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Black box model of consumer behavior

Environmental Influences

Marketing
Factors

Product
Price
Place

Promotion

Environmental
Factors

Economic
Technological
Political
Cultural
Demographic

Natural

The Buyer's Black Box

Buyer
Bt The Decision Process

Attitudes
Motivation
Perceptions
Personality

Lifestyle

Knowledge

Problem recognition
Information search
Alternative evaluation
Purchase decision

Post-purchase behaviour

Buyer's response

Product choice
Brand choice
Dealer choice
Purchase timing

Purchase amount
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Extemal
Influences

Expariences &
Acquisitions Con sum &+

Decision
Process

Self-Concept

&
Lifestyle
Intemal
Influences

Expariences &
Acglraons




Buyer Behaviour - Stimulus-Response Model

Marketing

Stimuli
Product
Price
Promotion
Place

Other

Stimuli

Economic
Political
Social
Technological

e .,
E =,
o "
- ",
- oy
.,
=

" characteristics -

Buyer

| decision-making /

process

Buyer
Responses

Product choice
Brand choice
Dealer choice
Purchase timing
Purchase amount
Purchase frequency
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(Elaboration Likelihood Model)




Elaboration
Likelihood
Model

We process information
through two routes

depending on the situation.

Key Situational Factors:

Motivation [Involvement]
Ability [Knowledge]

Central Route Peripheral Route

[careful thought] [quick thought]
most likely with: most likely with:

High Involvement Low Involvement

More Knowledge Less Knowledge




Figure 1: The Elaboration Likelihood Model of Persuasion

Source: Petty, Brifiol, and Priester (2009)



Central Route

\ _

i

* Information Processing
* Logical thinking



Figure 1: The Elaboration Likelihood Model of Persuasion

Source: Petty, Brifiol, and Priester (2009)
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Peripheral Route




Why Advertise?

* Has always been a good way to inform;
— Introducing a new product
— Suggesting new uses for a product
— Explaining how a product works
— Correcting false impressions

* Persuade;

— Building brand preference
— Encouraging switching
— Changing buyer perceptions of product attributes

e Remind.

— Top of mind awareness
— Where to buy
— Seasonal/ off-season



The Advertising Development Process

e Complex 12-18 mos. process with multiple checks & balances

* Substantial media budgets (>$S25MM) are built to reach ~80% of
the target audience over 4 times for an average 4 week period.

Months 1-6 ($400M) Months 7-13 ($600M) Months 14-18 ($1000M)

)
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Let’s talk
breakthrough
reflux

1in 3 people on prescription medication
still experience occasional breakthrough
reflux symptoms.'#

Start talking breakthrough reflux

with your customers today. -

Visit rbhealthhub.com.au

1o order your
Gaviscon trial samples. } L

B e SO

@ TIME FOR AVISCOI
%)) GAVISCON D




Relevant P S

* Motivation
* Ability



Source
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Argument Quality




-

situation, animation,
®SLrprise

sgttractive graphics
or titles

| sunexpected content,

AIDA Model

Interest '\\
s NG

srelevant meszage

*promise of reward or
catisfaction

* raising tence or
mystery

""H. -_-__.l h, )

* special offer,
urgency, feeling of
special situation

* communicating
unique benefits

*building unique
brand-image and
must-to-have
effect

i
i 5

5 L

._ A

Action
-
*Purchase
«Order

sSubscription

*Conversion of call or
zending message
through online
contactform




ATTENTION

Attract the attention of the
visitor with an appealing design
and intuitive copy.

INTEREST
Increase the interest of the visitor by
strategically introducing benefits and

advantages rather than focusing on self-praise

as done in traditional marketing.

DESIRE

SATISFACTION

Create an amazing user experience
for your visitors so that they are
satisfied with your website which will
result in repeat visits and referrals too.

ACTION

Include elements that facilitate visitors in
completing their intended task and lead
your visitors to the conversion funnel.

Create a desire for the goal that you want
your visitors to accomplish through

well-knit information architecture.
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HIS HIS BOYFRIEND'S

BACKACHE BACKACHE

IS KEEPING IS KEEPING
HIM UP. HIM UP.

it's like a
Fireman

2. Interest auls

mum Mouth Y
e e et WA VL ENOL TF §
PM -
STOP. THINK. s What a feeling



To the parents of EURO 2004
Greek football team players:

Antonis,
Yourkas,
Takis,
Michael,
Traianos,
Thodoris,
Angelos,
Costis,
Zisis,
Angelos,
Demis,
Dimitris,
Stelios,
Yannis,
Costas,
Pandelis,
Fanis,
George,
Nikos,
Vassillis,
George,
Vassillis,
Stelios,
Otto,
Yannis.

Thank you...

..for not buying our products!

@uregl

Durex condoms. No 1 in the world.
and in Europe
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