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ABSTRACT

The study attempts (a) to find out the extent to which liking of Ielevision
commercials (TV ads) pertaining 1o Fast Moving Consumer Goods (FMCGs) leads 1o
Jormation of positive brand attitude, (b) to .v!udy the impact of Incentive TV ads on
consumer's Brand Loyalty, (c) to analyze the effects of Emotional and Informational
Appeals of TV ads on consumers' Future Purchase Intent and (d) to analyze the impact
of Liking of TV ads. Brand Attitude, Brand Awareness and Purchase Intent on viewer's
Brand Loyalty. Part 1 deals with selection of sample TV ads. sample viewers and
development of instrument. After having decided about the population parameters of TV
ads, representative sample ads were dravwn through multi phased process hased on a
number of small studies including categories of ads, selection of FMCG ads, degree of
liking of TV ads, frequency of consumption, content appeals of ads. These studies were
conducted on 15 each girls and boys of posigraduate level students of Quaid-i-Azam
University, Islamabad. The effort entailed short-listing of 12 ads including six Non-
Incentive and six Incentive commercials as sample ads. The sample viewers 100 each
girls and boys students of post graduate level residing in universily hostels were
selected from five public universities of Pakistan, i.e., one each from the four provinces
and federal capital. The development of instrument envisaged preparation of indigenous
scales for the study. These included Brand Attitude, Brand Awareness and Purchase
Intent scale, TV ads Likeability scale. viewers Brand Loyalty scales and TV ads appeals
scales. Question statements were taken from a bank of questions and scales for easy
reference as suggested by Engel et al (1993). and categories of ads were taken from list
of emotional appeal of TV ads as .s'tfggf.".'.‘lec! by Pelsmacker & Geuens (1997) and
classification system of informational cues and rational appeal of TV ads given by
Resnik and Stern (1977). Final selection of questionnaire was done through Judges

empirical evaluation process, in which six Judges were shown video clipping of

vi



recorded ads and they were asked to evaluate how far given question statementys were
instituted in the concerned scale. They were also requested o indicate degree of appeal
Jound in the ads corresponding with the question statements and the category of ad on 3
point rating scale where | represented minimum and 5 denoted maximum. It was
hypothesized that: Liking of TV ads will lead to formation of positive Brand Altitude.
enhancement of Brand Awareness and improved Purchase Intent; Due to Liking of TV
ads viewers' Future Purchase Intent will be higher than Previous Purchase Pattern;
Due to the impact of Emotional and Information Appeals of TV ads, viewers' Future
Purchase Intent will be higher than Previous Purchase Pattern: Due (o the impact of
Jactors of Emotional and Informational Appeals of TV ads, Future Purchase Intent will
be higher than Previous Purchase Pattern; Liking of Incentive TV ads will lead to
higher Future Brand Loyalty; and Impact of Brand Altitude, Brand Awareness,
Purchase Intent and Liking of TV ads will lead to Brand Loyalty. In part 11 the
instrument was administered upon randomly selected 200 viewers including 100 each
girls and boys of posigraduaie level students residing in university hostels. The data
was collected firom five public universities of Pakistan. The analysis was completed
using Mean, SD, paired t-test, coefficient and multiple regression analysis. The analysis
showed that Liking of TV ads leads to formation of positive Brand Attitude, enhanced
Brand Awareness and increased Purchase Intention. The data provided evidence that
due to Liking of TV ads viewers Future Purchase Intent was increased. It was also
Jound that exposure of incentive ads improved the Future Purchase Intent of the
viewers, however incentives indicated batter impact on girls as compared (o hoys.
Similarly the impact of Emotional Appeal of TV ads was more pronounced on girls'
Future Purchase Intent and impact qfhg}‘brnimi(ﬁa! Appeal of ads was batter for boys'
Future Purchase Intent. The study found that Incentive TV ads showed least impact on
viewers' Brand Loyalty. It was also found that Brand Attitude, Brand Awareness,

Purchase Intent and Liking of TV ads are the significant predictors of Brand Loyalty.

vii



INTRODUCTION



Chapter-1

INTRODUCTION

Television (TV) is a powerful medium of communication. As part of broadcast
media TV transmits sounds and images to attract and hold the attention of the viewers.
Its broadcasts tap into different human senses including sight and sound. Unlike print
media that allows the readers to digest the information and images at their own speed,
TV broadcast is a time medium that effects the viewers’ emotions for a few seconds and
then disappears. TV message appeal. however, is strong enough to attract the viewers
around the TV sets to find a source of entertainment, an escape from reality. In fact TV
has become a main stay of our society. This explains why advertises considers TV as
the primary medium of advertising. Television commercials (TV Ads) interact with the
psychological processes of the viewers and tend to facilitate gratification of their
psychological and informational needs. Since the viewers are frequently exposed to the
alluring appeals of persuasive TV Ads therefore they develop positive or negative
attitude towards ads and brands. Whereas every society has a system to apply basic set
of rules to allocate resources to satisfy the needs of its citizens. cogent efforts are made
to persuade the people to develop attitudes favorable to the interest of that community.
Although man is always free to make his choices in the realm of psycho-social, and
economic exchange yet his propensity, perceptual field and cognition are so
manipulated that his options seem to be the direct outcome of commercial propaganda
called advertising. It is also worth noting that where man is influenced by the social and
economic system, his individual and collective moorings influence the very basis of
society. According to Novak (1982), society is a mixture of economic, political and

cultural influences, each generated by its own system of people. institutions and ideas.



Social segments of society cannot function without effective means of
communication. They exchange information, ideas. plans; make decisions, rules,
proposals, contracts, and agreements. Communication has become the lifeblood of
every organization and community. In the modern economic and business world, man as
consumer has attained the most important and powerful role and the consumer
satisfaction has become the ultimate objective of every business entity. Effective
communication helps marketers to understand the consumers. choices available to them
and their processes of making buying decisions. Consumers also enhance their
awareness and maintain or shift their brand loyalties based on suitable advertising
schedule. The human interdependence. however, remains impregnable and meaningful.
TV as an effective vehicle of communication exploits human interdependence upon the
fellow beings. It helps viewers to watch and develop liking for the brand and make
purchase decisions. In order to satisfy viewers’ emotional and informational needs.
creative advertising produces suitable TV Ads as suggested by the consumer research.

Resultantly the brands are exchanged with consumer money.

Consumer Behavior

Different people have defined consumer behavior in a variety of ways. Jacoby et
al. defined it as the acquisition, consumption and disposition of goods, service, time and
ideas by decision-making unit (as cited in McNeal & McDaniel. 1982. p.35). This
definition explains patterns of acquisition, processes of usage and finally disposal of
goods, services, time and ideas.

According to Engel, Kollart, & Blackwell (1973), consumer behavior refers to the
acts of individuals directly involved in obtaining and using economic goods and
services, including the decision process that proceed and determine these acts. This

definition describes economic compulsions related to consumer behavior and explains
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what people consume, where, how often and under what conditions they consume goods
and services. Tucker argued that consumers could be defined in terms of either the
products they acquire and use or in terms of the meanings products have for them and
their attitudes towards products (as cited in Russell, 1990. p.139). Holman argued that at
least three conditions, i.e., visibility. variability, and personalizability. distinguish
products as communication vehicles (as cited in Sirgy, 1982).

Loudon and Bitta (1993) defined consumer behavior as decision process and
physical activity individuals engage in when evaluating, acquiring. using or disposing of
goods and service. This definition challenges the traditional viewpoint, which deflined
consumers strictly in terms of economic goods and services. It also suggests that,
monetary exchange is not the essential consideration for consumers and potential
adopters of free services or ideas can also fall under the purview of consumers. This
definition also stresses that actual act of purchase is just one stage in a series of mental
and physical activities that occur during a period of time.

Psychology is the study of human behavior and its causes. Consumer behavior
appears to be a subset of human behavior. It is, therefore, essential to study consumer
behavior in relation to its environment i.c., marketing. The American Marketing
Association defined marketing as the process of planning and executing the conception,
pricing, promotion, and distribution of ideas, goods, and services to create exchanges
that satisfy individual and organizational objectives (Belch & Belch. 1998). This
definition recognizes that exchange is a central concept in marketing. For exchange to
occur there must be two or more parties with something of value to each other.
Advertising plays an important role in the exchange process by informing consumers of
product and services of a company. It also convinces the consumers about the ability of
the product and service to satisfy the needs of the consumers. This definition

encompasses services and ideas as well as the products. The concept envisages a sound

=
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understanding of consumer behavior. All marketing systems study the behavior
intentions of the consumer, making it possible to anticipate and react to the needs and
desires of the consumer. Knowing consumers current needs is reasonably complex but
can be determined through direct marketing research (Hawkins et al.. 1995, p.9).
Marketing facilitates the exchange process and the development of relationships
by carefully examining the needs of consumers, developing a product. offering it at
certain price, making it available through a particular place. and developing a program
of promotion or communication to create awareness and interest. Belch and Belch
(1998) suggested four Ps, i.e., product. price, place, and promotion as the elements of

marketing mix to facilitate the potential for exchange with consumers in market place.

Models of Consumer Behavior

Consumer behavior is a complex issue, be¢ause human mind, the only entity in
nature with deep powers of understanding, still remains the least understood. Scientists
can explain planetary motion, genetic determination, and molecular behavior. yet they
have only partial explanation of human behavior. The consumer is subject to many
influences, which trace a complex course through his psyche and lead cventually to
overt purchasing responses. Kotler conceived the buying process as a system of inputs

and outputs (as cited in McNeal & McDaniel, 1982). Details are given below:



Figure 1. Kotler’s buying behavior process as a system of inputs and outputs
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Behavioral Models

Marshal’s Economic Model. Economists maintain that purchase decisions are
made after rational and economic calculations. The individual spends his income
on goods that deliver the most utility. The antecedents for this view trace back to
the writings of Adam Smith who contended that man is motivated by self-interest
(as cited in McNeal & McDaniel., 1982).

Pavlovian Model. Learning is an associative process and a large component of
behavior is conditioned. Consumers behave in largely habitual rather than
thoughtful way. Same behavior might be observed if reinforced or rewarded in the
past (as cited in McNeal & McDaniel, 1982).

Freudian Psychoanalytic Model. Man’s choices are influenced strongly by
motives and fantasies, which take place‘deep in his private world. In the
advertising field, this model has provided useful insights to prepare appeals for
consumer’s private world of hopes., dreams. and fears to affect stimulating

purchases as against rational appeals (as cited in McNeal & McDaniel. 1982).
5



The Veblenian Socio-Psychological Model. This model advocates that several
levels of society such as culture. social classes and reference groups influence
behavior (as cited in McNeal & McDaniel, 1982).

The Hobbesian Organizational Model. Thomas Hobbes suggested that man is
instinctively oriented to preserve and enhance his own well-being but fear of
conflict and war lead him to unite with others in a corporate body. Thus corporate
man steers a careful course between satisfying his own needs and those of the

organization (as cited in McNeal & McDaniel, 1982).

Comprehensive Models of Consumer Behavior

The Howard-Sheth Model. This model explains consumer behavior in the context
of brand choice when given several brands to choose from. It comprises four parts
namely, stimulus input, exogenous. sequential output. and the internal state of the
buyer (Howard & Sheth, as cited in McNeal & McDaniel. 1982).

Nicosia Model. 1t presents three fields prior to purchase behavior. Field-1 is the
output of message from firm to consumer where it is compared with the
consumer’s predispositions. The product message is not familiar to consumer who
evaluates it to forms an attitude. Field-2 uses consumer’s attitude for product. as
an input for search and evaluation. Field-3 is the motivation of consumer as a
result of search and evaluation to take purchase decision. Feedback including

consumption, storage and experience are the elements of field-4 (McNeal &

McDaniel, 1982).

Motivation and Consumer Behavior

Why people behave the way they do? There are no simple answers. Shakespeare

said, “Every why hath a wherefore™. Motivation involves the question of why people

6



behave, think, and feel the way they do? Motivated behavior is energized and dirceted.

Hawkins, Best, and Coney (1995) pointed out that a motive is a construct representing

an unobservable inner force that stimulates and compels a behavioral response and

provides specific direction to that response. Jones explained that motivation deals with

how behavior gets started, and is stopped (as cited in Wilkie. 1994). This indicates that

motivation is the basis of all consumer activities. Murray defined need as a hypothetical

construct that stands for a force in the brain to organize and direct behavior to maintain

the organism in its most desirable state (as cited in McNeal & McDaniel. 1982).

Components of Consumer Motivation

a.

Energy and Direction. Wilkie (1994) explained that components of consumer
motivation are energy and direction. Energy refers to the fact that all behavior
including, thinking, moving and looking require us to expend an internal supply of
power. Direction is channelization of inner energies into an efficient behavior.
Consumer behavior has both energy and direction as its components.

Multiple Motives. Consumer motivation encompasses large range of issues.
Reasons for purchase could be role-playing, seeking pleasure of bargaining. status
and authority. Wilkie (1994) pointed out that consumers have multiple motives
including overt and covert reasons ol behavior. ‘The hidden motives are uncovered
through the use of projective techniques and fall within the purview of
unconscious theory of motivation by Freud (1917). Cannon (1915) formulated the
homeostasis hypothesis of motivation in which all the biological process of
behavior are determined by a disturbance in homeostasis and the processes go on
until the homeostasis is regained or the organism is dead. Thus behavior fulfills an
important function as a homeostasis regulating process. (as cited in Wolman.

1973). The homeostasis disturbance leads to non-equilibrium state and feelings of



tension. Consumers desires to reduces lension created by wants that are unsatisficd
are based upon consumer motivation.

Internally and Externally Sparked. Motivation may be sparked internally
(through hunger) or externally (through friends’ suggestion). Once sparked. ils
direction can be determined. According to Lewin (1930s) behavior is function of
both person and environment comprising life space or psychological field. (as
cited in Wilkie, 1994).

Valence. Consumer motivation has valence and refers to the degree of
attractiveness of product or object for the consumer. A valence is positive or
negative when the product is attractive or unattractive. Wilkie (1994) pointed out
that valence also reflects the strength of attraction depending upon how much
consumers are attracted or repelled by the product. Valence occupied vital place in
Lewin’s field theory especially in the context of motivational conflicts. As due to
limitation resources and multiple motivations the consumers look for alternatives
to make purchases. This leads to the following conflict:

(1) Approach — Avoidance Conflict.

(2) Approach — Approach Conflict.

(3) Avoidance — Avoidance Conflict.

Theory of Hierarchy of Needs. The actual contents of motivational behavior are
reflected by Maslow’s (1971) theory of need hierarchy. The key propositions of
the theory include: (1) The environment is important to establish which need will
be active within a person at a specific time, (2) When a need has been satisfied. it
is no longer active, though it may return later. (3) There is a systemic order within
the basic need and a person will not feel the second-level need until the first-level

need has been satisfied, and so forth through the five levels of hierarchy. The need



levels include: physiological needs, safety needs, need for love and belonging. the
esteem need and self-actualization needs (as cited in Wilkie. 1994).

f.  Active and Reactive. Consumers are active and reactive. They are always curious
and tend to buy new products. These characteristics of consumers become factors
working against long-term brand loyalty. Wilkie (1994) concluded that entire
industries are built on the “thirst for variety’ motive of the consumers.

g.  Individual Differences. Consumer motivation reflects individual differences in
what, where and how they buy. Individual‘dil'li:rcnccs due to income. age. and
social status are obvious. Understanding consumer behavior will prove that there
is a natural propensity among consumers to show dillerent purchase preferences.

Individuals with same age, income and status may not purchase the same brands.
Self-Concept in Consumer Behavior

Self-concept is the overall image or Ilnprgssion about oneself. Scherauger and
Lund (1975) pointed out that self-concept is construed from multidimensional
perspective: actual self refers to how a person perceives himself: ideal self refers to how
a person would like to perceive himself, and social self denotes how a person presents
himself? Pearson (as cited in Tubbs & Moss, 1994) pointed out that self-concept is
relatively stable impression of oneself. It includes not only one’s perception about his
physical characteristics but his judgments about what he ‘has been. is, and aspires to be.

Roger’s humanistic perspective stressed a person’s capacity for personal growth,
freedom to choose one’s own destiny and positive qualities. He distinguished between
the real self and ideal self. The greater the discrepancy between the two the more

maladjusted the individual will be (as cited in Sirgy, 1982).



Consumers’ personalities can be symbolically defined through product use.
Kuhn and McPartland (1954) defined consumers By the products they use or in terms of
meanings products have for them or their attitudes towards product. According to Grubb
(as cited in Littlejohn, 1983). consumers tend to express their self=images in a given
situation. The use of product is one of the ways by which an individual can express sel(-
image. Hence consumer may select conspicuous products, having high repurchase rate.
or for which differentiated brands are available, to express his self-image. Sirgy (1992)
concluded that motivation to purchase a product is the net effect of motivational state
arising from self-esteem and self-consistency needs. Rokeach (as cited in Littlejohn,
1983) concluded that self-concept is particularly important to belief system because the

ultimate purpose of one’s total belief system is to maintain and enhance the self-regard.

Dimensions of Consumer Self-Concept
Marketing research has identified following dimensions of consumer self-concept.

a.  Self-enhancement takes place through association with goods having desirable
social meaning, and from the favorable reaction of significant references in the
social inter-action process (Goffman. as citec_l in McNeal & McDaniel, 1982).

b.  Consumers prefer products with images that are congruent with their self-concept.
Sirgy (1982) concluded that ideal and ideal-social self-concepts are more closely
related to product preference than to purchase intention. whereas actual and social
self-concept are more closely related to purchase intention than product
preference.

¢ Gentry; Golden; and Allison concluded that sex and sex-role self-concept were
significant predictors of preference and image, but sex variable was better

predictor (as cited in Sirgy. 1982).



d. Loudon (1972) concluded that need for achievement is related to product-image
perceptions. Mason et al. (1970) found respondents’ rating of patronized store
higher in status as compared to non-patronized stores (as cited in Sirgy. 1982).

e.  Bem explained that we often infer our internal states. such as, our attitudes by

observing our behavior (as cited in Franzoi, 1996).

Life Style and Consumer Psychographics

Life style is basically how we live? It is determined by our past experience. innate
characteristics, and current situation. It influences all aspects of consumer behavior.
Hawkins et al. (1995) opined that life style is a function of inherent individual
characteristics shaped and formed through social interaction. Thus culture, values,
subculture, social class, reference groups, family, individual characteristics. and
personality influence life style.

Consumers are heterogeneous and there is a need to identify their differences. This
will enable the marketers to see a chance in reaching the consumers with their products.
Wilkie (1994) pointed out that market segmentation is a three-stage process namely
identifying, selecting particular segment and preparing communication message for the
target segment. The most widely used approach to life style measurement has been
Activities, Interests, and Opinions ratings. The basic premise of life style research is that
the more you know about your customers the more effectively you can communicate to
them (McNeal & McDaniel, 1982).

Marketers attempt to focus on the values, attitudes. and interests of the
consumers. By targeting values, attitudes and interests they can reach the consumers
with better understanding and effective marketing message. Nickels. McHugh. and
McHugh (1997) found that ads portray a group style. for that we can study the groups®

values, attitudes, and interests. This strategy is called psycho-graphic segmentation.
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Consumer Attitude

Fishbein and Aizen (as cited in Hawkins et al.. 1995) pointed out that attitude is a
learned disposition to respond in a consistently favorable or unfavorable manner with
respect to a given object. Traditionally attitudes are believed to be formed through
behavioral, affective, and cognitive processes. A person’s knowledge and beliefs about
some attitude object reside within the cognitive component. The affective component
refers to the person’s feelings about the attitude object. The behavioral or conative
refers to the person’s action toward the attitude object (Franzoi, 1996). The traditional

tri-component view of attitude is as under:

Figure 2. Traditional tri-component view of attitude

Cognitive Component

Aftective Component » Attitude

—

Conative Component
According to Batra and Ahtola beliefs as cognitive and feelings as affective

components are the two fundamental determinants of attitude. The conative component
is not seen as a determinant of attitude. instead attitudes are viewed as determining the
conative component, i.e., a person’s behavioral intentions will depend on his attitude.
Consequently, consumers’ intentions to perform_some behavior such as purchasing a
product should increase as their attitudes become more favorable (as cited in Engel et
al., 1995).

Wilkie (1994) argued that human behavior is a combination of mental, emotional
and physical aspects, It was popularized as “think-feel-do® perspective and resulted in

cognitive, affective and conative, view of attitude. Consumers strive for harmonious
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relationships among thoughts and feelings. Batra et al. (1998) pointed out that attitude is
made up of three interrelated components: cognitive, affective and conative. Attention is
usually focused on the affective component, assessing the degree of positive or negative
feelings for an object. Petty and Cacioppo  (1983), in their "Low Elaboration
Likelihood’ model proposed that attitudes resulting from central processing should be
relatively enduring, resistant to change. and predict behavior better than attitudes

formed by the peripheral route.

Functions of Attitude
Wilkie (1994) discussed following key functions:

a.  Adjustment. Attitudes help consumers to adjust their likes and dislikes to be
realities of their external environment. For example consumers having a positive
first experience with purchase from a particular store. keep overall positive
attitudes toward re-shopping at the same store.

b.  Ego-Defense Function. Sometimes attitudes help in protecting consumers’ egos
from threats to their self-identities. Personal care products such as deodorants may
find this function to be at work.

¢.  Value-Expressive Function. Strong power need may develop in consumers’
favorable attitude for products, which help them feel powerful.

d.  Object Appraisal Function. Attitudes help consumers to organize and add
structure to their perceptions of external world. Positive brand attitude reminds

them the product they like, enabling them to deal efficiently with familiar object.

Brand Attitude

Consumers hold feelings and evaluations about ads and brands and while watching
ad they react to it (Shimp, 1981; Mitchell & Olson. 1981). Haley and Baldinger (1991)

concluded that liking of an ad is a strong predictor of its effectiveness.



Brand equity also influences consumer attitude. Wilkie (1994) defined cquity as
the value of a brand name for the company that owns it. Keller (1993) explained that
brand equity is a value consumers assign to a brand above and beyond any specitfic
functional characteristics of the product. This refers to the reputation of a brand.
Hawkins et al. (1995) argued that equity implies economic value. Brands with good
reputations have the potential for high brand equity. Farquhar (1989) pointed out that
consumers respond more positively to the new product due to positive brand attitude.

Brand attributes can be examined at different levels. Myers and Shocker (1978)
made a distinction between physical and pseudo-physical characteristics. The physical
characteristics include color, sweetness. price. -distance. strength of fragrance and
weight. The pseudo-physical characteristics are spiciness. smoky taste, greasiness.

creaminess, and shininess (see also Batra et al., 1998).

Alttitude Formation
Following models merit consideration:

a.  Evaluative Belief Model of Cognitive Structure. The most commonly used
cognitive structure model in advertising is the evaluative belief model. in which
the attitude is the sum of the evaluative beliefs about how well each brand scores
on each attitude, weighted by the importance of that attribute (Batra et al.. 1998).

b.  Multi-Attribute Model. Wilkie (1994) explained that an object possesses many
attributes on which consumers’ attitude will depend. The multi-attribute model
tells us why consumers like certain brands, and why they dislike others? Hence the
model offers an insight into the causes of consumer behavior and also suggests

inputs to marketing strategy to improve consumers® brand attitude.
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Theories of Attitude Change
These are given below:
a. The Information Processing Theory
The degree up to which information affects attitude depends on valence and
weight. The valence refers to individual judgment that information is good or bad news,
Weight is the function of reliability and a person considering the information as true
will assign it higher weight; otherwise low weight will be assigned (as cited in McNeal
& McDaniel, 1982).

b.  Social Judgment Theory

A committed person will be hard to change his position because that position is
strongly anchored within his belief system. Sherif concluded that people judge things
based on anchors (as cited in Littlejohn. 1983).

¢.  Functional Theories

Katz; Smith (as cited in McNeal & McDaniel, 1982) pointed out that same attitude
may be held by different persons for different reasons and require different techniques
for change. Major functional theories are given below:

a Utilitarian Function. Positive attitudes are developed for objects, which
help achicve desirable goals and negative attitudes are formed for objects
that thwart desirable goals. Utilitarian attitudes lormed through experience
are difficult to change by direct appeals.

Q  Knowledge Function. Attitudes help people to cope with the requirements
of complex world. Accordingly, people seek stereotypes that will provide a
simplified manual of behavior toward specific objects (McGuire, 1969).

Q  Value Expressive Functions. Attitudes give positive expression to the
individual’s central values and sell-coneept. One way to change a specific

‘value expressive attitude” is to show that it is inconsistent to basic value.

15



d.

Marketers portray their brand as a means of expressing the values and self-
concept of selected market segments.

Ego-Defensive Function. Attitudes help individuals to deal with their inner
conflicts and may protect them from anxieties by building defense
mechanisms. Sherif (as cited in Engel et al.. 1995) argued that changing
attitudes is difficult due to the commitment for existing attitude.
Commitment will be stronger for attitudes anchored in a person’s ego.

Additional Techniques for Attitude Change

Fern (as cited in Engel. 1995) gave following additional techniques:

a

Prompting. Request from fast food sellers such as *would you like to give a
try’ and ‘would you also like a side order of French Fries® are common
promptings. Similarly, salesmen will often prompt female customer buying
shoes to consider purchase of a matching handbag.

Multiple Request Techniques. These involve making an initial request prior

to the critical request. Multiple requests may include following techniques: -

*  Foot-in-the-Door (FITD). This technique represents reduced version of
the initial request prior to the critical request. Freedman and Fraser
(1996) derived FITD effect from self-perpeplion theory, which states that
individuals’ attitudes are inferred partially from observations of their
own behavior.

*  Door-in-the-Face (DITF). Prior to the critical request the person is asked
to do something of extreme magnitude, which will be refused. After this
refusal the second request is made. Research has shown increased
compliance to the second request. This is due to perceptual contrast.
whereby the second small request is made to look even smaller when

preceded by the initial large request.
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Labeling. 1t involves attaching some Idcscriplion lo a person such as “you
are very kind'. People tend to view themselves. in the manner implied by
the label. Hence they are likely to behave consistently with the label.
Research has provided positive labeling results in behavioral domains such
as voting and charitable actions. Charitable organizations may label
potential donors as generous and compassionate. Allen pointed out that
research supports the usefulness of advertising as a mechanism for labeling
consumers (as cited in Engel. 1995).

Incentives. These encompass a broad range of promotional tools. including
price, discounts, premiums. contests. sweepstakes. rebates. and coupons.
Since incentives encourage purchase behavior. therefore. marketers use
incentives to ensure quick sales. Incentives have strong effect on trial
purchasing and make the potential buyers to consider the offer. even il they
do not try it. Sometimes coupons are offered for limited period and
sweepstakes are issued for lucky draws. Consumers try their luck and this
leads them to make initial purchase. Repeat purchase. however, will depend
upon the product performance as expected by the consumers. Dodson.
Tybout, and Sternthal (1978) reported lower repurchase rates after a
promotional purchase than a non-promotional purchase. Incentive based
purchases are less attributed to favorable product attitudes than non-
incentive purchases. Neslin and Shoemaker (1989) concluded that lower
repurchase rates after promotional purchases may simply reflect the type of
customers attracted by incentives. Rothschild and Gaidis (1981) cautioned
against consumers’ conditioning. If long-term positive brand attitude is

desired, promotional tools should not overshadow the product.



Consumer Perception

Correct consumers brand perception is a sign of success. Advertising models.
celebrities, humor, music and color help form or correct consumers perception.
Sometimes, however, the ad messages overshadow the actual product. To avoid this. a
sound knowledge of consumer perception is essential. Perception is the process of
organizing and interpreting sensory information to give it meaning (Halonen &
Santrock, 1996). It is closely related to information processing which is a series of
activities by which stimuli are perceived. transformed into information. and stored. Four
stages of information processing are as under:

a.  Exposure. Individuals are exposed to a stimulus when it is placed within their
relevant environment. When a consumer watches TV program for amusement,
immediate goals are involved and when a student studies textbook prescribed for a
degree, long range goals are involved. When we are exposed to stimuli on random
basis, we do not seek exposures purposely. For example while driving. we may
hear commercials or see display ads, and so on. This aspect explains the concept
of subliminal perception. According to Halonen and Santrock (1996). it is the
perception of stimuli below the threshold of awareness. Bream (as cited in
Hawkins et al., 1995) stated that 45.000 viewers were knowingly exposed to very
brief flashes of the words ‘Drink Coca-Cola’. while they were watching movie
screens. Coke sales soared more than 50 percent due to the subliminal message.

b.  Attention. Generally, attention occurs within the context of a situation. The same
individuals may devote different levels of attention to the same stimulus in
different situations. Hawkins et al. (1995) argued that attention is determined by

three factors: the stimulus, the individual. and the situation.
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. Interpretation. It refers to the assignment of meaning to sensations. Interpretation
involves both a cognitive component and an affective or emotional response.

Hawkins et al. (1995) discussed following aspects of interpretation:

Figure 4. Determinants of interpretation

Individual Characteristics ——»  Pattern [nterpretation

Stimulus Characteristics ——» or »  Cognitive

Situational Characteristics —  Gestalt Allective
Learning

Learning is a relatively permanent change in behavior that occurs through
experience (Halonen & Santrock, 1996). The implications of this definition are fairly
subtle and, therefore, require some explanation. First. the term behavior refers to overt
actions and covert cognitive activity. Hence it is possible for learning to occur without
any change in observable behavior, A change in consumers’ attitudes resulting from
exposure to new information about a brand proves this point. Second. learning excludes
changes brought about by fatigue or other short-lived influences such as drug-induced
behavior. Third, learning stresses experience and excludes the effects of physical
damage to the body or brain and of natural human growth. However. experience
includes both external and internal worlds of learning. Simply speaking experience

refers to behavior and knowledge as measures of learning.

Learning as Behavior

Theories like classical conditioning and instrumental conditioning have
implications for the consumer behavior.
a.  Classical Conditioning. Pavlov (as cited in Halonen. 1996). argued that learning is

a process in which a neutral stimulus becomes associated with a meaninglul
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stimulus and acquires the capacity to elicit a similar response. FFood
unconditionally caused the dog to salivate. Pavlov linked a previously neutral
stimulus to the food and found that it too made the dog salivate. The dog had
learned to associate the neutral stimulus with the food. He used bell as the neutral

stimulus. His experiment is diagramed as under:

Figure 5. Diagrammatic representation of Pavlov’s classical conditioning
5 P g

Unconditioned Stimuli (US) —» Unconditioned Response (UR)
Food Salivating

Conditioned Stimulus (CS)
Bell

After repetition of trials of unconditioned stimulus (food) with conditioned
stimulus (bell), the dog learned the connection between bell and the food.

Q  Marketing Implications. Classical conditioning potentially places power in
the hands of someone who can discover existing stimulus-response (S-R)
relationship and then mould the stimulus environment to his advantage.
Since marketers did not have significant control over the consumers.
therefore. they could not manipulate stimuli so as to strongly condition
consumers in the Pavlovian style. Marketers could not gain a powerful
position over the consumers, however. they found opportunities to present
stimuli in contiguous fashions to create classical conditioning.

8] Using Classical Conditioning in Advertising. Recent marketing research
has confirmed that classical conditioning can work in‘uL!vcrlising. For
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example Coca Cola has acknowledged development of a new ad-testing
procedure based on Pavlov's behavioral principles. Coke's tests are
classified, but it is known to have involved the measurement of how a
positive image can be transferred to the product and then to sales (Wilkie.
1994). Using classical conditioning approach the advertisers pair the brand
with a positively valued scene in the ad. The viewers derive feelings of
pleasure from the scene. After pairing brand with a scene of liking and
viewers feelings of pleasure. the consumers associate feelings of pleasure

with the advertised brand.

Instrumental Conditioning. 1t is a form of learning in which the consequences of

behavior produce changes in the probability of the behavior's occurrence

(Halonen, 1996). Skinner (as cited in Halonen. 1996) gave the theory of

instrumental conditioning.. He believed that most human behavior is instrumental

and depends upon reinforcement. Instrumental conditioning requires the learner to

discover correct response that will be reinforced. Skinner used pigeon. pigeon box.

and buttons to be pressed to get food. The connection was to be learned with

pressing the right button. Skinner also introduced the reinforcement schedules

with which shaping of behavior became possible. Instrumental conditioning offers

following marketing implications:

]

Reinforcement schedule. If consumers are satisfied each time they buy the
brand, it is a case of providing continuous reinforcement to the consumers.
Hence quality of brand and its appropriate price needs to be monitored by
the marketers. In promotional situations intermittent reinforcement in the
form of incentives, sweepstakes. games. lotteries and advertising are used.

Shaping. 1t involves the reinforcement of a series of behaviors that will
gradually bring the consumers to the desired behavior. For example.
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positioning of sale items in a particular corner of a store can. over time.
shape the path that some consumers will use as they shop there,
Discriminative Stimuli. These increase the probability of purchase
behavior. Marketers attempt to achieve this status with logos. brand names.
and in-store signs. Sign of “Clearance Sale™ on display can serve as a
discriminative stimulus to attract special purchase probabilities from many
retail shoppers.
Modeling. Bandura (as cited in Halonen & Santrock. 1996) belicved that
many of our complex behaviors are result of exposure to competent models
that display appropriate behavior in solving problems and coping with their
world. Wilkie (1994) pointed out that consumers also learn by observing the
actions of others as models. Modeling is defined as learning that occurs
when a person observes and imitates someone else’s behavior. Marketers
can use following modeling techniques:
* Educate consumers how to use the new products.
* Increase consumers purchase probabilities using vicarious reinforcement.
* Discouraging consumer purchase behavior by presenting models that
experience negative outcomes of their actions. In order to avoid the same

negative consequences the viewers change behavior.

Consumer Learning as K nowledge

Learning as knowledge refers to the internal world involving information processing

aspects of the consumer. It emphasizes the role of memory and thinking. Learning will

also be affected by the limited ability of consumer. For example children as consumers

are well recognized by marketers and advertisers. They pay special attention to the

limitation of children to understand and build their knowledge about the product. Piaget
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(as cited in Halonen, 1996) while describing four stages of child development. i.c..
sensori-motor, pre-operational, concrete operational and formal operational, noted that
during cognitive growth the child is limited in what and how he or she learns or thinks.
For example in sensori-motor stage the abstract thoughts are restricted due to lack of
language ability. Similarly limitations of other stages see the child through formal
operational stage, when the child begins to thinl.\' more like an adult. Piaget’s theory
holds implications for the consumer behavior. Younger Children cannot use reasoning
and also lack skills to process an ad very well. Advertisers explore children by targeting

them with food and toy ad.

Consumer Decisions

Consumers are covetous owners of their money. They make numerous decisions.
within the marketing context. The overall purchase patterns. however, present a
complex picture of consumer decisions, as consumers are influenced by multiple
variables, i.e., personal liking, need satisfaction, self-image. life style. family and
children influences. Some decisions reflect consumer brand loyalty while others appear
to be impulsive. The nature of decision process varies in different situations due to the
levels of involvement. Mitchell defined purchase involvement as the level of concern
for the purchase process triggered by the need to consider a particular purchase (as cited
in Hawkins et al., 1995). As per this definition the purchase involvement is a temporary
state of an individual, family or household unit..It is influenced by the interaction of
individual, product, and situational characteristics. High involvement suggests that
beliefs and attitudes are developed. prior to purchase behavior. Consumers make
effortful decision, treat it as important, compare brands, stores. styles and prices etc. On
the other hand low involvement entails much less effort prior to purchase. Consumers

may be less attentive to marketing stimuli. least effort is made for overall decision and
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brand is purchased with less concern. Decisions may also be made impulsively or lor

trial purposes. Least beliefs and attitudes are formed prior to the purchase.

Consumer purchase decisions solve probleins through convincing logic and

reasoning, rather than the “hit or miss™ decision approach. Loudon and Bitta (1994)

pointed out that consumer problem solving approaches range [rom routine problem

solving, through limited problem solving. to extensive problem solving. The decision

process comprises following aspects:

d.

The Problem Recognition Process. Discrepancy between consumer desired and
actual states activates the decision process. When discrepancy between the two
states is large and important. consumers will search solutions to problem
(Hawkins et al.. 1995). Marketing managers respond through their marketing mix
and measure consumer problems through surveys. focus groups and emotion
research. They use creative advertising to make consumers realize the discrepancy
between desired and actual state of need. Insurance companies initiate potential
problem recognition for their target audience through mass media advertising.

Information-Search Process. In order to solve problem. the consumers use
internal and external search. Internal search is a mental process of recalling
information stored in memory that may relate to purchase situation. For example a
negative comment by a friend about a particular brand. the consumer is
considering buying, is stored in the memory and affect the attitude of consumer.
Thus consumers rely on attitude. information, or past experience stored in the
memory that can be recalled for application to the problem at hand, (Beales. as
cited in Hawkins et al., 1995). External search refers to the process of obtaining
information from other sources. in additim; to memory recall. These sources of
information include ads, friends. salesmen. store displays. and product testing

magazines (Hawkins et al.. 1995). Marketers respond to consumers™ information-
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search process through suitable ads and promotions. Thus retain the habitual
buyers and include their brand (o the list of brands considered by consumers.

Brand Evaluation. Consumers evaluate brand information as they engage in
search activity. They evaluate a brand on the basis of choice criteria. The
evaluative criteria may vary from consumer to consumer. For example evaluating
criteria for purchasing a food processor may be any one or combination of factors
of durability, performance, safety. style, warranty. versatility and or price
(Hawkins et al., 1995). In order to win over the consumers. marketers attempt to
know their brand evaluation criteria.

Purchase Process. The purchase process is vital to both marketers and consumers.
as it involves money flow back for marketers and need satisfaction for consumers.
Touber suggested that both personal and social motives influence consumer-
shopping activities. Consumers shop to gain experience, emotional and
informational reasons. Langrehr argued that the purchase ol goods might be

incidental to the experience of shopping (as cited in London & Bitta. 1994).

Brand Choice

Problem recognition, information search and evaluation provide the consumers

with an evoked set of brands to consider and make final selection. Some consumers take

risk in making new choices; others stick to their previous brands. Marketers present

their brand in such a manner that it attracts maximum consumers. appeals to the new

consumers and retains the loyal consumers. Store choice and store loyalty also take

place in the same sequence of steps as taken in brand choice (Hawkins et al.. 1995),

Brand Loyalty

Jacoby and Kyner defined brand loyalty as a biased behavioral response expressed

overtime by some decision-making unit. with respect to one or more alternative brands
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out of a set of such brands, and is a function of psychological processes (as cited in
Hawkins et al., 1995). A brand loyal consumer has an emotional attachment to the
brand. He has trust in the brand and is committed to repurchase the same brand even if it
is not available in the market. Brand loyal consumer rejects additional information when
making a purchase. Sometimes brand loyal consumer buys different brands to take
advantage of a promotional deal but they quickly return to their original brand for
repurchase, (Deigton, as cited in Hawkins et al., 1995).

Repeat purchase and consumer satisfaction are closely related concepts and
satisfied customers are more likely to repurchase the brand. It is also worth noting that
all repeat purchasers may not be satisfied and all satisfied consumers may not be brand
loyal completely. Hence, a fair amount of consumers. i.e.. repeat purchasers. slightly
satisfied and unsatisfied types, remain vulnerable to the competitive brand information.
In order to increase the number of brand loyal consumers. marketers must win these re-
purchasers by offering them logical and convincing arguments to correct their

perceptions about the brand in question (Oliver, 1999).

Satisfactions and Brand Loyalty

Howard and Sheth defined satisfaction as the buyer’s state of being adequately
rewarded in a buying situation for the sacrifice he has made. Adequacy of satisfaction is
a result of matching actual post purchase and consumption experience with the expected
reward from the brand in terms of its anticipated potential to satisfy the consumer’s
motives (as cited in Oliver, 1999). Satisfaction and brand loyalty are closely linked and
their relationship is very important from the marketers" perspective. Generally loyal
consumer is satisfied but does this mean that satisfaction universally translates into
loyalty? Oliver (1999) concluded that satisfaction is a necessary step in formation of
loyalty but becomes less significant as loyalty begins to set through other mechanisms.

He explained thoughtful associations between satisfaction and loyalty:
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a.  Satisfaction and loyalty are separate manifestations of the same concept, as shown

in Panel (1).

Satisfaction
is one with
Loyalty

Panel (1)

b.  Panel (2) suggests that satisfaction is a core concept for loyalty, without which

loyalty cannot exist, and that it anchors loyalty.

Lovyalty

Panel (2)

c.  Panel (3) explains that satisfaction is an ingredient of loyalty but only one of its

components.

Satisfaction

Loyalty

Panel (3)

Panel (4) suggests super-ordinate existence of ultimate loyalty where satisfaction

and “simple” loyalty are components.

Ultimate Loyalty

Panel (4)




%

Some fraction of satisfaction is found in loyalty: This fraction of satisfaction is

part of loyalty but not key to the very essence of loyalty. This is shown in Panel

(5) below:
oD

Panel (5)

Panel (6) suggests that satisfaction is the beginning of a transitioning sequence
that culminates in a separate loyalty state. This situation also suggests that loyalty
may become independent of satisfaction so that reversals in the satisfaction

experience, i.e., dissatisfaction, will not influence the loyalty state.

A
(Satfacti >

Panel (6)

Impulse Purchasing

Unplanned consumer purchases are called impulse purchasing. The impulse

purchasing process is wide spread and has implications for the marketers. Hawkins et al.

(1995) cited following four types of impulse purchasing:

d.

b.

Pure Impulse. A novelty purchase, which breaks a normal buying pattern.
Suggestion Impulse. The customer has no previous knowledge of a product. sees
the item for the first time and visualizes a need to purchase it.

Reminder Impulse. A shopper sees an item,. is reminded that stock at home needs
replenishing, or recalls an ad or previous decision to purchase.

Planned Impulse. A shopper enters the store with the expectation and intention

of making some purchases on the basis of price specials. coupons. and the like.



Loudon and Bitta (1994) explained that in impulse purchases consumer shows a
sudden and spontaneous desire to act. involving a marked divergence from previous
behavior. This sudden desire to buy puts the consumer in a state of psychological dis-
equilibrium and he feels temporarily out of control. Consumers weigh the immediate
satisfaction against the long-term consequences of purchase and reduce psychological
conflict. They often buy impulsively disregarding the future consequences.

There are no simple answers to the question why people engage in impulse
buying? Perhaps they are compelled by some inner force to buy even though they
realize the dire consequences. They develop the strong intent to fulfill the current need.
Gardner and Rock suggested that impulse purchases help in breaking the undesirable

mood state, i.e., depression, frustration. or boredom (as cited in Loudon & Bitta, 1994).

The Process of Communication

Communication is a process of putting the sender and receiver on same frequency.
It is the exchange of meanings between individuals through a common system of
symbols (New Encyclopedia Britannica, 1988. p. 496). This implies that the exchange
ol information and ideas is possible only to the extent that the individuals have a
common knowledge and interpretation of the language used within a cultural context.

Communication refers to the perception, interpretation, and response of people to
signals produced by others (Galanes & Bilhart, 1997). According to Tubbs and Moss
(1994) communication is the process to create meaning between two or more people.
Murphy et al. (1994) argued that communication is a two way process of exchange of
ideas or information, sender-encoder. message. medium, receiver-encoder, and feedback
are the components of communication. Galanes and Bilhart (1997) contended that for

communication to occur a sender must send clear message and a receiver must pay
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attention to improve the quality of communication. Littlejohn (1983) explained that
communication always occurs in contextual domains. i.e.. dyadic, group, organizational

and mass communication.

Elements of Communication Process
Communication involves a source, a process of encoding, a message, a channel, a
process of decoding, a receiver, the potential for feedback and the chance of noise.

Dominick (1993) elements of communication process are as under:

Figure 6. Elements ol communication process,
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a.  Message Transmission. It involves the fo!lo;uing elements: -
*  Source. To start with, the source initiates the process by having a thought or
an idea that he or she wishes to communicate to some entity.
*  Encoding. To translate thoughts and ideas into a form that may be perceived
by senses. In face-to-face communication thoughts are encoded into words.
o The Message. It is the actual physical product that the source encodes.
*  Channel. 1t is the ways in which message travels to receiver. Sound waves

carry spoken words and light waves carry visual messages. Radio signals

30



travel by electromagnetic radiation and are transformed into sound waves by
receiving sets. Audiovisual channels also carry messages to the receiver.

b.  Receiving the Message. 1t contains the following processes:

Decoding. This process translates physical messages into meaningful form
for the receiver. |

] Receiver. The receiver can be a single person. a group, an institution, or

even a large, anonymous collection of people.

. Feedback. 1t refers to those responses of the receiver that shape and alter the

subsequent messages of the source.

® Noise. Noise is interference with the delivery of message. Dominick (1993)

suggested three types of noise. Semantic noise occurs when different people
have different meanings for different words. Noise is mechanical whe;:
machine used for communication is defective. External interference is
environmental noise.

¢.  Communication Settings. It refers to the communication situations.

*  Interpersonal Communication. According to Barnlund (as cited in
Littlejohn, 1983), it is interaction through reciprocal exchange of verbal and
nonverbal cues. One person or group interacts with other without a
mechanical device. The source and recciver are present, encoding and
decoding are one-step process. Feedback is immediate using visual and
auditory channels. Noise can be either semantic or environmental.

*  Mass Communication. Peterson (as cited in Dominick. 1993) argued that
mass communication is a concept having large and heterogeneous audiences
and messages are public and open. It is one-way communication with limited
feedback. Westley and MacLean (as cited in Dominick. 1993) introduced

role of channel (C) as a communicator.
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Figure 7. Westley and MacLean’s conceptual model of mass communication

FBA

X3¢

x4dc

I'BC

In Westley’s model, “X1, X2, X3" stand for events in the social environment. The
"A’ represents the purposive communicator. The *C* refers to the channel and represents
the non-purposive communication. The “X" represents a message coming from “A™ that
is selected by the media organization for communication to the audience. The “B™
stands for a behavioral role and represents the audience. Arrows (FCA. FBA and FBC),
going from right to left, represent the channels of f;eedback.

An important part of communication process is the information it exchanges.
Weaver (as cited in Galanes & Bilhart. 1997) suggested three useful levels of
information theory: (a) technical accuracy and efficiency of transmission. (b) semantic

meanings of information to individuals and (c) influence of information on the receiver.

Persuasive Communication

Advertisers persuade consumers to believe that their prod