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INSIDE THE CONSUMER’S MIND

AN EXCERPT From
Chapter 3
Consumer PERCEPTIONS

Attention

Actually, attention comes in two
forms: voluntary and involuntary.
Voluntary attention is attention
given by choice the consumer
chooses to pay attention. Involuntary
attention is forced on the consumer.?
It is an intrusion. Now, it is the case
that, initially, all advertising must
catch involuntary attention; i.e., the
attention the advertising catches is of
the involuntary sort, at least initially.

Is is because the consumer seldom
proactively seeks an advertisement. Lisa
was just turning the pages of Elle; she
was not looking for shoes. e Fluevog
ad had to intrude upon her attention.
It did so by being vivid.

Intrusion is the reason why most
consumers nd advertising annoying.
After all, it interrupts their program
viewing. By getting involuntary
attention, advertising acts essentially as
an uninvited guest. Of course, uninvited does not necessarily mean
unwelcome; like a surprise guest to a party who turns out to be likeable,
it can become a welcome intrusion. For this to happen, the ad should
be relevant to the consumer interest.  at is why it is very important
that marketers choose their media carefully. Filling print pages and the
airwaves with ads that reach non-target consumers will not only waste
your media budget, but it will also annoy more of the public.

If consumers nd an ad to be relevant, then they will pay voluntary
attention.  at initially involuntary attention turns into voluntary
attention. Because voluntary attention is based on consumer interest,
it is also called high involvement attention. Conversely, involuntary
attention is low involvement attention. Lisa of course decided to pay



the Fluevog ad voluntary attention. Consequently, she noticed, to her
delight, that inscribed within the body frame is the phrase Listen to
Me!

e objective of all advertising is, or should be, of course, to elicit
high consumer involvement at least high enough for the consumer
to attend to the message. Advertisers seek to accomplish this through
meaningful message designs and creative, engaging execution. If
consumers decide to devote voluntary attention, then they have

selected your ad for further intake.  us, by intruding, you can get
involuntary attention and, consequently, consumer sensation for your
stimulus, but it still requires consumers voluntary attention for your
stimulus (i.e., message) to advance to the stage called selection.

Surviving in the Attention Economy

All advertising (all marketing stimuli, for that matter) must
necessarily rst get involuntary attention. But with our lives so
over-cluttered with stu to do and with so many stimuli from so
many directions vying for our attention, consumer attention these
days has become a scarce commodity. Some have called the present
times the attention economy.

To survive in this attention-scarce economy, marketers must
constantly reinvent new ways to gain exposure and attention.
Commercial speech now shows up in strange places on oor mats
in tness gyms, on TV screens in Wal-Mart, on mini video screens
mounted on shopping carts, as place-based ads on cell phone screens,
and yes, on the walls of public restrooms this last one is not a bad
idea: it displaces gra ti, and it gets a captive audience. (Of course, it
would not be appropriate for all products.) Beyond the ever-expanding
media presence, clever message execution also in uences consumer
attention. Perhaps the cleverest current example of no fail attention
getter advertising is from Zelnormfi  yes, those exposed tummies used
as billboards for marker pen-inscribed words like Abdominal Pain,

Bloating, and whatever else those tummies might be su ering from.
Is particular execution for Zelnormfi has a rare quality worth
emulating that all students and practitioners of advertising must
note: Anyone can get attention (by doing totally outrageous things,
for example remember the Paris Hilton Car Wash for the Carls Jr.
burger chain?). e creative challenge is to get attention in a manner so
that the attention prop is also the message.

* * * * * *
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Milk, Oranges, and Levitra—Getting Consumers to Appreciate
the Truth and Beauty of Your Brand

This we have said before, but it bears repeating. More than the product’s reality,
consumer perceptions of it matter. For a marketer, having a product with desirable
qualities is good, even a necessity, but it is not enough. Beyond that, you have to get the
consumer to perceive it correctly. And appreciate it. If consumer perceptions fall short of
the product’s reality, don’t blame consumers for it. It is how our minds function. With
efficient stimulus coding as our goal, our minds form a perception that sits well with our
prior expectations—with our map of the world, so to speak. If we believe, as marketers,
that consumer perceptions are currently distorted, then we have the onus, and some
“power of product reality” on our side, to mold those perceptions. Savvy marketers have
shouldered this responsibility with understanding and grace.

As examples, three marketing communications come to mind—no doubt, there are
umpteen others. The famous milk moustache campaign was conceived to battle a typical
product image problem—most consumers thought milk was a sissy drink.Is it? Not any
more—not after you have seen that now familiar milk moustache on the mouths of
celebrities and athletes of every ilk. Milk is now “must have” nourishment for health-
conscious adults everywhere. No, it has not exactly become a fashionable drink, but
“sissy” it is no more.

As our second example, revist the Sunkist ad you saw earlier. The copy reads:
Cookies—well, oranges are round. And moist. And certainly sweet. Okay, maybe you can’t call
one a cookie, but don’t let an orange hear you say that it isn’t a snack. Better snacking.

Not exactly earth shaking (and it shouldn’t be), but if some consumers now began to
perceive oranges as snack food, then that is all the ad asks. Advertising should not be a
gimmick to “con” consumers into thinking and perceiving what a product factually
is not, and this Sunkist ad doesn’t act that way. It simply, and gently,
nudges consumers’ current perceptions with the product’s reality.

Our third example comes from a commercial from Superbowl XXXVIII, played in the
U.S.on February 1,2004.The product is Levitra—and endorsing it is no other than
well-respected coach Mike Ditka. Bob Dole, before him, had endorsed Viagra, making, in
effect, the ailment it treats a non-taboo topic. But a super-performing athlete Bob Dole is
not. Levitra makers wanted to make sure the product was not perceived as something
meant only for wimpy old men, but that it is perfectly fair game for otherwise potent-
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And he left no doubt in the consumer mind—unlike Bob Dole who spoke of the product
but without explicit personal testimony, Ditka proclaimed,
“Take the Levitra challenge, like I did.”

Will it succeed in creating the perception the company seeks? You decide. But what-
ever your judgment about any of the above three ads, and about countless others, at
least you now know the power of perceptions and how marketers must navigate and

shape these through well thought out stimuli design—i.e.,
all marketing communications.
As you “encounter” exposure from other marketing stimuli in your everyday life, look at
them as fodder for consumer perceptions,
and judge how well they do (or not) their expected jobs.
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AN EXCERPT From
Chapter 6

Consumer Lifestyles and
Psychographics

Using Biancas brief autobiographical narrative as a launch pad, we
began with an introduction to psychographics as entailing a study of
what makes up a consumer both psychologically and behaviorally.
Psychographics include personal values, personality traits, self-concept,
and lifestyles. Values, personality, and self-concept all culminate in
lifestyles theway we live. Here, in the study of lifestyles, we understood
a crucial fact of consumers marketplace behaviors: consumers choose
products to build the mosaic that their lifestyle is. A visit to a Hot
Topic store, along with a few other marketing campaigns, showed us
the magical appeal of lifestyle targeting in the real world.

Psychographics are ways of graphing the psychological makeup
of the consumer (hence, the name psychographics ). is is done,
we learned, through AIO ( activities, interests, and opinions )
statements, and consumer answers to these statements on numerical
rating scales enable us to identify segments of consumers that di er on
their psychographics. As an example, we reviewed VALS, a values and
lifestyle segmentation scheme for North American consumers.

To internationalize our perspective, we also saw the psychographic
pro les for two other countries: Japan and New Zealand. We concluded
this section with a description of selected applications of psychographic
segmentation.

We concluded the chapter with a discussion of two overarching
consumer psychographics: materialism and voluntary simplicity.
Without these, no chapter on psychographics is complete. ey engulf
and immerse our entire lives, both in our roles as humans and as
consumers, serving us as servants, or, alternatively, controlling us as
masters (depending on our perspective on life and on consumption).
Read them and decide for yourself what they can do for you!
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INSIDE THE CONSUMER’S MIND

AN EXCERPT From Chapter 7

Consumer Attitudes
Consumer Involvement and Attitude Formation

One clari cation about involvement is in order. Involvement is not dichotomous
(i.e., just high or low). Rather it is a matter of degree. e low-involvement hierarchy
described above occurs at the very low-end of involvement when something is utterly of
no consequence to the consumer. In the middle range, the high-involvement hierarchies
occur, but with less intensity of thought or feeling. e emotional hierarchy still begins
with a ect (or feeling), but at the middle range it is likely to begin with a mood rather
than deep emotion. And the rational hierarchy is still relevant, except that instead of
the extensive thoughts of the high-involvement condition, just a few thoughts will drive
feelings. is situation is depicted in Figure 7.7.

= INVOLVEMENT AND ATTITUDE HIERARCHY
o
=
High
Involvement
Emotional Hierarchy
Begins with
intense emotion
 Beginswith  ngderation
mood two features
Low-involvement
Hierarchy
Low
Involvement

MARKETING IMPLICATION OF ATTITUDE HIERARCHY

ese hierarchies have marketing implications. We all know that consumers look
at some products as primarily rational purchases and at others as primarily emotional
purchases. We want consumers to have a positive attitude toward our products. So
how do we go about building it? Here the hierarchies come to our aid. For primarily
rational products (like home appliances), we must provide consumers a lot of product
knowledge, so they can then base their decisions on rational grounds. We would fail if
instead we began to appeal to their emotions. But once they have formed beliefs, then
some emotional appeals will help to move them to action.

(the rest of the section Omitted)



AN EXCERPT From Chapter 16
Gender and Age in Consumer Behavior

A Matter of Opinion

Marketing Opportunity

Metrosexuality, Retrosexuality, Pomosexuality, and Ubersexuality

You have read about metrosexuals,
retrosexuals, pomosexuals, and
ubersexuals. Now consider this:

Some say these are mere fads; we
believe not. While the terms maybe
new, the phenomenon they tag is
not. Yes, the sheer public availabil-
ity of the terms may have expanded
the ranks of people whose groom-
ing practices fit these labels. And
yes, that upward trend might in
time slow down. But appearance
consciousness and vanity have real
and significant presence among
males in every culture and every
nation. Not among all of them, of
course, but for a significant propor-
tion of men. Almost everyone likes
to look cool, so the real issue is what
is cool to whom in a particular time
period. Dressing up and deep
grooming have been and will be
cool for some men, no matter how
male fashion trends move.

Itis possible to view metrosexual-
ity as a mix of narcissism and
masculinity. And both have been

alive and well in cultures worldwide.

The opposite type, retrosexual, has
also been around for a while. The
casual look of torn and faded jeans
has epitomized this for Gen Xers
and now does so for the Gen‘Y’s.
And its extreme form seems to have

A Marketing Opportunity

incarnated as “the grunge look.” As
for pomosexuality, the term is
perhaps the vaguest; it has yet to be
fully clarified and its essence yet to
be adopted by men whose fancy its
meaning might ever catch. Just
what type it is requires more
research and social commentary.

Most interesting is the category
called iibersexual. Men refined both
in their appearance as well as mind,
and whose self-concept is inter-
twined more with their brain’s capa-
bilities than in the awe of their
brawn. If this term catches currency,
becoming geeks will be in fashion
again, albeit of a savvier kind. Uber-
sexuality beckons us to focus on
things that contribute to mankind'’s
future. If nurtured in oneself with
judicious care, it is a cause for
celebration. Of course, the
celebrated concept should embrace
both genders and should properly
be called iiberperson.

Don't dismiss these as mere labels,
though. Definitinal quibbles aside,
the point to note is that these
trends, as and when they gain
speed, will have monumental impli-
cations for the male grooming

industry. Keep your eyes on the ball!.

(Write: Opinion@my bbook.com.)
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with Brands:
Loyalty, Romance,
and Brand Tribes

Brand Loyalty—From Behavior Scans
to Mind Scans

Brand Personality—How Products
Get It

Brand Relationships—Meet My
Brand, My Alter-ego

A Society of Consumption Communi-
ties

Brandfests and Brand Bonding—Par-
ty Time For All Brand Lovers

Brand Equity—Not All Brands Are
Created Equal

Gabriel Mclintyre of www.XOLO.TV
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Dear Miata, Will You Marry Me?

sunny afternoon in a small town in Pennsylvania’s Pocono Mountains. An
outdoor wedding ceremony. A mass wedding, actually. 250 people gathered.
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Each one a bride or a groom. All love struck. All eager, all ecstatic. And then
the voice of Reverend James A. Massie, Jr., an Episcopal priest, comes through
the microphone. He reads a few vows, and then, with a deep breath, he utters the
sentence all had gathered to hear: “By the power vested in me, | pronounce that
you are... car and driver.” Suddenly, 250 happy people, all married this day to their
Mazda Miatas!

Reverend Massie himself is an ardent fan. Besides praying, his only other
passion is driving around in his white 1996 Miata, with religious songs playing on
its CD player. It is a “spiritual endeavor,” says Massie of his leisurely ride. Then
there is Peter Warrick, a 53 years old advertising executive in Fort Lauderdale; he
owns 28 Miatas. He survived a heart attack recently, and what does he credit it to?
His passion for the Miata!!*

INTRODUCTION

he fanatic devotion some consumers show toward their Miatas is exceptional but not

unique. Many consumers feel similar passion for Apple Computers, Krispie Kreme
Donuts, Saturn cars, the Harley-Davidson, and of course, their iPods. Apple computer
fans, for example, make an annual pilgrimage to the Macworld Expo. There, they—qgraphic
designers, artists, musicians, techies—browse through a galaxy of Apple products and
devices, and, with great enchantment, they listen to Steve Jobs, cheering his every word.
And whenever a new Krispie Kreme Donut store opens up, long queues form all night
long, just to taste their yrst bite of the legendary donut.
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EXCERPTs From Chapter 18
Consumer Brand and Store Loyalty

ILLUSTRATIVE MEASURES OF BRAND LOYALTY
18.
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Rate the following statements using this scale:
Strongly disagree Strongly Agree
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1. In this product category, | have a favorite brand.
2.  (Omitted)
3.  (Omitted)

Note 1. Specify the product category, such as yogurt, detergent, soft drink, jeans, athletic
shoes, etc. Do not write the section headings on the survey form itself.

Note 2. Compute the average across these statements (the first three and the last six,
separately). The closer the score is to ‘5’ (meaning “strongly agree”), the stronger the brand

loyalty.
Prepared by Author for My “Book

Copyright 2006 Banwari Mittal
Source: Consumer Behavior (Banwari Mittal et al) p. 531

ILLUSTRATIVE MEASURES OF STORE LOYALTY
8.
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(Rest of the Table omitted)

Prepared by Author for




