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| Opening Vignette: Quisp

< How was Quisp brand cereal saved from product
extinction?

< How can companies capitalize on products that
have been previously retired?

 ©What makes vintage products so successful in the
marketplace?

< Can you think of a product from your youth that
you would buy if it became available?

.
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E XS #‘j‘ < pud=igh(A relatively permanent change in
behavior caused by experience) -

ﬁﬁgjfi&}’l?%?ﬁ'(lncidental Learning)
~ —Casual, unintentional acquisition of knowledge
eﬁ??”ﬁ: ,Flﬁ #1445~ (Learning is an Ongoing Process)
—Constantly being revised

—Can be either simple association (logo recognition) or
complex cognitive activity (writing an essay)
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m Our tastes are formed as
a result of a learning
process, sometimes with

painful results.
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BLACK SOCKS WITH

BERMUDA SHORTS

IS AN ACQUIRED TASTE.

please, 'f:enah accessarizing skills early.
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« Assume that learning takes place as the result of responses
to external events.
* View is represented by two major approaches to learning:
- 1) Classical Conditioning
_~—= 2) Instrumental Conditioning
» People’s experiences shaped by feedback they receive as
they go through life
+ Actions result in rewards and punishments, which

influences future responses to similar situations.

T R
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The Consumer as a “Black Box”
~ A Behaviorist Perspective on Learning

Figure 3.1

Stimulus ———p w Response
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m [van Pavlov’s Dogs

— Unconditioned stimulus (UCS) — Naturally capable of
causing a response.

— Conditioned stimulus (CS) — Does not initially cause a

- response

— Conditioned response (CR) — Response generated by
repeated paired exposures to UCS and CS. Eventually,
through learned association and repetition, the CS will
cause the CR.
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(Stimulus generalization)

o®
(Replication)

il 2% & B

(Stimulus Discrimination)
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e This American Airlines ad

points to classical conditioning

@@@?@WEB@ ' as an explanation for why their

RESPOND AAdvantage Marketing
l’ke Programs will work

@& POGY D@ » Can you identify the UCS, CS,

and the CR in this example?
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Semantic associations

Phonemes
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« Tendency of a stimulus similar to a CS to evoke similar, conditioned responses
— Masked branding: Deliberately hiding a product’s true origin

> I BIREEARE -

%2 3% & kR (Family branding)
SBHRE @ (Brand extension)

& S 823E @ (Product line extensions)
B2 B KR (Licensing)

# 88 % (Look-alike packaging)
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Masked Branding

fle Edt View Fa I
Qoo - (0 u \ﬂ 'J /m's reh \“:(Favmtes @ reds €5 [(0-
Address |, @ http: frws . plankroadbrewery comfhome.asp

- Google + AlaVista ~ AskJeeves Altheweb + LookSmat 30 §

This summer, Icehouse Aelivevs
the msther o8 all promaticus. I8
CoLD CASH. ColD BEER. |
Check it ouk, SR

~

) Internet
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* Rewarding consumers
with frequent flyer miles is
an effective way to
reinforce them and build

~ brand loyalty.

2006/7/28 CBit - M ~03j ft 7 4 ¥ &7

prepared by Dr.
Fu-yung Kuan



Bt T RIS S AR A T SR 4 S

2006/7/28 CBif#s - H 03 45 ¥ &7clg

RS IVERIT S e

« hAEAERE (Brand Equity):
— A brand has strong positive associations in a
consumer’s memory and commands loyalty.

Beware of Knockoffs

3 Converse - Chuck Taylor All Star, - Microsoft Internet Explorer provided by Comcast

rites  Tools  Help

Qe - © - [¥] B T O sonn 7 Fwoites @Predo €3 - - @D 3

Addves | ] Petps vy converse,com/epk aspPecatid=2 v B

Jysearen - Gaogle - Allavista - AskJeeves Altheweb - LookSmar 03 Ditmis

*converse [EB BT
oahallin, .
STORE CHUCK TAYLOR® B:LLINALVINE

Mens  Womens  Kids

- e | $
CONVERSE RE-ISSUE™  SPORTSLIFESTYLE  JACK PURCELL® ONE STAR®

80 YEARS LATER AND OVER 750,000,000 PAIRS SOLD, CHUCKS
ARE AS UBIQUITOUS IN ALL ASPECTS OF POPULAR CULTURE
AS THEY HAVE EVER BEEN.

Chuck Taylor Specialty

Chuck Taylor Classics

LIMITED!

5. CHUCK TAYLOR DIDN'T JUST PUT HIS SIGNATURE ON THE PATCH OF THE
ALL STAR®, HE PUT IT ON THE GAME ITSELF. HIS CONTRIBUTIONS TO

= BASKETBALL MADE HIM A LEGEND BEYOND THE WORLD OF SPORTS AND
e INTO POPULAR CULTURE. TODAY, CHUCKS REPRESENT SOMETHING
""“"‘ Lo ::"“i :“IST MORE THAN SHOES. THEY HAVE GROWN INTO A BADGE OF ORIGINALITY.
TR R WORN BY THOSE WITH SOMETHING TO SAY. T0 DEFINE THEM DEFEATS
words, espasially in this case,
Carnic-lovars...

THEIR PURPOSE. THAT'S YOUR JOB.
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| Discussion Question

In the 1980, the Lacoste crocodile
was an exclusive logo symbolizing ﬁ
casual elegance. When it was

repeated on baby clothes and other LACO ST E

items, it lost its cache and began to

be replaced by contenders such as

- =-7 Ctl.‘-iM

the Ralph Lauren Polo Player.

Can you thing of other logos that
have lost their prestige due to

repetition?
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* Ocecurs as the individual learns to perform behaviors that
produce positive outcomes and avoid behaviors that yield
negative outcomes

+ A.K.A. “Operant Conditioning”

» Occurs one of three ways:
— Positive reinforcement
— Negative reinforcement
— Punishment

2006/7/28 CBit# - B A03)/ p HE ¥ &7l (

TS ~ AR

» Thorndike
» Skinner
R R &
M%
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Positive Reinforcement

E
T EXPERTIENCED £]l  T'™M ADDICTED TO £l SAY SOME-
SOMETHING CALLED [&| IT NOW...BUT ITS |i| THING
POSITIVE REIN- 5| WEARING OFF... £] NICE
FORCEMENT TODAY. E] MUST GET MORE. .. $| ABOUT ME!

£

g

S :

2 g

3 =
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» Extinction: When a positive outcome is no longer
received, the learned stimulus-response connection will
not be maintained.

» Reinforcement Schedules:
— Fixed-interval reinforcement
— Variable-interval reinforcement
— Fixed-ratio reinforcement
— Variable-ratio reinforcement
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Four Types of Learning

Figure 3.2

POSITIVE
BEHAVIOR

BEHAVIOR

NEGATIVE
BEHAVIOR
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EXTINGTION
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Leaming Progess
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PUNISHMENT
Effnt: Nogathi ovent
«mm faspanoes Mot ane
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Lasning Process:
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teaming Progess:
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» Reinforcement of Consumption:
— Thank you
— Rebates
— Follow-up phone calls

. "/Frequency Marketing:

with values that increase along with the amount
purchased

e Frequent flyer miles

— Reinforces regular purchases by giving them rewards

(R

It T Rl

2006/7/28 CBits : B <035 f 4% ¢ #2728 R e
D .
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* Is learning cognitive or not?

AN

— Trigger feature

+ A stimulus that cues an individual toward a particular pattern
and activates a reaction

* Observational learning:

— Occurs when people watch the actions of others and
note reinforcements received for their behaviors

— Learning occurs as a result of vicarious, rather than
direct, experience.

2006/7/28 CBit# - B A03)/ p HE ¥ &7l
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" Figure 3.3 :
ATTENTION RETENTION el MOTIVATION
The consumer The consumer The consumer A situation arises
focusesona —  retainsthis  —P has the abily — wherein the behavior —
model's behavior in 1o perform the is useful to the
behavior. memary. behayior, consumer.
OBSERVATIONAL LEARNING
The consumer acquires and <
performs the behavior earlier
demanstrated by a model,
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+ Consumers learn vicariously by seeing others receive
reinforcement for their behaviors.

~ » Marketers can reinforce or punish consumers indirectly by
showing what happens to desirable models who do or do
_not use their products.

« Consumers’evaluations of models are not limited to
stimulus-response connections.

— Attractiveness can be based on several components (e.g. physical
attractiveness, expertise, similarity to the evaluator)

«
2006/7/28 CBitd - W =03/ p 547 27508 T B R R

prepared by Dr.
Fu-yung Kuan



il F

AR5 5 i p o B DI R PR

Akl

D .

A Ff o

2006/7/28 CBif# - B ~03) 45 ¥ #7chh # SR AR

\ e R 5 A L

)

e R
(Memory)
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A process of acquiring and storing information such
that it will be available when needed.

D .
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ENCODING STORAGE RETRIEVAL
EXTERNAL N Information is N Information Is ) Information stored
INPUTS placed in retained in in memory Is
memory. memay. found as needed.
i
2K
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Types
of
meaning

> 0814 & F(Sensory meaning, e.g.
color or shape)

SEQVE

> MERRXZ (Sense of familiarity, e.g.
seeing a food that we have tasted)

> B &R & F;(Semantic meaning:
Symbolic associations, e.g. rich
people drink champagne)

2006/7/28
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prepared by Dr.
Fu-yung Kuan

26



BB T RS T R A O 5 4 S

L IFL\JL;\JFWE[ | AT J

> & & ¥ 3248 (Episodic memories:
Relate to events that are personally
relevant)

® ATz B8 ¥
Personal
relevance

> EaY¢ ¥ 22 4& (Flashbulb memories:
Especially vivid associations)

> gzt (Narrative: An effective way of
persuading people to construct a
mental representation of the
information that they are viewing)

2006/7/28 CBif#s - H 03 45 ¥ &7clg
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Post-it

b

This Brazilian ad illustrates that external memory aids like
Post-Its can help us to remember many of the details of modern life. @ 54

2006/7/28 CBitiw : B ~03)/ 7 441 47l

prepared by Dr.
Fu-yung Kuan



st 2D R[S SR L S A DR T R PR

::‘EI I;u\ Kﬂja

S~
T
AN

* Sensory Memory:

— Very temporary storage of information we receive from our
senses

» Short-Term Memory (STM):
— Limited period of time & limited capacity
-~ — Working memory (i.e., holds memory we are currently processing)
* Long-Term Memory (LTM):

— Can retain information for a long period of time

— Elaboration rehearsal is required: Process involves thinking about
a stimulus and relating it to information already in memory
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* Multiple Store Models of Memory:
— Traditional perspective which assumes that STM & LTM are
separate systems.

* Activation Models of Memory:
) g Argues that different levels of processing occur depending on the
nature of the processing task.
— The more effort it takes to process information, the more likely that
information will be placed in LTM.
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Contains many bits of related information
organized according to some set of relationships
Knowledge structures: Complex “spider webs”
filled with pieces of data

Hierarchical processing model: Message is
processed in a bottom-up fashion (i.e., starts at a
basic level and is subject to increasingly complex
processing which requires increased cognitive
capacity)

Node: A concept related to a category

An associative network is developed as links form
between nodes.
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Figure 3.6
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— A process which allows consumers to shift back
and forth between levels of meaning
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—Knowledge is coded at different levels of abstraction and complexity.
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> Postexperience advertising effects:

— When consumers confuse recently viewed ads with
their own experiences.

B 455
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A few marketing researchers use hypnosis to dredge up past
memories of experiences with products.

\\\\\\/////////”"“‘\\\\

IS RRARLQNGS
SHERHBEEBRBARLNBHOL
RIDRBBRESL -
BORERDREMELELILAR -

\\\\\‘/////////””‘“\\\\

2006/7/28 CBzt @ 8 ~03j f 4 7 #7c48 = S

prepared by Dr.
Fu-yung Kuan

34



il ﬁ

R[FeAS0 5 s piop] el = B DR S R RN

e

R0 i R ~ BB

AN

Prior familiarity enhances recall.
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= Salience: The prominence or level of activation
of stimuli in memory

m 77 3550 (Von Restorff effect) : ’f':jf‘F'lT%L galEli:e

RSO EIRRL H PRREEES )
W SREC SR E % 4 R RN (Any
technique that increases the novelty of a

stimulus also improves recall.)
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Pictorial versus Verbal Cues

* There is some evidence for the
superiority of visual memory over
verbal memory.

» Pictorial ads may enhance recall,
but do not necessarily improve
~ comprehension.
* How many of these Ad icons can
you remember from the picture
alone?
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%th_ = Structural changes in the brain produced by
learning simply go away.

(Decay)
When only a portion of the items in a
Part-list Cueing category are presented to consumers,
Effect the omitted items are not as easily
recalled.
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As new responses are

learned, a stimulus loses
its effectiveness in
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Consumers forget

stimulus-response
associations when new
responses to the same
or similar stimuli are

learned.
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» Products and ads can serve as powerful retrieval cues.

- Autobiographical memories: Consumer memories related to their

own past.

- Mnemonic qualities: Aspects of a consumer’s possessions that
serve as a form of external memory which prompts the retrieval
of episodic memories.

« -The Marketing Power of Nostalgia

— Spontaneous recovery: The ability of a stimulus to evoke a
response years after it is initially perceived.

* Memory and Aesthetic Preferences

- Ads and products that remind consumers of their past also help
to determine what they like now.
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Memories of the Past as Retrieval Cues

X Scrapbooking ideas - Creating Keepsakes scrapbook magazine - Microsoft Internet Explorer provided by Comcast [2]
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SEPTEMBER 2003 »

It's time to hit the books,
scrapbooks, that is, CK's
September issue will help with
30 school solutions, 50 ways
to stretch your scrapbooking
dollar, a design tutorial,
winning layouts and more!

HALL OF FAME »
It's almost here...CK's 2003
Forgot your password? | gcraphook Hall of Fame

features more than 300 award-

winning layouts with cutting-
edge designs and techniques.
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Nostalgia Appeal
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* Recognition Versus Recall:

— Two basic measures of impact.
 Typical recognition test: Subjects are shown ads and asked if
they have seen them before.
» Typical recall test: Subjects are asked to independently think
of what they have seen without being prompted first.

The Starch Test

— A widely used commercial measure of advertising
recall for magazines.
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| Discussion Question

» Ads with celebrities like Britney
Spears tend to have very high

recall rates.

+ Name some ads with celebrities
that you can recall easily. Why
) dbes the celebrity association
with the ad aid your recall?
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* Response Biases
— A contaminated result due to the instrument or the respondent, rather than the
object that is being measured.

~+ Memory Lapses
— Unintentionally forgetting information:
« Omitting: Leaving facts out

» Averaging: “Normalizing” memories by not reporting extreme
cases

+ Telescoping: Inaccurate recall of time
» Memory for Facts Versus Feelings
— Recall is important but not sufficient to alter consumer preferences
— More sophisticated attitude-changing strategies are needed.
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