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Reference group
influencing
behavior at

_ ; Thanksgiving Day
Co-workers Immediate dinner celebration
at weekend family

job

Variety of
Reference
Groups

Intramural
basketball
team

Hometown
friends

Individual

Friends from Consumer
apartment behavior
complex classmates e Reference group
influencing
behavior at
“After the final
exam” celebration ‘
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*Three Criteria:
*Membership
*Either/Or
*Degree of Commitment
Attraction
Dissociative Reference Groups
*Aspiration Reference Groups
*Type of Contact
*Primary Groups
*Secondary Groups

Group Classification Criteria
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Uncategorized Membership Attraction Contact
Frequent
> Positive (primary associative)
’ (associative) ¥ imited
(secondary associative)
=y Yes
(membership)
Frequent
L Negative J I: (primary dissociative)
= dissociative P
Purchasers |_ - L'm't'Ed -
(parents) ‘ (secondary dissociative)
Positive _ N Desired
No (aspiration) (aspiration)
(nonmembership) | Negative " Avoided
(dissociative) (dissociative)

Types of Groups




Consumption Subcultures
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*They are a distinctive subgroup of society
that self-selects on the basis of a shared
commitment to a particular product class,
brand, or consumption activity.

*Consumption Subculture Characteristics:

*|dentifiable, hierarchical social structure
*Set of shared beliefs or values

*Unique jargon, rituals, and modes of
symbolic expression
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Brand Communities
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*A nongeographically bound community,
based on a structured set of social
relationships among owners of a brand and
the psychological relationship they have
with the brand itself, the product use, and

the firm.

*Nature of Brand Communities:
*Consciousness of Kind
*Rituals and Traditions
*Moral Responsibility
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The Nature of
Reference

Group
Influence
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Informational: when an individual uses

behavior and opinions of reference group
members as potentially useful bits of
information

Normative: when an individual fulfills group

expectations to gain a direct reward or to avoid
a sanction

Identification: when individuals have

internalized the group’s values and norms




Situation

A friend mentions that
Brooks Brothers has a
good selection of suits

At several friends’
homes, Maxwell House
coffee is served

The best skier in the

usas TRAK

Two neighbors joke about

Tim's car being dirty

Tim notices that h
friends buy premium
beers though he can’t
taste the difference

An ad stresses that
“Even your friends won’t
tell you™ if you have

bad breath—theay will
just ignore you

Over timea, Tim notices
that successful
executives

dress conservatively

Tim sees an ad showing
“smart young people on
the way up” serving
Redondo

Many of Tim’s friends

regularly consume health

foods

Behavioral response Type of influence

Meeding a new =suit,

Tim visits a Brooks i

Brothers store

Tim decides to give Informatonal
Maxwell House a try '
Tim buys a set of .
TRAK skis

Tim washes and waxes
his car

For parties, but not
for home use, Tim buys Normative
premium beers

Tim buys the recom-
mended mouthwash

Tim believes that a
conservative image is

appropriate for execu-

tives and develops a

conservative wardrobe

Tim begins to serve Identification

Redondo

Tim decides that health
foods are good for you
and begins to consume
them regularly
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Situations
and
Influence
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Visiblq
Strong reference group
influence on brand

Private
Weak reference group
influence on brand

Visible
Strong reference group
influence on brand

Private
Woeak reference group
influence on brand

. L <
Consumption Situations and Influence
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*Means of communication

*Word of Mouth
*Free
*Experience Based
Varies by Product Category
*Negativity Bias

*Opinion Leadership
*Filter of Information
*Enduring Product Knowledge
*More Innovative

*Have a More Defined Role in Mudgistep <
Flow

Group
Communication
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Direct flow Multistep flow University

Marketing Other

Marketing activities

’ activities information
Opinion Opinion
leader leader

L x

Relevant market segment

Relevant market segment

Mass Communication
Information Flows
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Product/purchase Product knowledge U University
involvement

>

Moderate High
Likelihood Likelihood

Low Moderate
Likelihood Likelihood

Likelihood of Seeking an
Opinion Leader




Opinion Leadership and
Opinion Seeking Scales
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i ” Low e \ ’:' P
s Easy trial

e ™ | Rapid '.

( ) —— rﬁf adoption
CompleX*tY '-.\ diffusion _; - b

" Large “Extensive
| relative !f_‘ marketing )
~_advantage - N affort

__ compatibility L9 need

Factors Affecting the
Spread of Innovations
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Late

Early
jori majority

Slow diffusion majority,
Late
majority

v

Early
adopters

Laggards Innovators

22% 13%2% 34% 34% 16% 22% 1372% 34%  34% 16%

Time Time

Adoptions of an Innovation
over Time




Age*
1824
25-34
35+
Education®
College graduate
Attended college
High school
Marital status™®
Single
Tennis clothing
Squash racquet
Water skis
Target gun
Bowling ball
Men’s diamond ring
Classical folk records/tapes

Contemporary jazz records/tapes

Book club

Solar heating

Food dehydrator
Electric ice cream maker

Home Computer
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Early Purchasers
of Computers
and VCRs
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. Nature of group

2. Type of decision
3. Marketing effort
4. Felt need

5. Compatibility

6. Relative advantage

7. Complexity

8. Observability
9. Trialability

10. Perceived risk
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Enhancing
Marketing Strategy
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