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The Role of 
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32



4

 What is Learning?

Learning is any change in the content or organization of long-term memory.

 Why is Learning Important to Marketers?

 High vs Low-Involvement Learning:

• High-Involvement Learning
situations in which the consumer is motivated to learn the material.

• Low-Involvement Learning
situations in which the consumer has little or no motivation to learn the material.

Learning
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Learning 
through 

Conditioning
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 Conditioning refers to learning based on association of a 
stimulus and response.

 Classical (low-involvement)
Using an established relationship between a stimulus and 
response (Pavlov)

 Operant (high-involvement)
Molding or shaping behavior by using a reinforcement (trial, 
discount)
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Operant 
Conditioning
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Affective Influence in Trial
8



10

The Process 
of Shaping
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Cognitive 
Learning

1
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 Cognitive learning encompasses all the mental activities of 
humans as they work to solve problems or cope with situations.

 Iconic Rote (low-involvement)
The association between two or more concepts in the absence of 
conditioning

 Vicarious/Modeling (low or high-involvement)
Observing the outcomes of others’ behaviors and adjusting their 
own accordingly

 Reasoning (high-involvement)
Individuals engage in creative thinking to restructure and 
recombine existing information as well as new
information to form new associations and concepts.
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Summary of Learning
Theories and Involvement 1
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Characteristic
s of Learning
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 Stimulus Generalization
When a response to one stimulus is elicited by a similar but 
distinct stimulus.

 Stimulus Discrimination
Process of learning to respond differently to somewhat similar 
stimuli. Differentiating factors may be real or symbolic.  What 
brand differentiation is all about.
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Memory
Total accumulation of prior learning experiences

 Short-Term Memory
• Very Limited Capacity

• “Working Memory”

 Long-Term Memory
• Unlimited, Permanent Storage

• Semantic Memory : the basic knowledge and feelings an individual has about a concept.

• Episodic Memory : the memory of a sequence of events in which a person has participated (e.g., first date, 
graduation, etc.)

• Schematic Memory :how we store information; a complex web of associations.

• Script : a type of schema of how an action sequence should occur (e.g., Online Shop)
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Brand 
Image and 

Product 
Positioning
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 Brand Image 
• Schematic memory of a brand.

• It is what consumers have learned about the brand.

• Both cognitive and affective associations are included.

 Product Positioning
• Decision by a marketer to try to achieve a defined brand 

image relative to competition within a market segment.

• Will succeed to the extent that the position is desired by the 
target market.

 Product Repositioning
• Deliberate decision to significantly alter the way the market 

views a product (e.g., St. Joseph’s Aspirin).

• Can involve brand performance, feelings it evokes, situational 
usage, or even who uses it.
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Connecting Memory to
Marketing Strategy

 Brand Equity
The value consumers assign to a brand above and beyond the functional characteristics of the 
product.

 Brand Leverage
Often termed family branding, brand extensions, or umbrella branding, refers to marketers 
capitalizing on brand equity by using an existing brand name for new products. Based on stimulus 
generalization.
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Connecting Memory to
Marketing Strategy

Original brand should have a strong brand image and the new product should fit with the 
original product on at least one of the following:

1. Complement : Two products are used together.
2. Substitute : The new product can be used instead of the original.
3. Transfer : Consumers see the new product as requiring the same manufacturing skills as 

the original one.
4. Image : The new product shares a key image component with the original.
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