





Perception Is the process by which individuals
select, organize, and interpret stimuli
Into a meaningful and coherent picture of the world































The lowest level at which individual can experience a sensation

The difference between “something” and “nothing”



Freguent exposure leading to “getting used to”
or loss of effect of stimuli



Effect of advertising campaigns is lost by time

Companies change their print adz and TV commercial
to maintain sufficient sensory input



The minimal difference that can be detected between two similar stimuli

Just Noticeable Difference JND

Webers Law

The stronger initial stimuli, the greater additional intensity is needed for second stimuli



Negative changes in products should be below than J ND

Positive changes in products should be higher than JND



JND for prices is higher than packing size

Reduce packing size and keep the price



Stimulation below level of conscious awareness but enough
to be perceived by one or more of receptor cells



Some evidence in affecting affective reaction

No evidence to affect the consumption behavior

Gap between perception and persuasion

Long term repeated exposure

Unfeasible or impractical



Recognition in very selective manner

Selection

Organization Interpretation




Great deal of selectivity

1) Consumers previous experience

2) Their motives at that time



Organization as group not separate sensation

Closure

Grouping

Figure and ground













Perceptual interpretation is highly individual

Physical appearance

Halo effect sterotypes

Jumping to conclusion First impression



People tend to match between quality and people



Individuals carry pictures in their mind of the meanings of various kind of stimuli



First impression tend to be lasting









