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Variety of 
Reference 
Groups

2



3

Group Classification Criteria

•Three Criteria:
•Membership

•Either/Or
•Degree of Commitment

•Attraction
•Dissociative Reference Groups
•Aspiration Reference Groups 

•Type of Contact
•Primary Groups
•Secondary Groups
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Types of Groups
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Consumption Subcultures

•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:
•Identifiable, hierarchical social structure
•Set of shared beliefs or values
•Unique jargon, rituals, and modes of 
symbolic expression
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Brand Communities

•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
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Situations 
and 
Influence
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Consumption Situations and Influence
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Group 
Communication
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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 Multistep 
Flow



11

Mass Communication 
Information Flows
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Likelihood of Seeking an 
Opinion Leader
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Opinion Leadership and 
Opinion Seeking Scales
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Factors Affecting the 
Spread of Innovations
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Adoptions of an Innovation 
over Time
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Early Purchasers 
of Computers 
and VCRs
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Enhancing 
Marketing Strategy
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THANK YOU
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