.

How this phase works

As a consumer begins to gather information, the intensity of her search is
easily categorized into one of two levels. The level in which the consumer
starts depends on the urgency and intensity of the need. The two levels of
the search phase are as follows:

1 Heightened attention: In this phase, the consumer is more open to
receiving information regarding the item she has determined as a need.
She will go online to search for information, look through magazines,
and read advertisements to gain the information she’s looking for to
make a decision — but her search isn’t intense; she won’t scour for the
solution just yet.

1 Active information search: When a consumer’s need becomes more
intense, she enters the active search phase and really invests in the
search process. The consumer will begin to gather information by read-
ing material and asking friends.

The amount of research a consumer does depends on the strength of the
need and the drive that it creates. Each consumer has a certain level of basic
information stored in memory; the amount of research she does depends on
the ease of acquiring new information, the value placed on that information,
and the satisfaction she gets from the research.
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When you understand the phase that a particular consumer is in, you can
better serve her. You can use both of these scenarios to your advantage. For
the consumer who’s in the heightened attention phase, it’s about educating
her on why she needs your product. On the other hand, if you're dealing with
a consumer who'’s actively searching, you want to focus on why you’re better
than your competitors and why she should choose your product over the
competition’s product.

For example, if you meet a consumer at a trade show and she has happened
upon your product and is open to receiving information about your product,
you can determine that she’s in a heightened attention phase. Even though
she hasn’t actually sought you out, she’s still receptive to the push of your
information, and she’s probably not aware of your competitors at this time. If
another consumer at the same trade show visits your booth and has sought
you out because she’s been researching the service or product that you have
to offer, she’s probably educated about what you’re offering and has knowl-
edge regarding your competitors.

Consumers often use several sources for information, including the following:

+* Personal sources: Family, friends, neighbors, and acquaintances

v+ Commercial sources: Advertising, salespeople, dealers, product packag-
ing, retail displays, and the Internet

1~ Public sources: Editorial media coverage and consumer rating
organizations

+* Experiential sources: Handling, examining, and using the product —
perhaps on a trial basis

How you use this knowledge
in your marketing

As consumers gather more information, they increase their awareness and
knowledge of available brands and features. So as a marketer or business
owner, you must identify the information sources that are most important
and influential to your potential buyer — and then you must make sure the
information is available there. Refer to Chapter 17 for more on identifying
your potential buyer and the marketing options available to you.

For example, you may find that advertising in the Sunday paper is the most
influential source that your target market responds to. If so, put an ad there.
Or you may find that your target market depends most on the Internet. If
that’s the case, make your information available there.
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Phase 3: Evaluating the Alternatives
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During this phase, the consumer processes information and arrives at his
decision. He does so by evaluating, identifying, and assessing the value of the
alternatives. The consumer looks at the features that he wants. The depth

of evaluation often depends on the individual consumer and the importance
attached to the specific buying situation. When it comes to purchasing, situa-
tions not only vary from consumer to consumer, but they also can vary from
product to product.

For example, a consumer may be making a purchase that he has put a lot of
thought into and researched thoroughly; or the purchase may be made on
impulse with little or no thought. These situations can determine how much
evaluation is put on the alternatives that are available.

How this phase works

If attractive alternatives are available, a consumer will work to determine
which criteria to evaluate and will judge each alternative’s relative impor-
tance when it comes to making the final decision. Criteria for making that
decision can include one or more of the following:

v Color v Price v Status
v Durability v Quality v Style
v Options v Safety v Warranty

In some situations a consumer will use careful calculations and logical think-
ing. In other situations, however, a consumer may do little or no evaluating;
she will rely more on impulse and intuition. Consumers use the following three
types of choice processes when deciding between products and services:

v~ Affective choice: This choice is based on an emotional “it feels right”
factor. A consumer will make a decision based not on the fact that it
follows decision rules but that it feels right to make that purchase. This
may mean that the consumer doesn’t go through the research process
or that she purchases a product or service even though it doesn’t con-
tain all the features she’s looking for. The purchase just feels right or
makes the consumer feel good.

1~ Attitude-based choice: This is a systematic, rules-based process. The
consumer will go through the entire process from need to research to
evaluation, and she will make sure that the product meets each and
every need she has identified.



34

Part I: Introduction to Consumer Behavior

For example, a consumer may decide to purchase a new refrigerator
to go with her newly remodeled kitchen. She used to own a Maytag
refrigerator. Not only did the refrigerator work well, but she also liked
the appearance. Her parents had a Whirlpool model that worked just
as well, but she didn’t think it had the same sleek appearance that
the Maytag did. So, she goes to the appliance store and sees both the
Maytag and the Whirlpool models and discovers that they’re both the
same price, so she purchases the Maytag.

v~ Attribute choice: This choice is strictly based on benefit and feature-

by-feature comparisons across specific brands or products. You can
imagine this consumer sitting down and going through each feature or
benefit one by one and crossing a product off when one doesn’t fit the
bill. The product that’s left is the one the consumer purchases.

The choice process that a consumer uses depends on whether she feels the
purchase is extremely relevant and personally important. Take a look at the
two types of purchases consumers make:

v+ High-involvement purchases: This type of purchase includes products

or services that involve a high expenditure or a great deal of personal
risk. Examples of high-involvement purchases are buying a car or home
or making investments.

When a purchase is highly involving, a consumer goes through a more
in-depth evaluation process. She puts more time, attention, and energy
into the research phase of the buying process. She’s making a value
decision by weighing several equivalent products and trying to make the
best decision she can based on her individual criteria.

v Low-involvement purchases: This type of purchase includes products

or services that involve a lower expenditure and less personal risk.
Examples of low-involvement purchases are buying a soda, choosing a
hair shampoo, or deciding whether it’s beef or chicken for dinner.

Low-involvement purchases are less about value and more often about
convenience, which is why they require a simple evaluation process.

If after evaluating options a consumer finds what she wants, she moves on
to the next step, where she decides who to buy from and when to buy. If she
doesn’t find what she wants, she either delays the purchase or resumes her
search and returns to Phase 2.

How you use this knowledge
in your marketing

If you know and understand the evaluation process your consumers go
through, you can take steps to influence the buyer’s decision. For instance,
when it comes to high-involvement purchases, it’s important to provide
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your consumer with information that reaffirms the positive consequences
of buying. As a marketer you want to stress the important features of your
product and the advantages compared to your competitors. This emphasis
is extremely important to the consumer in a high-involvement purchase,
because it allows him to see value in the purchase.

On the other hand, when it comes to low-involvement purchases, you can
generally provide less information and still move the consumer past the eval-
uation process. He spends less time and attention on research because he’s
making a decision that’s more than likely based on impulse. This is why you
often see low-involvement purchase items in checkout lines of major retail
chains or on the counters at the local gas stations.

In situations where the consumer can’t find acceptable alternatives, a deci-
sion to delay or not make a purchase is often made. The best way to avoid
this situation is by providing the consumer with all the information he needs,
including a list of features that compare your product or service with that of
your competitors. This information can make the consumer feel more at ease
about the purchase decision, and it often helps him to move forward in the
purchase.

Purchase stalls are most common when the consumer is lacking the informa-
tion that he needs to make a decision. If you find that providing additional
information doesn’t help, you may try asking the consumer what information
he needs from you in order to make a decision today.

Phase 4: Assessing the Value of the
Chosen Product or Service
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After a consumer evaluates and selects the best alternative, she’s ready to
purchase. However, the consumer isn’t done flowing through the process
just yet. She must now determine whether she feels that she’s buying a prod-
uct or service that has value. Buying value is the perception of the worth the
customer is getting by purchasing your product. Buying value isn’t just about
price; it’s also about service, quality, and experience. A consumer wants the
most bang for her buck.

How this phase works

The two factors that come into play when determining buying value is the
quality and the customer service the consumer receives. Two questions
receive the most attention during Phase 4: “Who will | buy from?” and “When
will I buy?” These questions help the consumer determine what your actual
buying value is.
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Who will 1 buy from?

The consumer considers the following three things when determining who to
buy from:

+* Terms of the sale: The consumer will evaluate not only the purchase
price, but the terms of the sale. For instance, if payments are involved,
he has to determine whether he can afford those payments. He also has
to decide whether he agrees with the length of those payments. Terms
of the sale include delivery and warranties as well. All these terms can
affect whether the consumer purchases a product or service from you.

v~ Past experience from the seller: If the consumer has purchased from
you before, he will evaluate the service you provided in the past. If
the consumer was satisfied with the past experience, your chances
are high that he will be a repeat buyer because that experience built
trust. However, if the consumer wasn’t happy with the past service, it’s
easier for him to continue searching for someone else to buy from —
unless, of course, you can convince him that you have improved your
service level or product quality and now have the ability to meet (or
exceed) expectations.

* Return policy: A return policy should be clear to your consumer. A
concise and clear return policy gives a consumer a sense of security. It
can make him feel that what he’s buying is guaranteed to be what you
have represented it to be. When you don’t give the consumer a return
policy, he has a reason to be suspicious and may avoid purchasing
your product.

When will 1 buy?

The following factors help a consumer determine when to buy a product or
service from you:

1 Store atmosphere: Does your store provide the consumer with a “feel
good” atmosphere? You better hope so, because the atmosphere that
you create can move the consumer into a comfort zone that encourages
her to move through the steps of purchasing. The atmosphere includes
the design of your building, interior space, layout of aisles, texture of
carpet and walls, scents, colors, and the shapes and sounds experienced
by the consumer.

v Presence of time pressure: Is the consumer being pressured regarding
the timing of the purchase? A consumer’s availability when it comes
to timing is crucial for how she forms her life and how she acts when
choosing, buying, and using products in the marketplace. Your con-
sumer is either time-rich, meaning she isn’t in a time crunch; or she’s
time-poor, meaning she needed your product yesterday.
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1 Specials or sales on products or services: Are you running a special or
a sale on the item the consumer wants to purchase? Specials and sales
create a strong consumer demand and increase the consumer’s urgency
to purchase (so they get the item before the sale is over).

1~ Pleasantness of the overall shopping experience: How does the con-
sumer rate the overall shopping experience? It’s important to realize
that the shopping experience plays a core part in the decision-making
process. It’s similar to the element of store atmosphere. You must
always make the shopping experience rewarding to the consumer; doing
so not only moves the consumer to make a purchase, but it also brings
her back to your store.

How you use this knowledge
in your marketing

As you can see from the previous sections, the “who” and “when” become
vital in the purchasing decision. The more you can help the consumer, the
better off you will be. If the consumer is satisfied with your service, experi-
ence, and shopping atmosphere, the purchase is made. If he’s dissatisfied,
however, he may delay the purchase or end up not buying from you at all.

Keep the following tips in mind when working with your customers in this
phase:

1 Make sure the store atmosphere and experience is what your cus-
tomer is looking for. How do you do this? Survey current customers.
Some stores already do this. Take, for example, the credit card terminals
at the checkout lane that ask you whether your cashier was friendly or
whether your shopping experience was pleasant. Retail stores survey
customers in order to ensure that the customer is having a positive
experience. Other questions you may want to ask include the following:

e If you're the manager of a candle shop, you may want to ask if cus-
tomers liked the scent of the candle you were burning in the store
that day.

e If you own an art gallery, you may want to ask about the lighting.
For instance, you may want to find out whether it was suitable for
viewing the pieces of art in the gallery.

e [f you play music in your store, you may want to ask whether the
music is pleasant and whether it enhances the shopping experience.

1~ Save the customer time. If the customer is feeling time pressure, he
needs to save time. You can help with this by being clear upfront with
your terms of sale and return policy. Saving your customer time can
increase the chances of him purchasing your product or service.
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1+~ Have a sale. Sales promotions and specials are effective when trying to
keep existing consumers or gain new consumers. Having a sale or a spe-
cial can often increase sales more than any other type of marketing.

v~ Pay attention to your customer service. Experience can be created by
providing incredible customer service and competitive prices and by
making the shopping process easier with consistency in service. Also,
be sure to ask the consumer questions throughout the sales process to
ensure that anything that may delay or stall the sale is addressed.

If you can equip yourself to ensure that the preceding items are clear to the
customer and that he’s in agreement with them, you’ll save yourself from
delaying or losing the sale.

Phase 5: Evaluating the Purchase
after the Deed is Done
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After the purchase is complete, your job is done, correct? Wrong. Remember
that the end of the sale isn’t always the end of the buying process. In fact, it
could be the beginning of another sale if you follow the process through to
completion and satisfaction.

This phase in the buying process focuses on the psychological response of the
buyer to her purchase decision. It’s at this phase that your customer will often
undergo a degree of reflection about her purchase decision. She may wonder
whether she made the right choice. She also may be considering the effort she
put into this purchase and the worth of the initial expense. The consumer who
has made a high-involvement purchase will spend the most time in this phase.
When it comes to low-involvement purchases, this phase is often nonexistent.
(See the section on Phase 3 earlier in the chapter for an explanation of high-
and low-involvement purchases.)

How this phase works

You can categorize post-purchase outcomes in one of the following three
categories:

v Outcome 1: Purchase is below expectation. The chances of this cus-
tomer returning and asking for a refund or exchange are high. He has
evaluated his purchase and he isn’t happy. The purchase didn’t meet
his expectations. This unhappy consumer will return and expect you to
make the situation right. The chances of him recommending your prod-
uct to any of his friends, family, or associates are slim to none.
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When a consumer doesn’t return to your business because he’s unsatis-
fied, this can spur negative word-of-mouth advertising. Here’s why: even
though you may not be aware of his dissatisfaction, the chances are that
his friends, family, and associates will be.

+* Outcome 2: Purchase matches expectation. The purchase the customer
has made matches the expectation that he had. In the post-purchase
phase, you probably won’t hear back from this customer. You only hear
from him if he begins to doubt the ability to afford the purchase or if he
feels that he didn’t gain value through pricing or the terms of sale.

+ Outcome 3: Purchase exceeds expectation. If you achieve this outcome,
you've reached what all businesses hope to reach: You have exceeded
the expectations of your customer. Congratulations! The chances that
you will hear from the customer (except for repeat business) are slim to
none. Your customer feels that he has received value from the purchase
and that you provided top-notch service. This customer will likely be a
repeat customer and will send new buyers your way with word-of-mouth
marketing. For more on encouraging repeat buying, flip to Chapter 19.

In this phase, the consumer is comparing his level of satisfaction or dissat-
isfaction by comparing his expectations with his perceptions of what he has
received from the purchase. It isn’t uncommon for consumers to experience
concerns after making a purchase. These concerns arise from the concept
known as cognitive dissonance, an uncomfortable feeling or stress caused by
two contradicting ideas simultaneously. In this case, it’s the battle between
whether he should have or should not have purchased the product.

All purchase decisions produce some degree of conflict. If the consumer expe-
riences cognitive dissonance, he will begin to search for more information to
reinforce his purchase decision. If you haven’t provided the customer with
information to combat the internal struggle, he can move into a deeper guilt,
which is known as buyer’s remorse. This feeling creates regret for the purchase.

How you use this knowledge
in your marketing

Why do you care how a customer reacts to a purchase? Good question. By
understanding post-purchase behavior, you can understand the influence
and the likelihood of whether a buyer will repurchase the product (and
whether she will keep it or return it). You'll also determine whether the
buyer will encourage others to purchase the product from you.

Satisfied customers can become unpaid ambassadors for your business, so
customer satisfaction should be on the top of your to-do list. People tend to
believe the opinions of people they know. People trust friends over adver-
tisements any day. They know that advertisements are paid to tell the “good
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side” and that they’re used to persuade them to purchase products and ser-
vices. By continually monitoring your customer’s satisfaction after the sale,
you have the ability to avoid negative word-of-mouth advertising.

Avoiding dissatisfaction before and during the sale
You can help your customers remain happy with their purchases by

1 Making sure your products and services deliver on their promises.
Offer quality products and services, and market them in a way that will
meet the expectation of the customer. For example, if you know a prod-
uct isn’t meant for children, don’t market it as a product for children. If
you know the product will only last 60 days, don’t market it as if it will
last 90 days. And if you know a product has an unfavorable flavor, don’t
fool folks and say it tastes great.

Set the expectation in the way you market as well as in your marketing
message. Refer to Chapter 15 for more on drafting your marketing
message.

1 Mitigating cognitive dissonance. You mitigate cognitive dissonance by
e Summarizing the product’s benefits after the purchase

¢ Repeating to the customer why the product is better than the
alternatives

¢ Emphasizing how satisfied the customer will be

¢ Providing toll-free numbers to encourage communication after the
sale

e Offering liberalized return and refund polices and making your
customer aware of them

Following up after the sale and handling dissatisfaction

After the sale or provision of service, it’s important as a businessperson that
you help customers deal with post-purchase discomfort. As part of your cus-
tomer’s purchase analysis, she’s trying to reassure herself that her choice
was the wise one. The more you're able to show her that you're available,
the less remorse she’ll feel. She’ll feel value by your attentiveness after the
sale rather than just during it. This decreases the chance for buyer’s remorse
and increases the chances of her recommending you to others. This situation
happens even more when you're in the business of selling high-involvement
products (see the section on Phase 3, earlier in this chapter, for a discussion
of high- and low-involvement purchases).

To ensure overall satisfaction and a repeat purchase, train your staff on how
to deal with customer complaints, and implement a follow-up program that
includes a post-purchase evaluation. This assessment, which is performed on
customers after they’ve purchased from you, helps to gauge their satisfaction
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with not only the product, but their overall shopping experience with you.
The evaluation can be done electronically, by mail, or by telephone.

By developing post-purchase activities and services, you have the ability to
reduce a customer’s anxiety, build goodwill, and lay the groundwork for future
sales. A post-purchase evaluation reduces any uncertainty or doubt within
your customers by assuring them that you're there to make sure they're
happy and their needs have been met by their purchases.

You conduct a post-purchase evaluation by

v Using customer-satisfaction surveys
v Making follow-up phone calls
v Mailing cards or letters

v Sending e-mail follow-ups

Sometimes a customer is dissatisfied with her purchase despite your best
efforts to satisfy her, and she may ultimately return the product or demand
a refund for the service you provided. What do you do in this situation?
The good news is that you can turn the situation around by viewing it as an
opportunity to satisfy the consumer’s need rather than viewing it as a loss.
Then you try to meet that need. Be grateful that the consumer brought the
problem to your attention for resolution.

If your customer isn’t satisfied, you must evaluate whether the product you
sold her was deficient or whether the customer’s expectations were too high.
To do this, examine the quality of the product and how you marketed the
product, and then gauge how often a customer complains about the product.
Are you receiving multiple complaints? If so, tally those complaints to deter-
mine the root of the problem. If you have only received a few complaints,
determine whether the complaints are the same. If they are, the problem
could be with the product rather than with the customer’s expectations or
experience.
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Chapter 3

Applying Consumer Behavior
to Marketing Strategy

In This Chapter

Getting to know your marketing objectives
Discovering the four Ps of marketing strategy

Understanding product, promotion, price, and placement strategies

Wlen you understand consumer behavior, you can improve your
marketing strategy. This knowledge of consumer behavior helps
you understand issues such as how the consumer thinks, feels, reasons, and

selects between alternatives. You can use this knowledge to create effective
marketing campaigns.

A lot of components go into creating your marketing strategy. If done cor-
rectly, your marketing strategy can be used as a detailed road map that com-
bines your consumer behavior knowledge with your marketing initiatives to
achieve your business goals.

Consumer behavior allows you to understand your customers and stay close
to them, and your marketing strategy helps you to effectively reach out to
them. In this chapter, you explore how to apply consumer behavior to your
own marketing strategy.

Knowing Where Vou're Going: Defining
Vour Marketing Objectives

Marketing objectives, which are goals that you have set to accomplish by
using your marketing program, are put into place with the hopes that your
marketing leads to sales. Your marketing objectives help you to identify
the goals and then create the process and initiatives you put into place to
achieve those goals.
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It’s crucial that your entire marketing strategy supports your marketing
objectives, because your strategy is used to guide you step by step to the
success of those objectives. Marketing objectives should be in line with your
company’s growth and sales goals as well. You define the growth that you
want to occur and then you determine what goals you will set that correlate
with the marketing of your company.

Your marketing strategy is wholly based on your predictions and assessment
of your customers’ behavior, so before you even start strategizing, you need
to get your marketing objectives in place. Your objectives need to be

v Clear: Your objectives must be easy to understand and specific. Can you
look at your objective with clarity? Is it clear to you what that objective
means to you and your company?

1 Measurable: You must be able to measure your objectives by percent-
age, quantity, or revenue. How much do you want to sell? What percent-
age do you want to grow?

v+ Time specific: An objective that isn’t time specific will never occur,
because it will always be seen as a future objective rather than a goal
with a timeline.

Here are a few examples of marketing objectives that meet the previous criteria:

Increase product awareness by 20 percent in the next six months.

Educate my target audience about the benefits, features, and functionality
of my product and by doing so increase my sales by 35 percent in the next
year.

Increase our database by 15,000 names in the next 90 days.

If you have more than one marketing objective, it’s important that they not
conflict with one another. They should all be working toward the same goal.
For example, you don’t want to set a marketing objective to promote a prod-
uct or service that you plan to phase out. If you have an objective that’s in
conflict with other objectives, you will likely hinder the success of your mar-
keting strategy and plan.

As you implement your marketing strategy, consistently gauge these objec-
tives over time to ensure that you're moving in the right direction and that
your marketing is achieving your goals.
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Understanding How Vou Get There:
The Four Ps of Marketing Strateqy
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Before I can discuss the components of your marketing strategy and how you
can use market research to form each part of your strategic marketing plan, |
must first explain the four main areas of interest in marketing (called the four
Ps) and note why each one is an important part of your overall plan.

The four Ps (product, promotion, price, placement) provide you with the
foundation that your marketing plan is built around. You could almost
describe them as the skeletal system that supports your plan. Your products
represent what your target market is looking for. The price of the product
gauges what your products will sell for in the marketplace based on your
selected target market and what that market can afford. Place refers to how
you distribute your products, and, of course, promotion is how you promote
products to your target market.

If one of your four Ps isn’t defined, it’s nearly impossible to create an effective
marketing strategy. Say, for example, that you have the perfect place in mind
and you have terrific ideas on how to promote, but you really haven’t defined
the price at which you’ll offer your products. In this case, you’ll be able to dis-
tribute your products and promote them, but how will consumers know what
they have to pay to purchase them? [ know this is an extreme example, but it
shows you why having all four Ps clearly defined can help in creating a suc-
cessful strategy.

Take a look at this rundown of all the components that make up the four Ps
of marketing strategy:

v Product: Your product strategy works to define your products and
determine who they’re targeted to and what benefits they offer to
consumers. It also singles out the differences between your products
and those of your competitors. When I speak of product, I'm referring
to something that’s marketed to consumers in exchange for money or
another unit of value.

In the case of consumer packaged goods, retail, and business-to-business
companies, the product is a tangible object. When it comes to a service
business, however, the product takes the form of an intangible offering,
such as a true benefit or future promise. All products are offerings to the
consumer, but remember that there’s an inherent difference between
what’s sold by a retailer and what’s sold by a service firm, and the way
you present that offering depends in part on whether it’s a tangible
object or an intangible service.

When selling a product that a consumer can touch and feel, you must
focus on the benefits, features, and customer service that you offer
surrounding that product. When selling a service, you must sell on the
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perceived value because a consumer can’t touch, see, or feel the prod-
uct that you're offering. Instead, your strategy must be centered on
testimonials or recent work you've completed. It’s vital to focus on how
your service can help consumers achieve their desired results. You can
still find strength in focusing on the benefits of the service you offer, but
you must have something to back your claims. After all, the consumers
aren’t walking out with something tangible, and really their purchase is
only as good as your word.

v Promotion: The promotion element of your marketing mix consists of

two-way communication that’s used to inform, persuade, and remind
consumers. Your promotion strategy outlines the promotion tools that
you plan to use to accomplish your marketing goals, from advertising to
public relations and everything in between.

Promotion strategy is an important part of the overall marketing mix
because it defines how you’ll promote your products and what methods
you’ll use for the different products you offer and the different market
segments you're trying to reach. You could almost call it your “commu-
nication plan” because it really does define how you will communicate
your product to your target market.

Many new business owners or inexperienced marketers tend to think
that a promotion plan is the only plan needed in your marketing strat-
egy. However, promotion is only one piece to the puzzle. If you haven’t
defined your products, prices, or placement, how can you promote what
you're offering?

v Price: Price always seems to be one area that business owners struggle

with. And why not? Price is one of the most important business deci-
sions you make. You must set a price that allows your target market to
afford your product and what you have to offer, but at the same time
you need to produce a profit for your company.

v+ Placement: Placement is often known as distribution and refers to how

you get your products or services from your hands to the hands of your
customers — that is, it determines which distribution channels you’ll use.
Distribution channels fall into one of two camps: direct and indirect.
Direct channels go straight from you to the end consumer. Indirect chan-
nels go from you to an agent that sells the product or service to the end
consumer (or to another agent, who then sells to the end consumer).

When creating your placement market strategy, you have to define the
best way for a transaction to transpire and then determine what medi-
ums you'll use to get it done. When you look at product, price, and pro-
motion, it’s always important to consider placement, because without
it you haven’t defined the means in which you pass on the product. So
your market strategy wouldn’t be complete.
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Product: Developing and Selling
a Marketable Product or Service

Your product strategy lays the groundwork that your other Ps of marketing
will work around. You can’t determine price, placement, or promotion with-
out first identifying the details around your products.

The focus of your product strategy is on the goods or services that you
offer to your consumers. A thorough product strategy includes information
regarding features, benefits, customer service, and warranty details. It also
defines the target market for each product that you offer and who that prod-
uct appeals to.

Assembling the components
of your product strateqy

In order to have a clear definition of your products and an understanding of
who you're targeting with your products, your product strategy must do the
following:

v Clearly identify and define the offering.

v Describe the offering.

v Label the offering with a memorable name.

v Describe the offering’s functionality, features, and benefits.

v Evaluate the offering’s adaptability — that is, the measurement of accep-
tance in the current marketplace, gauging the ease of change if the mar-
ketplace is to experience a change in demand or benefits and features

In the following sections, I give you an overview of what each of those tasks
entails.

Product or product line identification and definition

Your product is the item or service you’ll be offering to your customers. You
need to identify and explain your product from the customer point of view in
order to really focus on the benefits and features that your product offers.

You also must determine whether you're offering one product or a line of
products. After you’ve made that decision, create a product definition, which
explains the purpose of your product and how it serves your consumers. |
know what you’re thinking: “Why do [ need to have a product definition?”
Here’s why: Most business success or failure is determined by its product
definition.
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Your product definition serves as the explanation of “why” behind the con-
sumer purchase. Why should consumers choose your product? What benefits
and features are you offering that they need? Your product definition should
answer these questions. A clear definition also helps you with the other com-
ponents in your product strategy.

Product name

Your product name helps consumers recognize your product in the market-
place. Name recognition is important to standing out from among your com-
petitors. Keep in mind that even though your name doesn’t have to be flashy,
it does need to be memorable. When naming your product, also take into
consideration who your consumers are and what will appeal to them.

The name that you choose will follow your product throughout its lifetime
and can impact the perception consumers have regarding your product, so
this isn’t a step you want to rush through. Brainstorm, gather ideas, ask for
opinions, and then test the name you’ve chosen. You want to be happy with
your first choice, because it’s extremely difficult to go through a product
name change and come out successful.

If you're offering your product in foreign countries, make sure that the prod-
uct name is translated correctly and that the name of your product doesn’t
carry negative connotations.

Product description

Your customers obviously need to know what you want to sell them. So
that’s where the product description comes in. To create a product descrip-
tion, you simply state what your product is in one sentence.

This step should be a little easier than the development of your definition,
because your definition actually helps you in this phase. You use your prod-
uct description to explain the details of why your product works to fulfill the
product definition you’ve created.

For example, if your product is a dish soap, your product definition may look
like this:

DW Dish Soap washes dishes.
Your product description, on the other hand, may look like this:

DW Dish Soap washes dishes in '/; of the time when compared to other
leading brands, and it leaves hands smooth at the same time.

While your product definition is the why, your description incorporates the
benefits of the product and describes the product in a way that makes con-
sumers want to purchase your product rather than a competitor’s.
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Description of functionality and list of features and benefits

In order to begin to understand the product from your consumer’s viewpoint,
you need to list and identify the functionality, features, and benefits of your
product. You want this to be a detailed description of not only current func-
tions, benefits, and features but also of future enhancements that you're
considering. The benefit of this consideration is that it helps you keep tabs
on the pulse of your industry and your competitors. By the way, a feature rep-
resents what a product has. A benefit, on the other hand, is what a product
does. Functionality describes how the product works.

When positioning your product, you'll use this list of features, benefits, and
functionality extensively, so don’t skip this step. You can read more about
positioning in Chapter 16.

Evaluation of product adaptability

The more adaptable your product is to consumers, the easier it will be to sell
in a competitive market. The point of this step is to enable you to sit down
and not only evaluate the current market that you're selling your product to,
but also to evaluate and anticipate change that may happen in the market-
place in the future.

Product adaptability is about forecasting the market for your product in

the future and gauging your ability to meet anticipated changes when they
happen. Why is this important to your marketing strategy? If you can antici-
pate change before your competitors and take action first, you're a step ahead
of the game. If your competitors do this and you don’t, you’ll always be one
step behind. If you find that your product or service isn’t as adaptable as it
needs to be, you may want to consider ways you can increase its adaptability
in the marketplace.

Seeing how consumer behavior
affects your product strategy

When you have an understanding of consumer behavior — specifically the
behavior of your potential consumers — you can accurately determine what
products your customers are looking for. You can then use that knowledge
to create a product strategy that will enhance the chances of your products
being successful in the marketplace. You can do this because you have an
understanding of what the consumer is looking for and what benefits and fea-
tures will move them to purchase from you and not from your competitors.

Companies that have a grasp on consumer behavior more often develop
products that contain the features and benefits that the market demands,
and they almost always come out ahead of their competition. The following
sections show you how to use consumer behavior research as you craft each
part of your own product strategy.
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Consumer behavior and your product identification

You want to analyze and define objectively what you're selling, based on why
people want to buy it. It’s important to remember that consumers purchase
because of needs and desires. When you can take a step into their shoes and
view your product in the same way they will, you can better entice them to
make a purchase.

Consumers go through a series of steps before making a purchase; you can

guide them through each one of those steps by not only objectively looking

at your product and pointing out features and benefits, but also by counter-

acting any negative feelings a consumer may have about your product. (Refer

to Chapter 2 to gain a better understanding regarding the decision-making
&gN\BEI? process.)

You want your product definition to be:

v Specific: It must be easy to understand and clearly identifiable by the
consumer.

v Marketable: It must carry marketing value. In other words, you need to
determine why consumers should pay attention to your product.

v~ Profitable: Obviously the goal of the product definition is to make a con-
sumer want to purchase that product and provide you with a profit.

v Achievable: Your definition must be true and the consumer who pur-
chases your product must be able to see the truth. For example, you
don’t want to say that your dish soap softens hands when it doesn’t
actually do so.

v Vision matching: Your product must meet the vision you've created in
your product definition.

v~ Easily understood: Flashy or wordy definitions often only confuse con-
sumers, so make sure yours is easily understood. Would a fifth-grade
student understand your product definition? If not, it may be time to
reconsider a rewrite.

v Easily communicated: Can your definition be easily communicated or
are consumers stumbling over your message and having to review it sev-
eral times to get your point? The goal is to be able to use your product
definition in a way that consumers have an understanding of that prod-
uct within 30 seconds.

An example of a product definition might be “one-of-a-kind, hand-crafted
engagement rings for women.” You can see how this example fits each of the
previous requirements:

v~ Specific: It tells the consumer exactly what the product is.

1 Marketable: The rings are one-of-a-kind and hand-crafted.
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v~ Profitable: A consumer would want to make a purchase based on this
definition if she were looking for a one-of-a-kind ring.

v Achievable: If the consumer purchases the ring, it will be one-of-a-kind
and no one else will have one like it.

v Vision matching: If the consumer is looking for a one-of-a-kind,
hand-crafted ring (and that’s what she visualizes when reading your
product description), she can in fact purchase a ring that meets that
visualization.

v Easy to understand: When a consumer reads this description, she will
know exactly what she is getting.

v Easily communicated: You can explain what the product is in 30 sec-
onds or less and the consumer walks away with a clear understanding.

Consumer behavior and your product name

Creating a product name is the fun phase of product strategy. However, keep
in mind that when crafting your product name, it's more important to be
descriptive than creative. Often people try to be so creative that their prod-
uct names hide the messages of what their products do. And make sure that
your name is memorable, relevant, and of course, easy to pronounce. It’s
important to understand that if your product name is difficult to pronounce
or spell, consumers will have trouble finding your product or asking for it by
name.

Consumers often purchase based on emotion, and studies have shown that
product names that focus on emotions tend to sell better than those that
simply focus on function. So if you really want to be creative when develop-
ing your product name, concentrate more on creating a descriptive product
name that focuses on emotion rather than a function. An example of this is
the fragrance put out by Clinique called Happy. Consumers have the percep-
tion that if they wear this fragrance they will be happy. So clearly this influ-
ences their decision to purchase the fragrance.

Your product name is dependent on who your target market is as well. If your
target is edgy and more alternative, you need to create a name that attracts
them. If you're dealing more with seniors, however, your name will be very
different. You know your target market more than anyone else (or at least
you should!), so choose a name that appeals to that market.

One of the best ways to determine a name for a product is to spend a few
moments brainstorming. However, you need to follow these rules:

» You can'’t reject or criticize any idea.

v Consider this free-form brain dump. In other words, write down any-
thing that comes to mind. Write down a few adjectives, and then grab a
thesaurus and let your mind wander.
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v Keep a written record of everything. Keeping your thoughts locked up in
your brain isn’t enough — you’re human, so you’ll forget things.

» When you have a list of ideas, rank them one by one.
v Evaluate pros and cons for each idea.

v Get the opinion of trusted external sources.

If your product is an extension of a product line, be sure the name fits in with
brand structure of that product line and offers you the possibility for product
add-ons.

Consumer behavior and your product description

When crafting a product or service description, your goal is to address your
chosen consumers specifically and tell them in one sentence what the prod-
uct or service can do for them. To do so, you need to determine whether
your offering is a product, a service, a solution, a feature, an accessory, a
tool, or some other thing. Come up with a noun that describes your item.

Now use this formula as a guideline when creating your own description,
plugging the noun into the (Product) slot:

(Target Audience), (Product Name) is the type of (Product) that
(Performs this Task).

If the formula doesn’t fit your product, don’t worry. It’s just a tool you can
use if you choose to.

It’s critical that you explain in only one clear sentence why your product is
perfect for a specific buyer and what it does best. The reason this is so impor-
tant is because clarity and the ability to communicate the purpose of the
product is crucial. If you’re using more than one sentence, the description can
become difficult to understand, and worse yet difficult to remember. The more
sentences and words used, the less clarity in the description. I know it seems
like a mouthful, but you can do it.

Here are a few examples of what a good product description looks like:

Kids, Icy Milk is the type of beverage that quenches your thirst in an instant.
Moms, Quicky Detergent is the type of simple laundry detergent that gets all
stains out in the first wash.

As you can see, these examples aren’t long. They’re to the point, but they
address your audience and get right to the benefits of the product.



Chapter 3: Applying Consumer Behavior to Marketing Strategy

A\\S

Consumer behavior and your description of functionality,
features, and benefits

The idea of consumer behavior is that you can take the knowledge of why
your consumers behave the way they do and use that information to increase
the chances of them purchasing from you. In order to do this, you must
define the target market that you're aiming toward and single out the benefits
and features that matter to that specific target market.

The following steps help you identify functionality, features, and benefits of
your product:

1. Evaluate each feature, benefit, and function to determine how your
consumer will see that the product has value.

List each one by one on a piece of paper. Doing so will help you recog-
nize the consumer’s need or want that you're satisfying. And remember
that purchases are made based on a need or want that a consumer feels.

2. Investigate the product by asking current customers how they use it
and what they like about it.

This investigation can help you identify whether you need to make any
product changes to enhance the experience your consumer is having
with your product. Seeing how consumers are using your product can
make you aware of any unusual usages, thereby inspiring you with new
product ideas.

3. Evaluate whether your product delivers true benefits, features, and
functionality.

The more a product brings to the table, the more the importance of
price diminishes. Consumers don’t purchase based on price; they pur-
chase based on benefits. So by evaluating the benefits, you can analyze
whether your product is delivering in the way that you intended it to. It
also allows you to see changes or enhancements that you need to make
in order to create customer loyalty.

Keep in mind that all products and services have obvious benefits to your
consumers, such as price and convenience of distribution, but there are also
hidden benefits like customer service and guarantees. Don’t forget these. By
finding these hidden benefits and bringing them to the forefront, you have the
ability to make your product more valuable in the mind of your consumers.
For example, a consumer may walk into your place of business to purchase
your product because of the convenience and price that you offer, but when
you share with him the exceptional customer service that he will receive or
the guarantee surrounding your product, he will have a higher perceived
value of purchasing from you.
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After you've identified each feature, function, or benefit, prioritize them
according to your market segments and the target markets within that seg-
ment that you want to reach. This prioritization can help you determine
development of the product going forward.

Consumer behavior and your product’s adaptability

When evaluating product adaptability, you're assessing the flexibility that
your product has to adjust to market demands and changes. When consum-
ers purchase a product, they often evaluate the value of that product and
whether it’s adaptable to their lifestyle. Lack of adaptability can detour a con-
sumer from the purchase.

For example, consider the VCR. This dinosaur of the electronic world is an
item that few consumers purchase. That’s because they can now purchase a
DVD player, which provides a much better picture. Companies that manufac-
tured VCRs began to evaluate the adaptability and realized that soon there
wouldn’t be a market for these electronics. Many of them moved right into
manufacturing DVD players so they wouldn’t lose the market share they had
gained with the VCRs.

The following five factors help you measure the adaptability of your product:

1 Attractiveness: It’s important that you can entice consumers to try your
product and allow them to experience it before purchasing. Samples
and trials are great for this, because they allow consumers to begin the
adaptation process of changing products without financial risk. It also
shows that you believe so much in your product that you're willing to let
consumers “try before they buy.”

v+ Compatibility: You want your product to fit the usage of consumers
today. If it doesn’t, consumers simply won’t purchase from you.

v+ Complexity: You must offer a product that consumers understand. Even
though you may feel that your product is innovative and presents a
new way of doing things, your consumers may not necessarily see it the
same way. And then they won’t make the purchase. It’s vital that con-
sumers understand not only the benefits, but the purpose behind your
product.

v Product advantage: You want to be able to stand against your competi-
tors and be the product that consumers choose. If you can’t identify an
advantage, consumers won'’t be able to either.

v~ Visibility: It’s easier for consumers to adapt to a new product when they
see others using the product successfully. You want your product to be
visible to consumers, because the visibility diminishes the fear of the
unknown.
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By evaluating the adaptability of your product, you can see how flexible your
product is and how flexible your consumers believe it to be. Consumers don’t
particularly embrace change, so if they can view a product as easy to use, you
will decrease their anxiety about making the purchase. Evaluating adaptabil-
ity helps when creating your marketing plan, because if your product proves
to be adaptable in the marketplace, you can use that as a benefit to your
product. If you find that your product isn’t as adaptable as it needs to be, you
can begin to make the necessary changes to appeal to consumers. When you
attain an appropriate level of adaptability, you create a stability that allows
you to adapt without shaking the core of what your product represents.

Promotion: Deciding How You’ll
Spread the Word

Your promotion strategy is the part of your marketing strategy that explains
how you'’ll bridge the gap between the places where you’re selling your prod-
uct or service and the places and ways your customers gather and absorb
information. A complete promotion strategy contains a description of the
promotion methods you’ll use in your marketing plan. The following sections
highlight those methods and explain how consumer behavior knowledge
affects their presence in your marketing mix.

Perusing the possibilities

You can promote your products in a variety of ways. In fact, it’s always good
to use a mixture of methods that can help you reach your target market. In
this section, I show you the different methods of promotion. To give you an
overview, here are the methods I cover:

v Advertising v Promotional activities
v Marketing collateral v Publications
v Media relations v Public speaking and
campaigns conferences
Advertising

Advertising is the impersonal form of promotion. It’s considered impersonal
because it deals with general messages that aren’t directed at one specific
person. Instead, it’s delivered to a variety of media outlets and is directed at
an entire target market. The objective of advertising is to saturate your target
market with your name. You typically use advertising to reach mass amounts
of people at one time.
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Examples of advertising include the following:

v Print advertising: Programs for events, trade journals, magazines, and
newspapers

v Direct mail: Postcards, special offer letters, and coupons
v Outdoor advertising: Billboards and bus boards

1 Broadcast advertising: Radio, television, and podcast

Marketing collateral

Marketing collateral is promotional material such as a brochure, newsletter,
flyer, or poster. It’s a great tool for informing consumers of your products
and services — even when you aren’t around. Marketing collateral is that
memorable piece that consumers take with them in order to remember to
contact you. You can create your marketing piece in a way that answers the
questions of consumers and speaks directly to them. It lasts longer than a
30-second advertisement and can be designed to explain your product or ser-
vice in detail.

Media relations campaign

A media relations campaign is about contacting and staying in touch with
targeted members of the media. This type of promotional activity is great if
you think your company would benefit from being mentioned in a newspaper,
magazine, or a television broadcast. A great way to get started in a media
campaign is by writing press releases and developing a press kit that you can
send to media outlets.

Your story must be newsworthy if you're going to be picked up by the media.
They received hundreds of submissions daily, so make your pitch interesting
and unique.

Promotional activities

Promotional activities generate awareness and recognition in the market. In
other words, they're great for letting people know that your company exists.
With these activities, consumers gain a deeper understanding of who you are
and what you do. You can participate in a variety of promotional activities.
Here are a few examples:

v Community projects v Giveaways
v Contests or sweepstakes v Sponsorships for special
events

v Coupons and product
samples v Trade shows

v Fairs or festivals
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You can find promotional activities to participate in no matter what your
marketing budget is. The best way to find these activities is to find com-
panies that serve the same target market as you, and then research where
they’re speaking, what trade shows they’re attending, and which commu-
nity projects they’re involved in. (Refer to Chapter 12 for more information
regarding market research.)

Publications

Publications are similar to public speaking and conferences, because by
being published in trade publications you’re projecting yourself as a cred-
ible source and expert in your industry. A publication can be anything from a
newsletter or magazine to a trade journal or book.

Don’t confuse publications with media relations campaigns, however. Being
published in publications is about providing education without the idea of
promotion behind it.

Public speaking and conferences

Making speeches at conferences, professional association meetings, and
other events position you and your company as experts in the field. This
form of promotion is also a fantastic way to make new contacts that can
eventually lead to sales. You'll find that this activity increases your cred-
ibility within your target market, and in return, the credibility will drive your
sales up. As with publications, this method is less about advertising and
more about educating.

Developing a consumer-centric
promotion strateqy

Consumer behavior explains the “why” behind a consumer’s purchase. When
you understand the “why,” you can create a promotion strategy that speaks
directly to that consumer. In other words, understanding your consumers
enables you to recognize their needs, motivations, attitudes, and intentions
to buy. Then you can create a promotion strategy that supports those behav-
iors and moves consumers to purchase directly from you.

Knowledge of your customers’ behavior affects the various components of
your promotion strategy in many ways. I explain in the following list:

v Advertising: Advertising doesn’t drive an immediate purchase. That’s
because customers can’t quickly purchase a product when they see it
advertised. Think about it this way: You post a billboard and your tar-
geted consumer is driving 75 mph down the freeway to get to work on
time (or to get home for the night). The chances of that person being
able to immediately purchase your product are slim to none. However,
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with that mind, remember that the billboard may trigger a need or serve
as a reminder to consumers that they need to make a purchase. This
reminder may then entice them to contact you when they’re ready to
make the purchase.

Some methods of advertising are easing the ability for consumers to
quickly react to an advertisement. An example is online advertisements.
Say that a consumer is browsing her favorite news portal and your ad is
displayed. She can quickly (and simply) click on that ad and be immedi-
ately driven to a Web site where she can purchase your product.

1 Marketing collateral: You normally won’t see an immediate purchase

from these promotional tools. They're created to serve as a reminder to
your consumer, because typically the consumer takes the marketing col-
lateral home to evaluate and contemplate the purchase. Your collateral
can be used to identify, recognize, and speak directly to the needs of
your consumers. In doing so, it also presents to them the benefits they
receive when they purchase your product. If your collateral is created

in an effective way, it’s like sending a member of your sales team home
with your consumer.

1 Media relations campaign: Media relations campaigns don’t carry as

much credibility as public speaking, conferences, and publications,

but there’s something to be said for creating media campaigns that

are informative and educational. Most consumers must see a message
approximately seven times before making a purchase, so media relations
campaigns are one way to achieve that goal.

The important thing to remember with media relations campaigns is not
to make them sales oriented. Instead, give the consumers something of
value — something that educates them so they walk away with a per-
ceived value that makes you memorable to them.

+ Promotional activities: Promotional activities create not only awareness

about your company and products, but they also create a trust around
your company. This trust eases the mind of your consumer when she’s
making a purchase. In other words, she won’t have to fear that you're
here today and gone tomorrow.

v Publications: Publications are similar to public speaking and conferences;

the difference is that with publications, you can often reach a broader
audience to share your knowledge with. When you have been published
in a trade magazine or a journal that your target reads, you have created
almost instant credibility and trust with potential consumers.

v Public speaking and conferences: Public speaking and conferences

tend to carry the most weight in light of consumer behavior. That’s
because you're presenting to an audience that contains your target
market. You're sharing with them a topic that they’re interested in, and
they can see your knowledge firsthand. These activities also create a
level of trust and enhance your credibility as the expert in the market.
This type of promotion is most beneficial if you'’re a company that offers
more service-oriented products.
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Creating a marketing budget

Business owners often ask how much they
should spend on their marketing budget. You
can choose from different methods to deter-
mine your budget; it really comes down to your
business and what works for you. You can
determine your budget by:

v Allocating a percentage of your revenue
v~ Allocating a percentage of your net sales

v~ Allocating all profits back into your busi-
ness for marketing

Allocating a percentage of your revenue is one
of the most popular ways to determine your
budget. The formula is easy. You simply take a
fixed percentage of everything that your com-
pany brings in and allocate that amount for
marketing. Common percentages are anywhere
from 5to 10 percent for big businesses, approxi-
mately 20 percent for smaller businesses, and 2
to b percent for larger businesses that are pull-
ing in millions of dollars worth of revenue.

Allocating a percentage of your net sales is a
method that's similar to the previous one. The
difference is that you're only allocating a fixed
percentage of your net sales. This method isn't
as aggressive as the previous method, because
you'll be excluding expenses from your revenue.

Allocating all profits back into your business
for marketing is a more aggressive approach,
especially for small businesses. You'll find
that there’s a little more risk involved with this
method. You take the revenue that you make,
subtract the expenses that keep the business
alive, and put the remainder right back into
marketing. The trick to this method is having a
backup source of revenue.

It's important to remember that a marketing
budget is only a projection or an estimate of
what you will spend in marketing. Sometimes
your spending will be more or less than your
estimated budget. By having a budget, you have
something to work from. With no budget, you're
simply setting yourself up for marketing failure.

Pricing: Offering Deals That Goldilocks
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Your price strategy helps you determine and set the prices for your product
or service. It’s important to your marketing strategy because it can often
mean the difference between success and failure. Your price depends a lot on
who your target market is and the prices that your competitors set.

For instance, you can’t succeed when you offer a product that your target
market can’t afford. Similarly, you won’t survive if your competitors are
underpricing you and your consumers can’t see the value of spending more
to buy your product.

An effective price strategy takes into account the cost of production, the
demand, the target market, and the necessary revenue needed to keep your
businesses alive and thriving.
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Evaluating the factors of pricing strategy

Your pricing strategy offers a lot of flexibility. It isn’t just about the price tag
of your product; the perks and payment options that you offer to your con-
sumers are also important. Here’s a rundown of these factors, which I explain
in more detail in the following sections:

v Your price is what you sell your product for. You could call this the prod-
uct price. It’s the price that your market can pay for a specific product.

v Perks include discounts, rebates, or incentives that you offer when a
consumer purchases your product.

v Payment options represent the different ways a consumer can pay for
your product. Those options may include cash, check, credit card,
financing deferred payments, or payment plans.

Pricing (cost-based and value-based)

When deciding on pricing for your product, you have to compare the two
different methods before making any solid decisions: cost-based pricing and
value-based pricing. Cost-based pricing is a method of pricing in which you
determine a fixed sum or percentage that’s added to the cost of the product.
This sum or percentage represents the profit your company makes when the
product is purchased by a consumer. Value-based pricing, on the other hand,
is a method of pricing that’s determined by the price you believe that your
consumers will pay for the product.

Which method is best for you? It depends on the type of business you run, the
market influence you carry, and the competition that surrounds you. Cost-
based pricing works well for companies that deal with the sale of large quanti-
ties and whose markets are saturated with competitive pricing. Value-based
pricing works well for companies that have strong benefits and can prove
their advantage over competitors because they carry a higher perceived value
that consumers can see and are willing to pay. By understanding what your
customers perceive as value, you can begin to understand the maximum price
they will pay for your product or service.

Some examples of cost-based pricing strategies are as follows:

v~ Initial profit strategy: With this strategy, you establish a higher price
to make a profit initially. Typically you would use this strategy to cover
costs of research and development time. You may also use this method
to maximize your profits before competitors hit your market.

v Quick sales strategy: To apply this strategy, set a low price on one or
more of your products. This helps to drive in revenue by using a quick-
sale method. You can then use this revenue to support other products
and developments in progress.
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v~ Profit goal strategy: For this strategy, you create a profit goal and then
set your prices to meet that goal. For example, say you have a goal to
reach a 35 percent profit per unit and you're selling your units for $10.
You can increase that unit price to $13.50 to achieve the goal.

Here are a few strategies you can use to determine what your consumer
views as value pricing:

1 Same price strategy: When applying this strategy, you price your prod-
uct the same as your competitors. However, with this strategy, you need
to spend some time evaluating how you can lower your production cost
in order to increase your profit margin.

1 Go low strategy: With this strategy, you set a low price initially to cap-
ture a large number of customers in the marketplace. You can use this
strategy to increase product awareness or to create an image of being
the low-cost option. In order to use this strategy effectively, however,
you have to maintain profitability at a lower price.

1 Prestige pricing strategy: That’s right. This strategy has you marking that
price up. You can get away with this method if your product carries a cer-
tain uniqueness or if you're catering to an affluent market. By pricing your
product on the high end, you create a certain “prestige” with its purchase.

This is a risky strategy, so you must stay aware and be willing to lower
your price if your consumers start thinking that you’re making too much
of a profit.

Perks

Consumers like to know they got a deal. In fact, sometimes they’ll even pay
more money if they can walk away feeling like they were the ones who ben-
efited. To give your consumers that feeling, try using the following perks:

v~ Discounts: A discount represents a reduction in the regular price of a
product. If you aren’t rewarding your customers with discounts, you're
missing out. They tend to give customers a sense of loyalty and a desire
to be a returning customer.

v Bundling: Bundling is a marketing strategy that combines several prod-
ucts as one combined product at a discounted price. Bundling enhances
your offering, and it takes the thinking out of ordering. Bundling is ben-
eficial because you can increase the initial price tag and get consumers
trying more of your products — while at the same time providing them
with the feeling that they’re gaining value. It’s often seen as the win-win
from both the company’s and the consumers’ perspectives.

Bundling works. If you don’t believe me, ask the cable companies who
now provide cable, Internet, and telephone at a bundled price. I guar-
antee you that by bundling, companies have increased their add-on
sales. And what about those fast-food restaurants that now offer you the
combo or meal deal? These are other bundling techniques.
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Payment options

In order for your business to be successful, you need to offer your customers
convenient and easy ways to pay for your products and services. In fact, did
you know that by offering several payment options, you can increase your sales?

Consider, for example, these recent statistics put out by the Federal Reserve:
34 percent of consumers use credit or debit cards and 55 percent use cash or
checks. So, if you don’t offer both credit and cash options, you could lose a
significant amount of business. By offering several different payment options,
you're showing your customers that you're flexible and willing to cater to
their needs.

You can choose from many different payment options, including cash, check,
credit cards, financing, deferred payment, and in-store payment plans.
Choose the options that work best not only for your consumer but also for
your business.

Linking consumer behavior
to pricing strateqy

Consumers don’t base their decisions solely on price, but price obviously
does play a role. If the price is too high, consumers may not even take the
time to learn more about the benefits that drive the price up. If a price is too
low, they may not perceive any value in the product and will go for the com-
petitor’s product instead.

Pricing is always about value. If consumers see a higher value, paying the
extra few dollars may not be an issue. But if they don’t see value in a product,
it’s easier for them to walk away. It’s important to price within the value zone
of consumers. In other words, if your price is higher than your competitor’s
price, you must be able to explain why in order for a consumer to be willing
to pay the extra money. If it’s less than your competition, you need to be able
to explain why you’re able to sell the product for less while still providing a
highly valuable product.

Before you can even begin to think about how to price your product, you need
to know how much it costs you to produce and sell. Your break-even point is
the point at which you'’re neither making money nor losing it. Your break-even
unit is how many units you must produce or sell to break even. The break-
even point and break-even unit are important to consumer behavior, because
they allow you to see the room that you have to move in order to offer dis-
counts or free trials to potential new consumers. Check out the nearby side-
bar, “Calculating your break-even point and unit,” for more information.

The following sections provide information showing how consumer behavior
can affect each component of your pricing strategy.
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Calculating your break-even point and unit

To determine your break-even point, you need
to know what your fixed costs and variable
costs are. Then you can simply plug these num-
bers into a formula. | start off by explaining both
of these costs:

v Fixed costs: These costs make up your
overhead. They're expenses that don't vary
according to production rates. Examples
of fixed costs are rent, office equipment,
insurance, and utilities.

v~ Variable costs: These are the expenses
that do vary with the amount of service
provided or goods produced. Your variable
costs include costs such as hourly pay and
raw materials. Other variable costs include
promotion and advertising expenses.

Here's what the break-even formula looks like:
(Fixed Costs) / (1 — (Variable cost per unit /
Selling Price Per Unit)). To see how this for-
mula works, suppose you're running a service
business. Your fixed costs total $60,000. Your
variable costs total $50 (you pay your consul-
tant $50 per hour). You sell consulting services

at $125 per hour. So your formula to determine
your break-even point looks like this:

$60,000/ (1 —(50/125)) = $100,000

If you aren’t making $100,000, you can't cover
your costs. If you make more than $100,000,
you're making a profit.

After you figure out what you need when it
comes to revenue for your business to survive,
you need to determine how many units you must
produce and sell to break even. In the previous
example, your consultant makes $50 per hour.
Your company bills out $125 per hour, so how
many hours do you need to spend consulting in
order to break even?

Your formula looks like this: (Fixed Costs) / (Unit
Contribution Margin) = Number of Units Needed
to Break Even. The Unit Contribution Margin is
your selling price per unit minus your variable
cost per unit. So here’s how it looks when you
plug in the numbers:

$60,000 / (125 — 50) = 800 units (hours per
year)

Choosing your pricing method
Pricing can be considered one of the most difficult of the four Ps of marketing

strategy. The reason for this is because there’s no single “right” method to
pricing your product. You have to consider many things when pricing your
product, including your position in the marketplace, the demand for your
product, and the cost to produce your product.

You also have to determine the goal you're trying to achieve in pricing. It
isn’t always just to sell a product. For example, your goals may be any of the

following:

»* You may be looking for short-term revenue.

» You may want to price in order to sell in large quantities.

» You may want to maximize your profit margin.

» You may be looking to differentiate yourself in the marketplace.
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After you’'ve considered the components of pricing and have determined the
goal you’re trying to achieve, you have to align your findings with the behav-
ior of your consumers. Will they see value in the price you've chosen? How
does your price compare to the prices of your competitors? Can you quantify
the benefits of your product in order to show value to consumers? These
questions are important to consider, because consumers don’t base their
purchases on price alone; they base them on the value that the products
bring to their needs or wants.

Dealing with discounts

Discounts work well when enticing consumers to try your product or to gain
repeat business from consumers who have already purchased your product
in the past but haven’t returned in a while. They’re also great when you're
looking for quick ways to achieve sales targets or short-term market gain.

Be careful not to overuse discounts, because overuse can diminish perceived
value over time with consumers.

Say that you're a business owner who’s running on a thin margin. You just
don’t have a lot of profit margin to spare. How can you afford to offer dis-
counts to your consumers? Here are a few strategies that won’t make you dig
too deep in your profit pocket:

v Prompt pay discount strategy: Offer cash discounts for customers who
pay promptly. This strategy helps you maintain a steady cash flow and
reduce what you may end up spending in collection costs.

* Quantity discount strategy: Offer a discount for customers who order a
large number of products at a time. Typically the cost-per-unit declines
as the quantity increases.

v 'Tis the season strategy: Offer seasonal discounts to customers who
purchase items in the slow season, such as a lawn mower when it’s
snowing. This type of discount helps you balance your cash flow and
meet your production demands.

Evaluate the previous strategies and decide which ones work best for you.
Keep in mind that value is important to consumers. So no matter what dis-
count strategy you choose, you must ensure that consumers see value in
your offer.

Bundling products or services as a package deal

How can you create your own bundle? Think about the products that you offer
that complement one another. Then take a look at your past sales reports,
keeping consumer behavior in mind. What have your customers purchased
from you in the past? What items do they typically purchase together? For
example, if you're selling toothpaste, how about adding a toothbrush to it —
now you have a bundle.
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If you still aren’t sure what bundles your customers would be interested in,
ask them. You’d be surprised at what customers will tell you when you ask.

Offering various payment options

You not only want to offer the different payment options, but you also want
to make sure that your customers are aware that you offer them. You can
inform customers of payment options by mentioning the options in your mar-
keting collateral or by using signage where customers make their purchases.

You can offer payment plans if you sell high-priced items. These plans allow
your consumers to pay over time rather than right away. The flexibility of
payment plans often increases the sales of high-ticket items that consumers
have trouble paying cash for upfront.

Payment options are often seen as positive by consumers, because you're
giving them options to obtain a product they need or want. Just make sure
that consumers understand the terms of the payment options you offer. You
don’t want to them to be disgruntled and feel that you talked them into terms
that they didn’t agree to.

Placement: Getting Vour Goods
from Point A to Point Z

Your placement strategy defines how you distribute your product and what
vehicles you use to do so. It also defines the locations where you’ll make
your products available. When developing your placement strategy, it’s
important to keep in mind that not all consumers shop the same way, so
product placement is your key to getting your products in front of the right
consumers at the right time.

You have several options to choose from when it comes to placements and
distribution channels of your products. By placement, | mean how you get
your products or services to your customers. You can select many methods,
not just one. It simply depends on what works best for you and your place-
ment objectives.

Methods of distribution take three different forms — direct sales, indirect
sales, or both. Here’s a rundown of these forms:

v Direct sales: When using the direct sales method, you're selling directly
to the customer or end-user. No one facilitates the sale between you and
the customer. Examples of direct sales include catalog or Internet sales.
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v Indirect sales: With the indirect sales method, you're selling to someone
who then sells your product or service to the end-user or distributes it
to others who sell to the end-user. Indirect sales occur in two different
outlets:

¢ Retail: When using the retail method, you're selling to a retailer,
which turns around and sells to the customer. An example of the
retail method would include a farmer who sells his vegetables to
the local grocery.

e Wholesale: When you use the wholesale method, you sell to a
wholesaler or an agent, who in turn sells to a retailer. Typically the
wholesaler or agent represents several companies, not just one. An
example of this method would include a jewelry dealer who resells
your product to several jewelry stores.

v Multilevel marketing: With multilevel marketing, you sell both directly
to the customer or end-user and to other people who distribute and sell
your product. An example of this method would include vitamins that
are sold directly to consumers and to distributing partners that sell the
vitamins to their consumers.

You can use many channels to sell your product, but you want to select chan-
nels that appeal to your target market. For example, if you're selling software
to teenagers, you may want to focus on the marketing channel that uses the
Internet. This method would clearly target those who are interested in pur-
chasing your product. In other words, use your placement strategy to break
down the distribution channels in accordance to where your consumers
shop and where they’re most likely to look for your specific product offering.

Evaluating your options:
Distribution channels

Most businesses find that by selecting multiple distribution channels they
can make more sales and attract more consumers than when they select only
one. Having multiple distribution channels allows you the opportunity to
gauge what channels work best for your specific product. Here’s a rundown
of the different channels you can choose from:

v Retail: Using retail stores that sell to the final consumer. This is a direct
channel because you're in touch directly with the consumer.

+* Wholesale: Working with wholesale dealers that act as the go-between
for you and retail stores. This would be considered an indirect channel,
because you aren’t in direct contact with your consumer; you’re more
than likely selling to the middleman.
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v Direct mail: Selling directly to consumers through catalog merchants
at retail prices (plus shipping). This would be considered a direct sales
channel, because you’re reaching out directly to the consumer with no
go-between.

v Telemarketing: Selling directly to consumers via the telephone. This can
be considered either direct or indirect marketing, depending on whether
you did the telemarketing within your company or you outsourced it to
another company.

v Internet marketing: Selling directly to consumers at retail prices or
wholesales prices (plus shipping) via the Internet. This channel can be
considered direct, indirect, or multilevel marketing, depending on what
sources you use to sell your products online.

v Outside sales force: Using salaried employees or independent commis-
sion contractors who sell your products to either the consumer or to
wholesale dealers. This can be considered a direct channel or an indi-
rect channel, depending on whether your sales force was employed by

SMBER you or outsourced to contractors.

Distribution channels can have significant implications on the following:

v Product margins and profits: The channel you use to sell your products
will determine the amount of profit you make. If you choose an indirect
sales method, you have to pay the middleman for selling your product.

1 Your marketing budget: Outsourcing sales often can save on your mar-
keting budget, because the middleman does the product marketing for
you in order to meet their own sales goals.

v Final retail pricing: Direct and indirect sales channels will determine
your final product pricing differently. If you use indirect sales chan-
nels, they’re allowed to price the product at the price they choose.
Otherwise, you may need to increase the price in order to cover their
commission or fee.

* Your sales management practices: The control you have over your
sales management practices is solely dependent on whether you out-
source or sell directly. When outsourcing, you’ll often use some percent-
age of that control.

Observing how consumer behavior
affects your placement strateqy

To determine your placement objectives, you need to get a handle on your
placement strategy. By answering the following questions, you can identify
the objectives in your strategy and determine the best methods to use to ful-
fill your placement goals:
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1 What are the characteristics of your target market and how large is
your market for this product? If you carry a high-priced item that typi-
cally has a small number of buyers, you may want to focus on the direct
sales approach, which provides plenty of customer service. If you're
selling a lower-priced item that appeals to a large market, such as paper
clips, you could apply an indirect distribution approach by using adver-
tising and placement in retail stores so customers could easily find that
item.

v Where are your customers located? Location is important when it
comes to placement. If you have a large number of customers in your
local area, you could sell through local retail outlets. If your customers
are located in multiple geographic locations, you may want to consider
distribution through agents, wholesalers, or Internet methods.

1 How large are the orders? You can use the size of your average order
to segment your customers according to their order size. You could
sell directly to customers purchasing large orders and use an indirect
method for smaller orders.

A\
You should choose more than one distribution channel in order to evaluate the
one that works best for your company and the distribution of your product.
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In this part . . .

n this part, I explain why it’s important to understand

the psychology of your consumers and show how to
gain an in-depth grasp of the internal workings that make
consumers think and act the way they do. For instance, |
look at the motivation of consumers and how it relates to
the consumers’ desires to achieve certain outcomes. I dis-
cuss the emotions that consumers go through and how
they work with motivation to move toward a purchase.

[ also evaluate the perception process and the interpreta-
tions of consumers. I help you find out how you’re per-
ceived by your consumer, how you can make use of those
perceptions, and how to reshape them if necessary. As if
that weren’t enough, I also explain how to use consumer
attitudes to predict and change intentions.

Consumers are affected internally not only by emotion
but also by their self-concepts. Self-concept often trans-
lates into a person’s lifestyle, or the way that he lives his
life, which he creates by spending (or not spending)
money. So [ delve into this topic as well.

You’'ll walk away from this part of the book with a solid
feel for how the internal psychology of individuals
impacts them as consumers. Having a better understand-
ing helps you communicate with consumers and move
them toward a purchase.




Chapter 4

Recognizing Need and Desire:
Motivation and Emotion

In This Chapter

Uncovering the motivations behind consumer action
Tapping into your customers’ emotions
Using marketing to appeal to consumers’ emotions and motivations

Wlen you understand how specific situations influence certain motives
and emotions in your consumers, you enter the sales situation with

the upper hand. Motivation and emotion are energizing forces within the
consumer that invoke certain behaviors and can make those behaviors pur-
poseful and directed. Understanding the desire components of consumer
behavior can help you in product positioning, sales, and advertising.

When you understand motivation and emotions, it’s easier to speak directly
to consumers in a way that moves them to action. This chapter draws you
into the depths of consumer psychology, helping you understand why con-
sumers make purchases in the first place as well as what prompts them to do
so. Throughout the chapter, I also help you to identify with your customers
on an emotional level and appeal to the emotions that spark motivation and
spawn action. The following chapters show you how to get your customers
to act by purchasing your product or service; this chapter helps you awaken
their needs or desires.

What Moves Consumers to Action:
Factors of Motivation

Motivation is the persistent need that stirs up and energizes long-term goals
within a consumer, and it plays a serious role in consumer behavior. In order
to understand the motivation of your consumers, you must understand what
it is that motivates them in general. That task can seem complex, so my goal
in this section is to simplify it for you.
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Exploring the major motivators

Motivation can be hunger, sex, curiosity, security, power, and so on, and it
begins with the presence of a stimulus that triggers the recognition of a need.
Motivators for consumption include status, social acceptance, security, or
individuality. These and other motivations are subconscious and can be trig-
gered or reinforced by your marketing message.

When thinking about what motivates your customer, consider the five main
motivators that consumers experience and react to:

1 Basic needs: Basic needs are easy motivators to understand because

they’re the things that everybody needs to survive; examples are food,
shelter, and water. Consumers don’t want to pay extra for basic needs. If
your customer is motivated by a basic need, price will be a major factor
in the purchase.

1+~ Convenience: As a motivator, convenience is all about saving time,

effort, and money. For example, someone looking for a housekeeper
may be motivated by convenience, because the act of hiring a house-
keeper indicates that the person is interested in saving time and easing
day-to-day life. Paying for convenience is common in today’s society.
Convenience provides people with the opportunity to spend less time
on the things they dislike doing and to spend time, money, and effort on
the things they enjoy.

v Security/safety: This powerful motivator is about peace of mind; it’s

triggered by fear of the unknown and the uncontrollable things in life.
Everyone’s looking to feel safe and secure. This motivator is what drives
consumers to purchase insurance, fire sprinklers, smoke detectors, or
security alarms.

v Self-image/ego: Although no one likes to admit it, everyone has an ego.

People love to look good, feel good, and be envied by others. This moti-
vator is strongly driven by emotions, and purchase decisions triggered
by this motivator aren’t logical decisions — they’re based on emotion.
The self-image motivator always brings with it a feeling; it makes the
consumer look good, which in return makes him or her feel good. For
example, you may purchase a car that you know will gain the attention
of other drivers, or you may purchase a house in a specific neighbor-
hood because it shows that you’re doing well for yourself. This motiva-
tor can be very strong.

v Fun: Ahhhh . . . fun! What more is there to say? The multimillion dollar

entertainment industry should be proof enough that fun can be a strong
motivator. Fun is about leisure, relaxation, and enjoyment. This motivator
pushes someone to buy the pool table, the big-screen television, and that
Jacuzzi for the deck out back. These purchases contain no real practical
purpose, but they’re a source of guaranteed fun and enjoyment.
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Motivation affects both the level of importance the product has to the con-
sumer as well as how much interest the consumer has in the product. Having
this understanding enables you to focus more on the desired emotional state
that the consumer is trying to achieve.

In addition to the various types of motivators, motivation can be either posi-
tive or negative. Here are examples of each type:

v~ Positive motivation: This type of motivation leads to the purchase of a
sports car. The consumer is motivated by the ride and the way it makes
him look and feel.

1 Negative motivation: This type of motivation leads to the purchase of
life insurance. The consumer is motivated to purchase because he’s
worried and uncertain about how a family member would handle the
expense of a funeral and burial if he were to pass away. The consumer
purchases this insurance to help handle his affairs after his death. This
isn’t a pleasant motivation; it’s actually rather unpleasant, which is why
it’s considered a negative motivation.

Motivation consists of drives, urges, wishes, or desires that initiate an
uncomfortable tension within the consumer that remains until that need
is satisfied. The motivation drives them continually through the consumer
buying process, so your goal as a marketer is to identify and awaken your
customers’ underlying motivation; after you do that, you can implement
other facets of marketing strategy to promote your product or service.

An example of marketing-driven
motivation in action

Consider the following example from Hair-For-Hunks, which clarifies the
effect your marketing messages can have on consumers.

Hair-For-Hunks is a fictitious hair replacement manufacturer that boasts the
highest sales in its industry. Entering the marketplace with a bang, the com-
pany’s newest product, Coverage, is a hair product that targets men in their
mid- to late-40s who are experiencing hair loss. In marketing its product,
Hair-For-Hunks accepts the significance of consumer motivation and uses
popular motivation theories of a respected psychologist when creating its
marketing campaigns. The company used a combination of both unconscious
and functional marketing tactics to motivate men to buy Coverage.

Hair-For-Hunks acknowledges that men in the target segment want to be
viewed as athletic and attractive; they struggle with the fact that they're
losing their hair at such an early age. In light of this information, the com-
pany decides not to use a traditional male model in advertisements, instead
opting to make the potential customer the model and capture his response to

/3
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the product. Hair-For-Hunks puts the potential consumer in the starring role
as the attention getter, not some 20-something model with a full head of hair.
This advertising allows men who are potential consumers of Coverage to
experience what using the product may be like from a purely egotistical point
of view. While starring in the advertisement, these men experience glances
from attractive women in their 20s to mid-30s and even enjoyed smiles and
envious looks from other men.

Hair-For-Hunks is able to create the illusion that the unconscious desire of its
target segment — a full head of hair and attention from others — is fulfilled
by using the new Coverage product. The company realizes that its customer
base has an unspoken fear of becoming old and bald, and Coverage promises
to conquer that fear and rid them of the uncomfortable tension. Pledging to
turn back the clock and create the illusion of youth and a full head of hair
attracts the attention of other consumers. Hair-For-Hunks has developed a
marketing concept that motivates its customers to not only purchase the
Coverage product but also to become loyal customers.

In essence, the consumers who purchase Coverage aren’t really purchasing
the hair product but rather the concept of youth and masculinity produced
by the product marketing campaign. By not using a traditional model, the
potential consumer becomes the model and therefore the face of the product.

Motivation isn’t the only factor at work in this example, though. As you see in
this chapter, human needs motivate consumers to buy, and as a marketer, you
can bring out specific emotions to sell your products and services.

Energizing Motivation:
The Role of Emotion

A\

Emotions influence every decision your consumers make. They shape memo-
ries and influence perceptions, dreams, thoughts, and judgments. Emotion
drives motivation and triggers the motivation to do something in response to
a feeling. Emotions include the gain of power, loss of power, anticipated gain,
and anticipated loss. Emotions aren’t easy to define, and they don’t operate
alone.

Think of emotions as first impressions: They’re important because they influ-
ence a response and behavior. In truth, a consumer’s emotions may determine
whether any action follows at all.

Emotions move consumers to purchase, revisit a place of business, and
decide whether the price for a product or service is worth it. The bottom
line is that specific emotions trigger a consumer to purchase. And emotional
experiences with products and services can often lead to building consumer
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loyalty. So emotions are important in understanding why consumers buy
what they do. Engaging your customer in your advertising and marketing and
gaining a favorable emotional response is the beginning of the motivational
process.

Understanding how emotions
affect purchasing behavior

Consumers purchase products and services to experience certain emotional
states or to achieve emotional goals in a process called emotional arousal.
Emotions can create a feeling of pleasure or satisfaction, but they also can
give the consumer the perception that their purchase will help them avoid a
feeling of displeasure or pain. Emotions are the commonality behind decision
making.

No matter what the purchase is, consumers must somehow associate a posi-
tive emotional connection between your product and themselves. Positive
emotions can include the fulfillment of a desire, the support of values, or the
feelings of safety and protection. Can you identify which role your product
fits into?

Similar to motivations, consumers can have both positive and negative
emotions that affect their purchasing decisions. They also have both nonex-
pressed (insecurity and depression) and expressed emotions (excitement,
joy, and happiness). It’s important to understand the difference between
expressed and nonexpressed emotions because if a consumer is purchasing
but isn’t expressing any emotions toward the product, you may be required
to ask more questions in order to understand the end state she’s trying to
achieve.

Consumers can struggle with conflicts in the decision-making process,
because oftentimes they’re trying to rationalize their emotions. You often
see this as double talk from consumers. They’ll express one thing and a few
minutes later express something contradictory to their initial statement. This
double talk is caused by a conflict when choosing between a product that’s
rational and a product that’s pleasurable.

For example, say that a successful businesswoman walks into a car dealer-
ship. She explains that she wants a car that gets attention and goes fast. She
selects the car that she wants. It’s a flashy sports car that seats two. The
longer she sits in the dealership, the more she tries to rationalize the pur-
chase. She’s feeling unsure; even though her purchase is pleasurable, she
wonders whether it’s rational. The double talk begins. How does the sales-
person handle this? In order to complete the sale, it’s his job to remind her of
what she asked for when she came in and the reasoning she gave him for the
car she was looking for.

75
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In the following list, | show you the emotional cycle associated with con-
sumption, and to illustrate my points, [ use examples that go back to the ear-
lier Hair-for-Hunks scenario:

1. Dissatisfaction: The consumer feels a need that isn’t satisfied.

For example, Joey, a 36-year-old, is unhappy that he has experienced
hair loss at such an early age.

2. Discomfort and tension: The need causes the consumer to feel tension
that makes him uncomfortable.

Joey wants to be viewed as athletic and attractive, but he doesn’t feel
that way because of his hair loss.

3. Drive to satisfy the uncomfortable tension: The consumer is driven to
satisfy the tension making him feel uncomfortable.

Joey begins looking for a solution for his hair loss in hopes that he may
be viewed as athletic and attractive.

4. Satisfaction and reduction of tension: The consumer satisfies his need
by making a purchase.

Joey discovers Hair-For-Hunks and purchases the company’s Coverage
product.

5. Reduction of tension: With the need satisfied, the consumer’s tension
dissipates and he once again feels comfortable.

Joey uses the Coverage product and once again feels confident that he’s
reflecting a younger, athletic, and more attractive appearance.

Linking marketing efforts
to consumers’ emotions

As a marketer, you can use knowledge of motivation and emotions to move
beyond basic advertising into the realm of the unconscious and conscious
desires, fears, and needs in order to successfully market your products and
services to consumers. It’s simply not enough to promote your products as
just filling a functional need; you must touch customers on a deeper level.
Doing so helps the consumer feel that she’s somehow linked to your product
and that it produces the favorable image of her and who she wants to be.
This reaction evokes consumer identification with your product and moti-
vates her to buy — and keep buying — your product.

You can use marketing activities as a way to stimulate emotions and satisfy
motivation. If you accept that emotions influence consumers’ desires, motiva-
tions, and behaviors, it makes sense to consider the role of emotions in your
marketing and advertising. After all, the purpose of most advertising and mar-
keting is to persuade, motivate, and sell. Creating the appropriate emotions
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in advertising increases the chances that the advertising will have a positive
effect on persuading consumers to purchase your product. By creating mar-
keting materials and advertisements that trigger or reinforce the emotions
your consumers are feeling, you see an increased number of consumers inter-
ested in buying your product. Figure 4-1 shows a flowchart of the emotional
and motivational factors leading up to a purchase.

Figure 4-1:
This flow-
chart shows
how emo-
tion and
motivation
influence
purchasing

decisions. Purchase Is Made

As I mention earlier in this chapter, emotion jump-starts a consumer’s moti-
vation to purchase, but how can you use that information in your own mar-
keting strategy? You can use emotion in two ways:

+* You can use emotional arousal as a benefit of your product. For exam-
ple, does your product enhance a consumer’s life by giving her more
energy, more joy, or overall happiness? If so, use that as a benefit in
your product positioning, sales presentations, and advertising.

+* You can also use the reduction of an emotion as a benefit. For exam-
ple, does your product relieve stress, save time, or reduce anxiety? If so,
you can use that relief as a benefit.

The idea is to look at the emotional benefits that your product carries for
consumers so that when marketing you can use those benefits to trigger the
motivation for them to buy your product.



78 Part ll: Delving Into the Psychology of the Individual Consumer

Consider the Hair-for-Hunks example from earlier in the chapter. In this
example, the men that Hair-For-Hunks was targeting felt unattractive and less
youthful looking than they once did when they had full heads of hair. In order
to awaken consumers’ motivations, the marketers in this example appealed
to the negative emotions that the men were feeling. Then the company
bundled its emotional benefits in its marketing message in order to entice the
men to purchase the Coverage product.

A real-life example of how consumer motivation and emotions can produce
action is the bottled water industry. This industry has become extremely
profitable over the past ten years, but when bottled water was first pro-
duced, consumers laughed at the concept. Why would they want to buy
water in a bottle when they could drink it from the kitchen tap? That’s when
the marketing message changed: People weren’t buying bottled water for
convenience but rather for their health. By drinking bottled water, they felt
they were protecting themselves from the impurities of tap water. A wariness
of drinking tap water developed during this time. Impurities? What would
they do to people? Could they be harmful? Now people are sold on the idea
of bottled water.

Here’s the breakdown of this bottled water example in terms of motivations
and emotions:

v+ The motivators were personal safety and security of one’s health.

v The emotion of fear moved consumers into action. They began to drink
bottled water that they had to pay for in order to avoid drinking tap
water.

The marketing message changed consumer behavior by touching consum-
ers and making the issue personal. In return, consumers wanted to feel safe,
so they opened their wallets and spent (and continue to spend) money on
bottled water.

Evoking Emotion and Spurring
Motivation through Marketing

When consumers are motivated by an emotion, they’re looking to either
satisfy an emotion or get rid of it, so you have to figure out how to influence
their response. To spur the emotions that trigger consumers’ motivations
to purchase your product, make sure they see the emotional benefits of the
purchase. You can then use that information in your marketing strategy and
speak directly to the emotions of your consumers.
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Identifying your customers’
underlying motivations

The best way to use emotion in your marketing strategy is to start out by
looking at the major motivators that consumers experience and then deter-
mine which motivators your products address. Do you add convenience to
their lives? Do you provide them with a basic need? Do you provide them
with fun? What about providing them with peace of mind or security? Keep in
mind that it’s possible to fit into more than one of the motivator categories.

After you identify what motivators your products address, you can use this
information as you draft your marketing messages and advertisements. Your
objective is to use the motivators that you’ve identified to speak directly to
consumers. The emotional benefits that you offer to your consumers should
be in your marketing and advertising message, and they also must be used to
enhance the positioning of your product. (Refer to Chapter 16 for more infor-
mation on positioning.)

It’s important to take time to evaluate your consumers and determine what
motivates them to buy from you. How do you know what they’re motivated
by? Evaluate the problem that your product solves. If you sell security sys-
tems, for example, your product offers security. By taking the time to identify
the motivators that your consumers experience and by speaking directly

to them and providing a way to get rid of any uncomfortable tension, your
consumers will quickly see that you offer them a satisfying solution that puts
them back into the comfortable zone they desire.

Motivating action by tapping into emotions

Think back to the last election — national or local. It’s quite clear that politi-
cal marketers have mastered the art of tapping into emotions to sway voters.
Believe it or not, you can apply the same principles to tap into the emotions
of your customers to sway their purchase decisions. I show you how in the
following sections.

Identifying which emotions to stimulate

The key to tapping into the emotions of your consumers is to help them feel
what your product or service offers. What emotion does it serve — happi-
ness, fear, humor, warmth, or maybe even the resolution of anger? Get in
touch with the emotions that consumers feel when they come looking for
your product.

If your company sells security systems, for example, you know that your
consumers are fearful that someone may try to break into their homes.
They’re looking for a product that offers peace of mind and security. Fear is
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the emotion that triggers the motivation to purchase the security system, so
that’s the one you want to address.

Fear can move a consumer to purchase for the feeling of security and peace of
mind, but if you abuse this emotion, you risk running yourself out of business.
You can use fear as a selling point, but you have to be careful to do so ethi-
cally. If your product or service can rid consumers of a fear, move forward.
Educate them of the consequences if they don’t purchase your product. For
example, if they don’t purchase your security system, you can tell them that
they run the risk of having their homes broken into and of not feeling safe
because they’re unprotected. Otherwise, don’t try to fake it; consumers will
see through your ploy and head for your competitor.

Stimulating the intended emotion with marketing tactics

In order to be successful, your marketing tactics must stimulate an emotional
need for your product or service. How do you do this? Use the following
three methods for tapping into the emotions of your consumer:

v Get personal. Share personal stories of customers or people in your
company. No fictional brochure or advertisement can create real-life
excitement; you can only gain real consumer excitement and stimulate
emotional buying by sharing personal stories. By getting personal, you
create credibility for your product or service and give customers some-
thing to relate to. Refer to Chapter 5 to find out more on influencing a
consumer’s perception.

+~ Bust out those benefits. Customers want to know what their purchases
will do for them. Stop being wordy in your marketing message and give
it to them straight. Point directly to the benefits of the product or ser-
vice; features are meaningless to your consumer unless they’re benefits.
If you're having trouble identifying your benefits, fill in the blanks: “What
that means to you is ?” See Chapter 16 for more informa-
tion about educating consumers about your product.

v Prove it. In order to create emotions of excitement and trust, you must
prove the benefits of your product. You can do so by using testimonials,
providing demonstrations, or offering free trials and samples. At this
point, you're no longer actively selling your product or service because
your customers are already willing to buy! Refer to Chapter 3 to find
more about applying consumer behavior to your marketing strategy.

Suppose a family purchases a new home and has the desire to make sure that
it’s protected and safe in that new home. The family has had an emotion of
fear since moving into the new area, so it’s motivated to purchase a security
system for protection. A company that sells security systems knows that

the motivators behind their consumers are peace of mind and safety. These
motivators enable the company to create marketing messages and advertise-
ments specially geared to this family.
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As the family began to shop around for information regarding the different
alarm systems available, many of the advertisements and marketing mes-
sages contained technical jargon that the family didn’t understand. However,
when browsing the newspaper ads one morning, the family came across the
security company I just mentioned. The advertisement spoke to the family
and the fear that was motivating it to purchase. The family related to the
company and felt understood, so one of the members made the call. The
security company was able to provide the family with a solution to satisfy its
need and provide peace of mind.

The company that used the high-tech words and technical jargon didn’t
touch the family personally and didn’t relate to what was motivating it to pur-
chase, so that company lost out on a sale and the pleasure of bringing peace
of mind to a new customer.

Recognizing and reconciling
internal conflicts

When a consumer decides to make a purchase decision, she may have more
than one source of motivation and be faced with a conflict. Consumers often
find themselves in situations where different motives, both positive and nega-
tive, conflict with one another, and they must deal with the internal conflict.
This section discusses each of the three types of motivation conflicts and tells
you how you can recognize and help to reconcile them in your customers.

When the customer equally desires two options

In the approach-approach conflict, the consumer is struggling with two desir-
able alternatives. This conflict generates the least amount of anxiety of the
three types of customer conflicts. Although the consumer must make a deci-
sion, each option is equally desirable and has attractive options.

For example, say a man is at an auto dealership and has decided that he likes
two cars, but he only has enough money to buy one of them. Ultimately, the
man will walk away from the dealership happy, but his initial need to choose
creates an internal conflict and some anxiety about making the choice.
Obviously, a consumer caught in an approach-approach conflict eventually
will choose the most desirable option.

You can help your customers deal with the approach-approach conflict by
informing them of the benefits and features of each product option and how
they compare to each other. If a competitor offers the alternative option to
your product or service, it’s important to offer a thorough comparison of pur-
chasing from you versus purchasing from your competitor. Emphasize prod-
uct features and benefits. If your item is identical to your competitor’s, focus
on the strengths of your company; if the item is different, focus on the item
you offer and how it compares to your competitor’s alternative.
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The consumer’s path to the final decision involves thinking and rethinking
the benefits of each option. As the consumer analyzes each option, the desire
for one over the others becomes stronger. The closer the consumer gets to
that one option, the stronger the drive becomes for that particular option.

In other words, the benefits of that specific product become more desirable,
leaving the other option less desirable.

Here’s an example to illustrate what I mean: Suppose a man walks into an
auto dealership looking to purchase a minivan for his family. Two used mini-
vans are available. One has all the options, but the price tag is higher. The
other is less expensive, but lacks many of the options that the first van does.
The man debates with his family because either vehicle would work. After
debating with one another and visiting with the salesperson, the man and his
family decided that the more expensive option is the better choice. The less
expensive minivan no longer captures their interest.

Even though the approach-approach conflict generates a minimal level of
anxiety, the outcome is always positive. This is the easiest conflict to recog-
nize and resolve. After all, the consumer gets to choose between two good
options. It’s just a matter of which one they think and feel is best for them.

When the customer feels a positive and
negative response simultaneously

In the approach-avoidance conflict, the consumer is both attracted and
repelled at the same time because the desired product may carry with it neg-
ative consequences. For instance, the consumer may experience guilt when
buying a high-status or pleasurable product or service.

As an example, suppose that in order to purchase a sports car, a consumer
must pay a large down payment in order to keep her monthly payments man-
ageable. She feels some resistance to purchasing the car unless the stress of
the purchase is lessened.

How can you resolve this conflict through marketing and advertising? Focus
on the pleasure of the purchase, namely the features of the selected car and
the importance of those features to the consumer. If that doesn’t work, offer
a model with fewer options (and therefore a lower price), or get creative in
financing the purchase.

Your objective when faced with an approach-avoidance conflict is to draw
attention to the pleasure of the product and take the attention away from the
stress that’s halting the purchase by offering options that alleviate or lighten
the consequences that are holding back the consumer.
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When the customer faces two undesirable options

In the avoidance-avoidance conflict the consumer is faced with two undesir-
able alternatives. Neither choice is pleasing, but he must select one. The
options in this scenario don’t matter; what’s important is the fact that the
consumer wasn’t looking to purchase a product. Instead he finds himself in
the situation that it’s necessary to purchase, not pleasurable.

For example, say a consumer needs to repair a 20-year-old refrigerator or
buy a new one. Both choices are undesirable because both involve spending
a large sum of money. Consumers facing this type of conflict generally do an
in-depth search for information and seek out ways to possibly avoid at least
one option. How can you assist in resolving this conflict? Point out how pur-
chasing your product or service may save the customer money, or offer up
payment option plans that can ease the burden of spending a large amount of
money at one time.

The quicker you can ease the conflict, the easier it is to move the customer
past the conflict and into the purchase. Your objective when your customer is
in an avoidance-avoidance conflict is to turn a negative alternative into a posi-
tive one.
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Chapter 5

Supplying Information and
Influencing Perception

In This Chapter

Understanding the value of perception and how it works
Knowing how consumers form perceptions

Influencing consumers’ perceptions so they do what you want

‘ onsumers are faced with a wide variety of stimuli every day. They ana-

lyze and interpret each stimulus with their built-in screening systems.
These systems help consumers select and recognize what information is rel-
evant to them and ignore what isn’t. Ultimately, this recognition leads to their
purchasing decisions.

In this chapter, | explain what perception is and how a person’s perception
forms. I also explain how perception influences purchasing behavior and how
you can influence consumers’ perceptions of your products or services with
your marketing efforts.

In the Eye of the Beholder: A Primer
on Perception and Consumers

Ever wonder why people buy certain products? It’s all about perception.
Perception is how consumers understand the world around them based on
information received through their senses. In response to the stimuli, con-
sumers subconsciously evaluate their needs, values, and expectations, and
then they use that evaluation to select, organize, and interpret the stimuli.
This process of receiving and interpreting information is an internal one.
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For example, suppose you're throwing a dinner party and have two unlabeled
bottles of wine available to your guests. One bottle carries a price tag of $75
per bottle. The other you picked up at $12 per bottle. Your guests love the
$12 bottle of wine and can’t rave enough about it. All evening you’re collect-
ing compliments for your wine selection. At the next gathering that you hold,
you offer the same selection of wine to the same guests from the previous
party, but just for experiment’s sake you left the labels and price tags on the
wine. You notice through your experiment that the guests are drawn to and
more impressed by the $75 bottle of wine. Because it tastes better? Nope.
It’s because subconsciously your guests perceive the $75 bottle of wine as a
higher quality wine that should taste better than the $12 bottle. That’s how
the subconscious mind works with consumers.

Consumers make decisions based on what they perceive instead of on the
basis of objective reality, so accounting for consumers’ perceptions of your
business and product or service is a crucial part of devising your marketing
strategy. Even though you can’t force a perception on a consumer, you can
work hard to understand it. You can determine the factors that influence it
and find out how that perception is processed. By knowing the general per-
ceptions that your consumers may carry, you can tailor your marketing and
advertising messages specifically to them.

Understanding How Perception Forms

By understanding how consumers construct their perceptions, you can better
influence consumers to do what you want: buy your product or service.

Perception takes place in three stages:

1~ Stage 1 — Selection: The selection stage of perception takes place when
a person encounters a particular stimulus.

1~ Stage 2 — Cognitive organization: In this stage, the consumer organizes
his thoughts about the stimulus. This is when the consumer shapes his
response to the stimulus.

1 Stage 3 — Interpretation: This is the stage in which the consumer solidi-
fies his perception and then executes a response. This response can be
expressed physically or verbally.

Figure 5-1 shows a flowchart of the process and the influences that affect con-
sumers. The following sections expand on these three stages.
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Figure 5-1:
This
flowchart
shows the
formation of
perception
and how it
translates to
action.
|
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Structural Stimuli
(intensity and size, position, contrast,
novelty, repetition)

Sensory Stimuli
(taste, smell, touch, sight, sound)

External
Influences

Internal
Influences

Purchase or Rejection of
Product/Service
Consumer responds by purchasing
or rejecting object of stimuli

Selection: Letting in stimuli

Two categories of stimuli affect a person’s perception: sensory characteristics,
which involve the senses, and structural characteristics, which are external
elements.

It’s important to realize that consumers don'’t select the stimuli that affect
them. Stimuli response is automatic, because it provides them with an inter-
nal trigger. It acts as the red light or green light and then guides them in their
response. For example, when I smell vanilla, the scent triggers my subcon-
scious and reminds me of the candles my mother used to light at dinnertime
when I was a child. [ have the green light to anything that smells like vanilla,
because I like the memory it recalls for me.
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Sensory stimuli

Sensory characteristics affect a consumer’s senses. As a marketer, you can
use your knowledge of the characteristics to stimulate the consumer’s per-
ception. Sensory characteristics include vision, taste, smell, sound, and feel.
Here’s a rundown of these stimuli:

v Vision: Vision is the most dominant of the senses, so you're probably
more familiar with using it in marketing than with using any of the other
senses. Vision is known to stimulate physiological changes. You can
affect the perception of consumers by using color, shape, and size. For
example:

¢ Warm colors, such as red and orange, increase blood pressure
and heart rate. Orange is also often used in fast-food restaurants
to stimulate diners’ appetites.

¢ Cool colors, such as blue and green, decrease blood pressure
and heart rate. Blues and greens are often used in hospitals for
their calming effect and to reduce patient anxiety.

¢ Unique size and/or shape: The size and shape of your packaging
has the ability to attract new consumers to your products. For
example, consider the last time you walked into a retail store and
saw a uniquely shaped shampoo bottle. You more than likely were
intrigued and picked up the bottle to have a second look.

v Taste: Culture plays a powerful role in perception, especially when
determining taste. Taste affects the success of food and beverages. For
example, European food tastes very different from Korean food. The
two types carry different flavors, different appearances, and different
textures. The difficulty of taste as a stimulus is that everyone likes some-
thing different, so what may taste good to one consumer may not taste
good to another.

If you depend on taste to sell consumers on your product, your best
course of action to ensure success is to conduct taste tests with them.
You won'’t be able to please everyone, but try to provide items that
appeal to the mass of your target market.

v Smell: Smell is the most direct of the senses for consumers. No other
sense evokes memory more than smell. It’s proven that smelling scents
remembered from childhood can result in moods like those experienced
in the person’s younger years. Marketers have begun to understand this,
so some are using smells to build mood effects into products. Marketers
also know that using certain pleasant scents in a store increases the time
consumers spend browsing. An example of the impact that smell carries
is to think of the cinnamon roll shops located in malls or airports. The
aroma of fresh-baked cinnamon rolls draws consumers in to purchase.

While some smells work to your benefit, others that are too overpower-
ing can repel consumers. Consider the consumers who avoid the fra-
grance section of department stores because of the overpowering odor.
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v+ Sound: Sound, in the form of music and speech, can capture consumers’
attention quickly. Research has shown a positive connection between
the use of popular songs in ads and consumers’ ability to recall those
ads. It’s also proven that consumers react to what they hear in stores.
Pleasant music results in increased store sales, and unpleasant noise
results in lower store sales.

In order to use sound to enhance consumers’ perceptions, consider
your target market and what sounds appeal to them. If your business

is a book store, classical music may encourage concentration. On the
other hand, if your business is a clothing store for teenagers, you'll likely
want to focus on popular music that appeals to them.

v Feel: When a consumer can touch and feel a product, she obtains vital
information that can have a positive or negative effect. Consider a
pillow, for example. As the consumer touches and feels the pillow, its
softness may remind her of the way her grandmother’s pillows used to
feel. This creates a pleasant perception and moves the consumer to pur-
chase the pillow. However, the reverse also can happen. I may touch the
pillow and be reminded of the itchy sweater my mother use to make me
wear. This creates a negative perception that results in me not wanting
to purchase the pillow.

You don’t have control over negative perceptions for any of the previous
stimuli. You just can’t please everyone. What you can do, however, is ask the
consumers what they don’t like about the product you have shown them,

and then point them in the direction of different products that will hopefully
produce a positive perception. In other words, try to find out why the product
triggers a red light for them. That way you can move them on to something
that will trigger a green light.

Structural (external) stimuli

Structural characteristics that affect a consumer’s perceptions are external,
not internal. They deal less with the consumer’s senses, and yet they rely
on visual elements to gain the consumer’s attention. (A lot of what follows
relates to advertising; if you’d like more info on using advertising effectively,
flip to Chapter 3.) Here are the structural stimuli that you might use:

+~ Intensity and size: These characteristics often are the first things to
attract the consumer’s attention. Intensity refers to the number of times
consumers see your product or advertisement. You can gain consumers’
attention by creating an advertisement that’s brighter and larger in size
than average advertisements. An example would be a full-page newspa-
per ad.

If you have a retail location and want to use intensity and size to your
benefit in that location, consider the number of places you put your
product and the sizes of the displays that house your products. If you
place one display at the entrance of your store and then another one
where a customer might check out, you have not only increased the
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number of times your product is seen, but you've created the percep-
tion that the product is important enough for you to put it in more than
one place.

v~ Position: Whether a consumer sees an advertisement or product

depends largely on where it’s positioned. This includes where an ad is
placed on a newspaper page or where a product sits on the shelf.

1 Contrast: When you employ contrast, you set off one thing against

another. Consider grabbing a consumer’s attention by placing a black-
and-white advertisement in a colorful publication or creating a commer-
cial that plays softly during a television rock show.

Placing an element where consumers don’t expect to see it attracts
attention. You don’t always have to be the most colorful or the loudest;
sometimes the contrast alone attracts more attention than the norm.

In a retail setting, consider the colors you use in the displays that house
your products. Also use lighting to really enhance and draw attention
to your product. The objective is to make it stand out from among the
other products available.

1 Novelty: Most people love novelty, whether the uniqueness is a new

look, sound, taste, smell, or feel. Your child may choose a particular
candy because of the novelty packaging; he’s not especially concerned
with what’s inside. Consumers don’t necessarily buy items because
they’re the least expensive either — most of the time they aren’t. They
buy the items because they’re different and stand out.

1 Repetition: Repetition works. Advertisements often are repeated to help

consumers recall a product and create a strong interest in that prod-
uct. You hope that the desire created by the ad translates into a sale.
Repetition works extremely well with low-involvement purchases, which
are purchases that are less involved and carry a lower expenditure and
less personal risk. Examples of these products are shampoo, toothpaste,
or laundry detergent.

Because consumers use these products every day and they typically
don’t cost much, consumers are more willing to take a risk in trying
them out. When they see an advertisement that interests them or that
sticks in their minds due to the repetition, they will often take mental
note so that when they’re standing in the aisle to purchase the product,
they recall your advertisement and choose to try it.

Knowing which stimulus is right for you depends on your target market.
Market research and testing of the different structural stimuli for your specific
product allows you to see which one works for your product. You also can
watch competitors to see what they’re doing and then glean ideas from the
information.
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Cognitive organization: Processing
information

When it comes to developing a perception, the consumer must process the
stimuli to interpret it and conclude the steps of perception development.
The processing phase is extremely subjective and is based on the following
things:

v What the consumer expects to see in light of her previous experience
v The number of explanations she can envision
v The motives and interests at the time of perception

v The clarity of the stimulus itself

In this stage, consumers compare the stimuli to their own beliefs, attitudes,
and involvement. This is a mental process that’s affected by things such as
race, color, religion, gender, or other past cultural experiences. In response
to stimuli, consumers usually perceive things they need or want, and block
unnecessary, unfavorable, or painful stimuli.

Consumer response to stimuli isn’t a proactive thought-out process. A
stimulus triggers the beliefs and attitudes that are stored in the memory of
the consumer. For instance, consider the fact that I like the smell of vanilla.

[ don’t sit down to process why — I just know that I do. I like it because it
reminds me of dinner with my family when I was a child; vanilla was the scent
of the candle my mother lit during our meals. Now, obviously, if I take time to
analyze why I like the scent of vanilla I would remember, but the truth is that
subconsciously I already remember.

The same is true for stimuli that trigger painful memories. For instance, when
I walk down the grocery store aisle, the thought of peanut butter makes me
sick.  know it’s because [ choked on a peanut when [ was younger, but I don’t
stand there and ponder why I don’t like peanut butter. I just automatically
know that I don’t.

The response to stimuli for each consumer is built in. If it isn’t, the opportu-
nity to create a positive experience to the stimuli is available, but the internal
trigger won'’t already be present.

How do you as a marketer handle a stimulus that creates either a positive or
negative response? You do it by observing consumers and asking questions.
Why do they like or dislike that smell? What is it that attracted them to that

specific product? Was it the feeling it gave them when they touched it? Why
was that consumer turned off by the spice in that entrée?
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The truth is that there are some responses you can’t change no matter how
you modify your marketing. But what you can do is get to know your consum-
ers, ask questions, and help them find what it is they need. Then find what
product will give them the green light to purchase.

Interpretation: Giving meaning
to the stimuli

Comprehension is the process in which consumers understand what a message
is saying. Factors in comprehension of advertising and marketing messages
include product development, existing expertise in the product area, expecta-
tions consumers already have of what they will learn, and individual differ-
ences across consumers.

The consumer’s interpretation gives meaning to the stimulation that the
consumer has received. This meaning is based on internal and external fac-
tors. Interpretation then leads to action. After the consumer has received the
stimuli and organized it, he interprets the information by using the following:

1 Physical appearances: Consumers draw conclusions based on physical
appearances. For example, when consumers see people they know,
those who resemble them, or those whom they’d like to imitate, they
recall the positive attributes of these people and make a positive
interpretation.

This is why attractive models are more persuasive for luxury products
(think jewelry, expensive cars, high-end clothing). Consumers see these
beautiful people and think that they’ll be beautiful too if they own that
ring, SUV, or tux. But when marketers want to promote common prod-
ucts (cleaning supplies, computers, cellphones, and so on), they turn to
the everyday man or woman — people “just like me” in the consumer’s
mind.

1 Stereotypes: Our own ideas, thoughts, and preconceived notions of how
people should be influence how stimuli are perceived. Take for example
the face you put with your customer service claim. Is it friendly? Is the
person smiling? Does he look eager to help?

v First impressions: A consumer’s first impression determines which stim-
uli is relevant, important, or worthy of acting on. Your customer’s first
impression is gauged on your eagerness to help him, the clarity in your
offering, and whether you took the time to listen to his needs.

v Early information: People usually don’t listen to all the information
that’s available before making a conclusion. So make sure you put the
persuasive arguments first in your advertising and marketing message.
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v+~ Halo effect: Consumers perceive and evaluate multiple objects based
on just one factor. An example of this is a brand name or a company’s
spokesperson of choice. Say a company that makes a popular athletic
shoe breaks into the antiperspirant/deodorant market. If the consumers’
perception of the shoe is positive, they’re likely to have a positive per-
ception of the antiperspirant as well.

Cultivating and Shaping
Consumer Perception
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A common mistake that businesses make is in assuming that perception is
built on the features and benefits of their product or service. The truth is that
perception is built on the value that the consumer believes the product or
service carries.

You must create value for your consumers to shape and cultivate their per-
ceptions. You create value by focusing on what your consumers believe is
essential. Consumer perception depends on

v The stimuli to which consumers are exposed

v How that stimuli is presented to the consumer

v The quality of products and services that you offer

v Customer service and the support that you provide

v The deliverability of what you promise

Essentially, all consumers want a compelling return on their investment with
you. That doesn’t just mean money; it means time too.

Identifying what’s important
to your customers

Consumers’ perceptions of value are based on their individual sets of crite-
ria. However, consumers typically see value in some common ways, which |
explain in the following sections.

Recognizing common factors in value assessment

Quality, service and support, and delivery contribute to the consumer’s per-
ception of value. Every point of contact with your customers is a potential
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moment of truth regarding your company’s value. If your customers experi-
ence a moment that isn’t positive, their perception of your value won’t be
positive either.

“&N\BEB When you constitute a good value with customers, [ guarantee they’ll tell
& everyone they know. This is how potential customers begin to form a percep-
tion about your product or service, which of course means more business.
When considering how to shape and cultivate perception, realize that nothing
is a stronger influence than the endorsement of a satisfied customer.

Here’s how you can ensure that consumers place great value on your service
or product:

+* Quality of the product or service: Quality is the first and most impor-
tant component of value, and it encompasses quality in service and
quality in product. Consumers see value when they see quality. As
a business, do you work to improve your products consistently?
Consumers judge quality by the improvement a company makes to its
offerings.

Quality boils down to the moment that your customer experiences a
positive or a negative impression when interacting with a given product
or service. You create value by providing quality.

v Service and support: The service and support that you provide must
be top-notch in every way that you communicate with your customer.
In other words, you need to uphold promises, take the time to listen to
your customer, and stand behind your product. Service and support
come from everyone that’s employed by your company, from the pro-
duction line to the receptionist that answers the phone. Every element
within your business that supports the promise to service what you sell
impacts the value that consumers perceive.

It’s important to ensure that your customers receive exactly what your
company has committed to deliver. If they don’t, their perception of your
value will fall. Service and support includes everything from meeting cus-
tomer expectations to accurately filling orders. It’s the extension of your
commitment to your consumer beyond the quality of your product.

<MBER Every person and every department within your company must under-
stand the importance and contribute to the value that your customer
buys — including service and support. Look for opportunities to delight
your consumers, not only at the point of sale, but at the point in which a
problem occurs. If you ignore service and support, you could risk losing
the customer forever.

Your customers will make it clear when they enjoy doing business with
you. Not only will they tell you that they’re pleased, but they’ll tell
everyone they know. People with professional and likeable personalities
should have direct customer contact; they’re the front line to creating
the perception of value.
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v Delivery: When it comes to satisfying consumers or exceeding their
expectation as it relates to delivery, it depends entirely on the right
time, right price, right destination, right condition, right quantity, right
product, and right packaging.

[ like to call delivery the last mile of cultivating and shaping the percep-
tion that your consumers hold. Use this last mile to not only improve,
but also to differentiate yourself from your competitors.

Accounting for individuality

Consumers see what they expect to see, and what they expect to see usually
depends on their general beliefs and stereotypes. Because different groups of
people have different beliefs and stereotypes, they tend to perceive stimuli in
the marketing environment differently.

When crafting your marketing strategy, remember the following facts:

1 Perception is unique to each consumer; no two people view the world
exactly the same. As a result, you must look at each consumer as an
individual and realize that not all consumer response will be the same.

1 Perception is not necessarily as the world is in reality, but more often
it is as we think of the world. Perception is the way a consumer “takes
in” your message. As a result, individual consumers often behave differ-
ently to the same stimulus presented under the same conditions. Evaluate
your marketing message, but realize that it may not always have the same
effect on everyone. Just because a consumer doesn’t respond well to your
product doesn’t mean that your message doesn’t work. Instead, it could
just mean that the consumer wasn’t the right one for you.

As a marketer or business owner, you must be aware of this so you can tailor
your marketing stimuli, such as ads, packaging, and pricing, for each segment
you're trying to attract.

You can target a positive perception within a specific group. With most pur-
chasing decisions, consumers usually can come up with one reason why they
shouldn’t purchase a product or service. This is the misperception you need
to control.

You must identify the single most important decision-making factor that is
critical in bringing about the desired behavior from your consumers. This
factor will vary from business to business. Why do consumers pick you? Are
they most interested in the quality of your products, the service and sup-
port that you provide, or the delivery method you use? When you isolate that
factor, you can focus on sales, product development, and creating a positive
influence on the consumers’ perceptions of your product or service.
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Gaining attention with the use of stimuli

As a business owner, how do you ensure that the stimuli you'’re placing in
front of consumers aren’t ignored, but rather recognized, interpreted, and
stored in their memories? Know how to recognize the three concepts of per-
ception, or processes that consumers go through. And depending on the
process at hand, use specific stimuli to gain consumers’ attention so they can
complete the purchase. The concepts of perception include the following:

1 Selective exposure: Consumers are more likely to notice stimuli that
relate to their immediate needs. Consumers in this phase seek out mes-
sages that are pleasant, that they can empathize with, and that reassure
them of good purchases.

1 Selective distortion: After the consumer has decided to purchase a
product, he tends to only seek out information that reinforces that deci-
sion. At times this information can distort what’s true.

1~ Selective retention: Consumers remember more accurately messages
that are favorable to their self-image than messages that are unfavor-
able. In other words, consumers tend to remember the good and forget
the bad.

By understanding these concepts of perception, you have a better chance of
ensuring that your marketing message isn’t ignored by your potential consum-
ers. When you understand which types of perception are associated with each
stimulus, you can focus on a particular stimulus or combinations of stimuli
that evoke the most favorable perception in your potential consumers. You
can use the process that the consumer uses to direct your marketing message
to them and trigger the stimuli that they need to get the green light for the
purchase.

For example, if you're finding that the majority of your consumers are in a
selective retention process of perception, you want to draft your marketing
message in a way that’s favorable to their self-image. Think of the cosmetic
dentist down the street. He knows that his patients are mostly interested in
teeth whitening, because it enhances their self-image, increases their confi-
dence, and makes them feel beautiful. He creates a marketing message that
caters to potential patients and places the message in a magazine that’s dis-
tributed to 38- to 45-year-old successful women. Why? He knows they’re look-
ing for ways to enhance their self-image, they know that beauty is important
to success, and his marketing message will reinforce their values and their
decision to have their teeth whitened. They’ll then perceive him to be the
dentist they contact for this service, because he understands them.
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Avoiding sensory overload

The sensory threshold of a consumer represents their sensitivity level to spe-
cific stimuli and how many stimuli they can take before they must respond.
Consumers are exposed to different types of stimuli every day. The truth

is, however, that consumers can’t process large quantities of stimuli at one
time. They have been equipped with the natural ability to limit their sen-
sory processing; because of this limitation, some stimuli never enter the
conscious awareness of consumers. So, because consumers have multiple
encounters with stimuli on a daily basis, an individual stimulus must be ade-
quately intense in order for a consumer to perceive it.

Understanding sensory thresholds enables you to analyze the stimuli that
you're using and determine how they affect customers and the purchase of
your product. In other words, you have to find out whether you're reaching
consumers at the correct sensory threshold.

Identifying the sensory thresholds

Consumers have different levels of sensory threshold, but they generally fit
into one of the following categories:

v Absolute threshold: This is the lowest level at which you can experi-
ence a sensation. The point at which a consumer can detect a difference
between something and nothing is that person’s absolute threshold for
that stimulus. As exposure to the stimulus increases, you notice it less.

For example, the point at which a driver can see a billboard is her abso-
lute threshold. After an hour of passing billboards on the highway, the
person develops an internal blindness to the billboards, and it’s doubt-
ful that any of them will make an impression.

v~ Differential threshold: The minimal difference that can be detected
between two stimuli is the differential threshold. A professional wine
taster demonstrates differential threshold. The wine taster frequently
perceives a difference between two bottles of wine, yet an amateur may
find the wine identical.

v Subliminal threshold: This threshold is only recognized subconsciously
by the consumer because of the shortness in duration and differences in
messages. Suppose, for example, a teenager is watching a music video
during which the word “fast” appears on the television for 5 seconds
and then disappears; then 20 seconds later an image of a specific energy
drink appears. Even though the teenager doesn’t consciously remember
the message, in the subliminal threshold she has stored the word “fast”
along with the image of the energy drink. The idea is that when she
enters a store, she will associate “fast” with the energy drink and pur-
chase the drink when she needs a pick-me-up.
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Research suggests that subliminal perception has a limited effect on
consumers, although evidence does show that the stimuli presented

at the subliminal threshold can reach your sensory register. However,
some believe that if the message is exposed to the consumer above the
subliminal threshold, it should have the same impact. This makes the
use of subliminal stimuli unnecessary.

This threshold has generated a lot of controversy in the marketing
industry. Some claim subliminal advertising is an act of marketers brain-
washing consumers, but marketers deny it. Consumers believe they’re
being marketed to without their permission, which has raised concern
regarding marketing ethics.

Using thresholds in your favor

The key is to understand the different sensory thresholds in order to use
them in your favor. When it comes to consumers’ absolute threshold, you
must create advertisements above this threshold. For example, say you're
advertising in an area that houses multiple advertisements or billboards.
Because of these advertisements, your consumers are experiencing sensory
overload and are unable to process the advertising messages. You may want
to choose to advertise in another venue that isn’t so saturated. This way you
can more easily gain the attention of consumers.

You often use the differential threshold when you don’t want your consum-
ers to sense a change, as when you need to raise your product’s price. In
order to use the threshold in this way, you must focus on the benefits of the
product to outweigh the differences. If a consumer is presented with both
the positive and the negative, he can outweigh the negative perception with
the positive. For example, suppose you raised the price but your lotion is the
best on the market. In that case, you might advertise as being rated the #1
lotion without focusing on the price increase.

At other times, though, you want your consumers to recognize the differ-
ential threshold, perhaps when you increase the size of your product. For
example, consider the shampoo bottle that reads “25 percent more,” but yet
remains the same price. In this situation, you want consumers to notice the
difference, so you focus on both benefits, 25 percent more but for the same
price.

The subliminal threshold is broken when a person is exposed to two differ-
ent messages, which are only shown for a short time. The messages are so
short in time that the consumer isn’t consciously aware of them. Here’s an
example of when you might use the subliminal threshold: You may advertise
a 30-second spot that talks about the new sandwich that you have just intro-
duced, and then shortly thereafter you play a 30-second spot about being
hungry. The consumer subconsciously stores both of these messages and
perceives that he’s hungry and should purchase the new sandwich.



Chapter 6

Uncovering Attitudes: General
and Lasting Evaluations

In This Chapter
Defining consumer attitude
Considering how consumer attitudes are formed
Walking through strategies that help change consumer attitudes

A ttitudes can tell you a lot about your consumers as long as you're
paying attention. The consumer’s attitude is a general evaluation of
something — it encompasses the consumer’s knowledge of that something,
her liking or disliking of it, and the strength of her feelings regarding it.

Intent can be looked at as the result of the attitude. It’s the state of mind at
the time the consumer carries out an action. You must work to change atti-
tude in order to produce change in the intention. Intention is usually one or
two steps away from the actual purchase.

All the strategies used to change consumer attitudes take the traditional view
that attitude precedes consumer behavior. So, in the marketing world, we use
the relationship between attitude and behavior in order to create the change
of intention if needed.

In this chapter, I give you an overview on attitude. I show you how attitudes

are formed and how you can gauge the attitude and work to change it if
necessary.

Nailing Down the Basics
of Consumer Attitude

The attitude of a consumer refers to what that consumer feels or believes
about a product or service. An attitude is a learned predisposition to behave
in a consistently favorable or unfavorable way with respect to an object. In
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the realm of marketing, attitudes are the enduring feelings, evaluation, and
tendency consumers have toward your product, service, or company.

Dissecting an attitude: The sum of its parts

An attitude can be defined as a relatively lasting cluster of feelings, beliefs,
and behavioral tendencies that are directed toward a specific product,
person, idea, object, or group. The three components of attitude come from
this definition.

By understanding the components of the attitude, you can gain a better under-
standing of the consumer. The three components of attitude are beliefs (what
a consumer thinks about a product), feelings (how a consumer feels about a
product), and intentions (how a consumer is likely to act as a result of those
beliefs and feelings). The following sections discuss these components in
detail, and Figure 6-1 shows how they influence attitude formation and the
purchase decision.

= = =
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Beliefs

This component is the cognitive component of consumer attitudes. It’s related
to the general know-how of a person. To really grasp this component, you
need to understand the difference between a belief and a feeling and how they
both construct the attitude of the consumer. A belief is an opinion; an attitude
is a point of view. So, in other words, belief represents the opinion or the

way someone “thinks,” which helps that person form the point of view that’s
reflected in his attitude toward a product.

Clear as mud, right? Well, here’s an example to help you along: Consider a
person who says that smoking is bad for your health. This statement is the
belief component of his attitude; it’s what he “thinks” about smoking. This
belief works to create his attitude (or point of view), which states that he
“doesn’t like” smoking and doesn’t think people should smoke.

Feelings

The feeling component is the emotive component of consumer attitudes, and
it’s derived from emotions a consumer feels toward a product or service.
This component of attitude is developed by past emotional association with
a product and by emotional effect of belief.

Consumer purchases are influenced by feeling. How does your product make
the consumer feel? How does she feel about the marketing messages you
send out? The feeling component is comprised not only of the consumer’s
knowledge of the product, but also of her internal emotional evaluation of the
product — how she “feels” about the product.

The feeling component is the one that helps consumers reach purchase
decisions by evaluating the functions of their attitudes. When consumers
evaluate their feelings toward a product or service, they tend to evaluate
the adjustment, ego, value, or knowledge function that it provides. (I discuss
these functions later in the chapter.)

Intentions

This component is the behavior (intentions) component of consumer atti-
tudes. As with the feeling component, the intentions component is some-
times a logical consequence representing action. However, it can sometimes
reflect other circumstances as well. For example, even though a consumer
may not like a department store and believes that it isn’t good for the com-
munity, he may go there with a friend and end up purchasing a product.

In other words, intention is the component that creates the readiness to
respond and the intent to either purchase or not purchase the product or
service. The intentions component is a much stronger indicator of behavior
than either beliefs or feelings, because it represents action.
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Seeing how attitude affects
purchase decisions

Market research and behavioral science studies have shown that consumers’
attitudes toward a product influence their overall evaluation of whether to
purchase that product. It also influences whether they relate positively or
negatively toward that product.

Attitudes can help you gauge your acceptance into the marketplace. They tell
you how well you're meeting the needs of your consumer and show you how
the consumer perceives your logo, endorsers, products, or marketing mes-
sages. As predictors of behavior, attitudes create the intentions of consumers.

Consumers screen information that conflicts with their attitudes. In their
minds they change information to make it consistent with their beliefs and
attitudes. They also selectively remember bits of information that reinforce
their attitudes (and forget the rest). This is why working to change negative
attitudes about your products is important; otherwise you’ll never reach the
buying intention that you're striving for.

Because attitudes are difficult to define, measure, and observe, you may need
to do some research to fully understand the attitudes of your consumers.
(Refer to Chapter 12 for more information on conducting market research.)

The interaction between beliefs and feelings and underlying values can make
it difficult to understand the role of attitudes and how they affect consumers.
Because they’re internal, it’s often not easy to gain a visual perspective of
how the consumer is being affected by beliefs and feelings.

Attitudes have a level of consistency, but they can and do change. Changing
them, however, isn’t always easy. Find out more in the later section
“Marketing to Create Positive Attitudes and Influence Negative Ones.”

Understanding How Consumers
Form Attitudes

Consumer attitudes develop over time from childhood. Consumers are con-
tinually subjected to new knowledge, input, experiences, and influences. The
formation of an attitude is helped along by direct personal experience and is
influenced by the ideas, personality, and experiences of friends, family mem-
bers, and the media.

Attitudes can change in response to the following:



Chapter 6: Uncovering Attitudes: General and Lasting Evaluations ’ 03

v The introduction of new or improved products by you or your
competition

v The addition of new consumer experiences
v The marketing efforts of your competition

v The performance of the product after purchase

All these things can affect a consumer’s current attitude and her likelihood
of attitude change. Attitudes that are relative to purchase behavior are often
formed as a result of

v Direct experience with the product
v Word-of-mouth marketing

v Exposure to media advertising, the Internet, and direct marketing efforts

In the following sections, I discuss two important components that cause
consumers to have the attitudes that they have. Attitudes are created by a
consumer’s own internal power of reasoning, which I refer to in this section
as internal assessment, but they’re also affected by outside pressures, which
[ refer to as external influences. When you can comprehend the cause of atti-
tude, you can gain a better understanding of the attitudes consumers pos-
sess and why those attitudes may exist. Understanding also enhances your
chances of changing negative attitudes.

A preview of attitude models

Five categories of attitude models have received
attention in the study of consumer attitudes:

v The theory of reasoned action, which looks
at both internal and external influencing

v The tricomponent attitude model, which factors that affect purchasing behavior

focuses on the cognitive (belief), affective
(feeling), and conative (behavior) compo-
nents of attitude

v The multiattribute attitude models, which
include the attitude-toward-object model
and the attitude-toward-behavior model

v The trying-to-consume attitude model, which
focuses on what consumers are trying to
achieve by purchasing a product or service

v~ The attitude-toward-ad model, which focuses
on how consumers respond to advertise-
ments

You can use these models to gain a better
understanding of the role that attitudes play
in consumer behavior. The models deal with
the structure and composition of a developing
attitude. Throughout this chapter, | cover the
concepts you need to know; you can use the
preceding list as a starting point if you're inter-
ested in doing more research on these com-
monly used models.
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Perceiving a customer’s internal assessment

Because attitudes are difficult to measure, it’s useful to understand and
measure the influence of product-purchase attitudes in terms that relate to
the way a product functions in supporting the attitude that it causes. After
becoming familiar with these functions, their roles, and how they affect
consumers, you can use them to further understand the attitudes of your
consumers. The four primary functions are adjustment, value, ego, and
knowledge; I expand on each one in the following sections.

Adjustment function

The adjustment function gives a product the ability to help a consumer achieve
a desired goal or avoid an undesired goal. An example of the adjustment func-
tion would be a consumer who finds a fantastic pizza shop; he repeatedly
orders pizza from this restaurant in order to avoid the risk or dissatisfaction of
another pizza shop.

How can this function work in your favor as a business owner? If you were
the owner of another pizza shop, you could offer a money-back guarantee if
the consumer wasn’t satisfied.

Value function

The value function gives a product consistency with the consumer’s cen-

tral values or self-image. After all, value, which is an expressive function of
attitude, serves as a means of making a concrete expression about certain
consumer values. An example of this function would include a consumer who
only chooses to purchase American-made automobiles. This decision would
be an expression of her value not to purchase foreign-made vehicles. In this
case, the consumer feels that she’s portraying her values in the vehicle that
she drives.

The value function is the most 