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Target Cycle

Company expand
Their product line
“Brand extension”

Good product as perceived
by customer

Customer re-purchase
The product
& reward the
company

Why Consumer Learning Is
Important?

Marketers are concerned with how individuals learn because they
want to teach them, in their roles as consumers, about products,
product attributes, and potential consumer benefits; about where

to buy their products, how to use them, how to maintain them,

even how to dispose of them.




What Learning Means?

a We know that we learn.. But HOW?

1 No single universal theory of how people
learn....

% Two major theories: Behavioral Learning
Theory & Cognitive Learning Theory

Definition

Consumer learning can be thought of as the process by which
individuals acquire the purchase and consumption knowledge

and experience that they apply to future related behavior.

% Process Continuous Change
(because of knowledge)




Clarification

Consumer learning can be thought of as the process by which

individuals acquire the purchase and consumpt knowledge

Elements of Learning

i Motivation

1 Cues

1 Response

1 Re-inforcement




Motivation

® The degree of relevance or “Involvement”.

e.g., look at yourself in term of interests in
different time series.
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Cues

1 Cues are the stimuli that give direction to
specified motives.

1 It's the opportunity to try or use the product.

1 Marketers should be careful to provide the
right environment (e.g., don’t put prestigious
product in low level store).




Response

1 How individual react to a drive or cue
“How they behave”

1 Response might not result in sale now, but
it could provide opportunity in future (e.g.,
car advertisement)




Felnforcerent




Exarmnple of reinforcerneri

Behavioral Learning
Theory

Modeling or
Observational
Learning

Classical Instrumental
Conditioning Conditioning




Benavioral Learning Treorl
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onditioning {
Classical conditioning tneorists regarded ~
all organisms as relatively passive entities
De taugnt certaln Denaviors
repetition (l.e., conditioning)
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E Conditioning learning resulrs Wriern el ~

stirnulus that is paired with other stirnulus
that elicits 2 known response serves o
oroduce the sarme response whner used

alone
E 2.q., dog witn meat and pell —
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s = Unconditioned stimulus
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Conditioned stimuius -

Unconditioned Response
Salivation

\

Conditioned Response
Salvation




Explanziory diagrarr

The same witn other exarnple
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In tne consurner penavior cortet
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E Think anout the following brands:

— Gearnt
— Kudu Vs Al Sarnboolk Rest

— Microsoft

— ATLAS Phnarmecies

— SAMA Airlines —
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The link to cognitive learming
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Sorne Benavioral scientists view classical ~
cor rIJr on J as 'the learning of

ervironent,

ot aicquisition of new refley, it's the —_
acquisition of new Knowledge
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Ouptirmal conditioning {
Forward conditioning (CS precede US) ~
Repee"e c pairing
Trney snould pe logically belong togetner
CS that is novel and unfarmniliar

()

US that is piologically or syrnpbolically
selient \
called Neo-Pavlovian conditioning
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lassical conditioning

\

ncepts in classical conditioning
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epee'e d pairings
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stirnulus discrirnination:

selection of specific stirmulus arnong

sirniler stirnull
—
//




Repetition is more effective for farmiliar brarcl
cornparing unfarniliar brancs

Usually follow tnis curve




Advertising wezrout {

Cosrnetic variations in the adz (using ~
I(_

different backgrounds, I]‘fferem orint types,
different advertising spokespersorn)

Acdveriising wearout, coriinue

Substantive variations are cnanges in acdz ~

Supstaniive seems to be more effeciive
and more resistance to competitor attacks




2 TV adz of A/E effect!




— Uaje\/ar ce
— Rermind about benefits \
The higner the competitive adz, tne lower—

Is the response due o interference

Product extension (positive effect),
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Licensing

E Allowing

orand
nearre for

agreed




Counterfeitiniy proolerr

Products just look like originzl! ~
Causing severe loss to original cornpany.
Branded companies try to use regulatory \

as well as technology to avoid this

oroblern, T
—
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Stirnulus Discrirminetion {

Its opposite to generalization whicn is the ~
selection of specific stirnulus frorn other

Positioning and product differentiation \
utilizing the product attriputes,




Instrurnental Concditioning




[ney use the sarne goncepz of stirnulus
and response; nowever, it conceriirate in
learning concept of stirmull,
Learning occurs through Trial & Frror
orocess, with nabits forrned as a result of \
rewards received for certairn resporses er
penaviors,
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) - s AT I DAk e 1A
reelrirorcerrient or oereVvior
B Positive reinforcernent ~
— Positive effect whern using particular procuct
B |\egative reinforcermnent \
— Negatlve effect when NOT using particular
procuct
—
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egnction Vs Forgeting {
B Extinction ~
— Happens when learned response Is no longer
reinforced,
I

Forgetting \
— rlappens when custorner did not used the
product for long tirme., —
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Straitegic application of
instrurnental conditioning {

\
Customer Satisfaction
(Reinforcement) <

—
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ExErmnples

saloons offers coffee ~
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E Upscale rlotels offers fruits or cnocolates

E ellogy's offers gifts after certain nurmoer \




Relzitlonship Marketing {
B Devgloo]rg close personalized relationship ~
like assigning custorner service

represent five for s pec Ific custormners
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B Totzl (continous) ~
E Systemnatic (flxed rafio)
B Pandorn (varianle ratio) T
—
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Sna JJHJ {
B Defined as reinforcement perforrned ~
BEFORE tnhe desired consurner nenavior
fzikes place
B Eamples: \

— Some retallers offers loss leaders

— Test drive for Autornopile cornpanies -

.
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Mocdeling or opservational learning

Defined ais the process nrc rJIJJr 1 which) ~

individuals lzzirn benavior by observing the

nehezvior of others and the consequernces

of such behavior

Utilizing farnous characters using the \

orocuct, —
—
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Cognitive Learning Trieory




Cognitlve learning tneory {

Peogple J:‘c'ff] rrom thinking and opronlern ~

Peoole search for inforrmeations to take
ourcnase decisions
] \

Cognitive theory JrvoJ/es cornples mental—
orocessing of inforrmatio
—
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Information Processing {

; (informetions) and ~
orowss ther rJ o get certain output just lixe

ave different cognitive \




Flow consurners store, retaln, ard
retrieve Informatiorn {




Cogniilve learning

Involvernent Trieory




Mezasures of Involverneant




Mezasures of Involvernent, continue

\

Mezsures of Involverment, contirue
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Measures of consurner penavior
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