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* To understand the elements of learning in the context of consumer behavior.

To understand behavioral learning, classical conditioning, and the roles of stimulus
generalization and discrimination in developing and branding new products.

To understand instrumental conditioning and the objectives and methods of reinforcement.
* To understand the role of observational learning in consumer behavior.

* To understand the elements of information processing, including receiving, storing, and
retrieving consumption-related information.

* To understand cognitive learning as a framework for consumer decision-making.

* To understand consumer involvement and passive learning, and their impact on purchase
decisions and the retention and recall of promotional communications.

* To understand how to measure the results of consumer learning.
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1. Learningis applying one’s past knowledge and experience to
present circumstances and behavior.
e Students learn more enthusiastically when taught by persons whom
they view as knowledgeable.
2. Second, consumers are more likely to learn from messages
that are fun and attract attention

e Just like students who feel motivated and learn more from teachers
with good communication skills than from boring teachers.

3. The third element of learning is repetition
4. The fourth element is reinforcement, which rewards behavior.
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The ads introducing the two
new Galaxy products
together — Galaxy Note 3 +
Galaxy Gear, are aimed at
an audience with a higher
standard of living in the
Gulf region, with the
implicit message that the
new competitively priced
smartphone, with high-end
technology in an attractive
shell, is quite the bargain.
Samsung cleverly uses the
message “Design Your Life”
in the ads to tell its
customers that the
smartphone along with the
one-of-a-kind Gear will help
them organize and micro-
manage almost every
aspect of their lives.
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You've heard about It
Now see I,

The Samsung Galaxy Note 3 is all set for
launch in India. Tune in to the LIVE webcast (
to see how it can design your ife.

Date: 17" September, Tuesday
Time: 12:15pm

Samsun

g
GALAXY Note=> + Gear”

= LOOK VOHAT WOE HA
UP OUR SLEEVE.

IAK[ NOTE The new Galaxy Note 3 with Galaxy Gear is here.
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(Intentional vs. incidental learning

Intentional learning is acquired as the result of a search
for information,

Incidental learning is acquired by accident or without
much effort.

Learning consists of four elements:
Unfilled needs lead to motivation, which spurs learning.
Cues are stimuli that direct motivated behavior.

Response is an individual’s reaction to a drive or cue.

Reinforcement is the reward—the pleasure, enjoyment,
and benefits—that the consumer receives after buying and |
using a product or service.
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Need-cues-motivation-response -Reinforcement
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Compare the two introductions of Febreze

Product introduction
contradicted the four
elements of learning

P&G launched and
positioned Febreze as a
coloriess spray for
making stinky clothes
and interior odoriess

*
P&G assumed that
people living with bad
smelis had a problenmv
need for Febreze, which
they did not

T

Febreze was not selling
because people who live
with bad smells — such
as smoke or pets’ odors
do not notice them,
although their houses
were clean and beds
made
LA
P&G was trying to teach
consumers a new
behavior, but one of the
four elements of learning
— the cue — was missing
because the targeted
consumers did not notice
the bad odors

Product introduction was
consistent with the
elements of learning

P&G’s researchers observed
that women cleaning rooms
and making beds spray
Febreze at the end
(for no apparent
reason, since the room
was already clean)

!

P&G interviewed women
analyzed the observed
behavior according to
the elements of learning

!

Drive and Cue: a woman
walks into a dirty room

+

Response (learnt routine):
she cleans the room

T

Reinforcement: she sprays
Febreze in the cleaned room
and smells it. She feels good

about a job well. Spraying
Febreze at the end rewarded

her for her work and she
will use it in the future.
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is viewed as a “knee-jerk” (or automatic) response that builds up through
repeated exposure and reinforcement.

Unconditioned Conditioned Stimulus Conditioned Response
Stimulus , _ !
, becomes associated with is a response to the
occurs naturally in a particular event or conditioned stimulus.
155 A :0 given feeling as a result of
circumstances "
repetition ot
P After Conditioning
During Conditioning
Before Conditioning W
,JM Wy p !
.‘1 - ’ ‘
- A o 4 Conditioned
r 8y % ‘
0 stimulus
Unconditioned Neutral stimulus o
stimulus
» Conditioned response
Unconditioned response No response Unconditioned response P
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MIDOC Aiﬂ Applications of Classical Conditioning
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Associative learning: learning of associations

among events that enable consumers to expect and ';m f B E
anticipate events. ;* mf,, ‘,.-'-.'E.-;
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Need for repetition

* Advertising wear-out is the point at which
an individual becomes satiated with
numerous exposures, and both attention
and retention decline.

* Three-hit theory. three exposures to an
advertisement are needed: one to make
consumers aware of the product, a second
to show consumers the relevance of the

benefits.
\_

prOduct’ and ad third to remind them Of its FIGURE 5.4 The Same Advertising Message Expressed Differently
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* Product line extensions same brand different SESAVE STREE
products W.*g;,:es

* Product form extensions same product in
different forms

« Family branding different products ,same
brand name

* Licensing

« Copycat products

che3
S/ Chocolate Hazelnut
Spread /
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« Responding the same way to slightly different stimuli is called stimulus
generalization.
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* Product line extensions are additions of related items to an established
brand; these are likely to be adopted because they come under a known
and trusted brand name. V8 soups are product line extensions. In learning
terms, consumers will apply what they already know about V8 to its new
product and probably try the new item.

« Offering the same product in a different form but under the same brand is a
product form extension.
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IDOCE iﬂ Stimulus Generalization

* Family branding consists of marketing different products under the same
brand name. The extension of the V8 line to other products is also a form of
family branding.

* Licensing is contractually allowing a well-known brand name to be affixed
to the products of another manufacturer. The names of designers,
manufacturers, celebrities, corporations, and even cartoon characters are
attached, for a fee (i.e., “rented out”) to a variety of products, enabling the
licensees to achieve instant recognition and implied quality for the licensed
products.
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FIGURE 2
A Prodect Meerarchy of Crest Toothpasse

* Product line, form & category ‘/(K’

Fluoride Mouth-

extension /\ /\ ‘“"
* Family Branding q,, M,,,,,,,, Mmrﬂvr Regﬂvr ﬂ
460z 6402 /\
Colgate sensmve '7\ /\ /\

?ump Tube

Introduction ~_ Example: Colgate Product category
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Product form
extension

* Licensing




|s the opposite of stimulus
generalization.

Its purpose is the selection of a
specific stimulus from among
similar stimuli.

The core objective of positioning
is to “teach” consumers to
discriminate among similar
products (i.e., similar stimuli) and
form a unique image for a brand
in their minds.







Stimulus
Discrimination
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1 Which concept of behavioral learning L
A IT! applies to the introduction of this product? i

r N

Nutella Vs. Hintz
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Instrumental Conditioning

\

The consumer who tries
several brands and styles
of jeans before finding a
style that fits her figure
(i.e., reinforcement) has
engaged in instrumental
learning.

Presumably, the brand
that fits best is the one
she will continue to buy.

Stimulus
Situation
(Need good-

Ty

f

Repeat Behavior
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Instrumental Conditioning
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Positive reinforcement rewards a particular behavior and thus
strengthens the likelihood of a specific response during the same or
similar situation.

Negative reinforcement is the removal of an unpleasant stimulus and it
strengthens the likelihood of a given response during the same or similar
circumstances.

Punishment is designed to discourage behavior.

Extinction occurs when a learned response is no longer reinforced and
the link between the stimulus and the expected reward breaks down.
Forgetting is often related to the passage of time, and thus is often called
decay.
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* Children learn much of
their social behavior
and consumer
behavior by observing
their older siblings and
their parents.

* They imitate the

see rewarded,
expecting to be o 1
rewarded similarly if G b e e S

g
every half cup. With a tasts kids love. Funny thing, grown-ups do, too. “."‘) —
Fead our kids well™ -

they adopt the same o

FIGURE 5.9 Eating Ragu Is Fun: Observational Leaming from Grandfat

behavior. FISURE










Cognitive Learning MIDOCEA
Working Memory
Sensory__ |  Sensory (Short-Term ».| Long-Term
Input Store  [Rehearsal Store) Encoding Store  |Retrieval
Forgotten; Forgotten; Forgotten,
lost lost unavailable

The human mind processes the information it receives.

Consumers process product information by attributes, brands, comparisons between brands, or a
combination of these factors.

The number and complexity of the relevant attributes and available alternatives influence the
intensity or degree of information processing.

Consumers with higher cognitive abilities acquire more product information and consider more
product attributes and alternatives than consumers with lesser ability.

Information processing occurs in stages and in three sequential “storehouses” where information is
kept: the sensory, short-term, and long-term stores.
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TABLE 5.1 Representations of Cognitive Learning

GENERIC STAGES TRI-COMPONENT AIDA INNOVATION INNOVATION
OF COGNITIVE ATTITUDE ADOPTION DECISION-
LEARNING MODEL MAKING

Knowledge Cognitive Attention ~ Awareness Knowledge

Evaluation Affective Interestand  Interest and Persuasion
Desire Evaluation
Behavior Conative Action Trial and Decision and

= Adoption Confirmation

e—
e
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How would the ad
influence the
behavior of an
individual who was
engaged in a
cognitive learning
process?

One toothpaste
protects all these areas
dentists check most:

Ordinary Toothpaste Crest Pro-Health

VFIGHTS CAVITIES YFIGHTS CAVITIES
Y FIGHTS TARTAR Y'FIGHTS TARTAR
VWHITENS v WHITENS
V/FRESHENS BREATH (VFRESHENS BREATH
: SENSITIVITY  IYFIGHTS SENSITIVITY
NGEIVITIS  YFIGHTS GINGIVITIS
= VFIGHTS PLAQUE

Passive

“Fatured in

b;‘_ ']q:mm toathpasts trat addresses all thess areas dentists check most and
AMDA racamd Tor: cavities, pnpvitis. sersitvity. e, and whiitEning It ko prevents tartar
ooTTs wmm‘maimmom-mmmmwuhb&&.

FIGURE 5.11 Cognitive Learning: Crest Pro-Health
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Hemispheric lateralization (split-brain theory) MIDOCEA \

i e Intuitive

e Analytical Brain Lateralization Thought,
thought e Holistic

e Detail Oriented perception
Perception . e Random

e Ordered Sequencing
Sequencing e Emotional

e Rational Thought
Thought e Non-verbal

e Verbal e Adventurous

e Cautious e Impulse

e Planning e Creative

e Math/Science Writing/Art

e Logic ¢ Imagination

e Right Field e Left Field
Vision Vision

e Right Side e Left Side
Motor Skills Motor Skills
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Mlqgggﬁi{! Hemispheric lateralization (split-brain theory)

Stems from medical research done in the 1960s; its premise is that
the human brain is divided into two distinct cerebral hemispheres
that operate together, but “specialize” in processing different types
of cognitions.

The left hemisphere is the center of human language; it is the linear
side of the brain and primarily responsible for reading, speaking, and
reasoning. The right hemisphere of the brain is the home of spatial
perception and nonverbal concepts; it is nonlinear and the source of
imagination and pleasure.

A research suggested that when consumers watch advertising on TV,
they “passively” process right brain, pictorial information, but text in
print ads were primarily processed using left brain.
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DO IAiﬂ Hemispheric lateralization (split-brain theory)

The researcher considered TV a primarily pictorial
medium, and TV viewing as a right brain activity,
consisting of passive and holistic processing of images
viewed on the screen. He also maintained that TV is a
low-involvement medium.

Cognitive learning models suggest that behavior follows
the cognitive processing of information.

Advocates of passive learning maintain that repeated
exposure to TV commercials, which is low-involvement
information processing, induces purchases prior to
consumers’ information processing and the formation of
attitudes.







d_ool>dcgane
153l @ ool
@y LN pyleill

IDO iﬂ Brand Loyalty

UN I EMRESY] T Y

g Depends on

« Risk aversion/variety seeking

« Brand reputation/ substitute availability
« Social influence

There are three types of brand loyalty:

1. Covetous brand loyalty(latent) includes no consistent purchase of a given
brand, despite strong attachment to it.

2. Inertia brand loyalty is purchasing the brand because of habit and
convenience, but without any emotional attachment to it.

3. Premium brand loyalty means high attachment to the brand and repeat
purchase.
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TABLES.2 Characteristics of Brand-Loyal Consumers

|. They tend to stick with brands that they know and trust and with the best-known brands.
2. They believe that staying with the brands they like simplifies their lives.

3. They let friends try other products and switch only 1f a product is really outstanding.

4. They avoid buying something different just for the sake of being different.

). They view liked brands as “friends,” with whom they want to maintain relationships.

6. They believe that they save money by not buying new brands until others buy them and tell them
whether or not they like the new brands.

1. They view themselves as “brand-loyal shoppers.”
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REFEAT PURCHASE
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PREMIUM LATENIT
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INERTIA NO
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e Theintrinsic value of a

brand name.
This value stems from the s
foundations of brand loyalty: Association

o the consumer’s perception
of the brand’s superiority,

o the social esteem it provides

o the customer’s trust and
identification with the brand.

Customer
Perception
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* To understand the elements of learning in the context of consumer behavior.

To understand behavioral learning, classical conditioning, and the roles of stimulus
generalization and discrimination in developing and branding new products.

To understand instrumental conditioning and the objectives and methods of reinforcement.
* To understand the role of observational learning in consumer behavior.

* To understand the elements of information processing, including receiving, storing, and
retrieving consumption-related information.

* To understand cognitive learning as a framework for consumer decision-making.

* To understand consumer involvement and passive learning, and their impact on purchase
decisions and the retention and recall of promotional communications.

* To understand how to measure the results of consumer learning.







