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Learning

Objectives
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Understand the nature of information search, the
differences between internal and external information
search, when each occurs and why.

Understand the nature of the awareness, evoked, inert
and inept sets and the implications these concepts have
for marketing strategy.

Understand the "economics" of search in terms of the
perceived benefits versus perceived costs of search.

Understand the conditions that lead to greater or lesser
amounts of external search.

Understand how marketing strategies can be developed
based on the information search patterns associated
with habitual, limited and extended decision making
coupled with the brand's

position in or out of the evoked set. o
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Nature of
Information
Search

>
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Internal Search
Informasi yang relevan dari long-term memory.

External Search melibatkan:

- independent sources

- personal sources

- marketer-based information
- product experience

Ongoing Search
Untuk memperoleh informasi untuk kemungkinan penggunaan
nanti dan karena prosesnya sendiri menyenangkan.
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Information
sources

Internal
information

Actively Passively
acquired acquired

External
information

Actively
acquired
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Low-
involvement
learning

Past Personal
searches experience

Independent
groups

Information Sources
for a Purchase Decision

Personal Marketer
contacts information

Experiential
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» The Appropriate Evaluative Criteria: factors or features that are

Types Of used to base a decision
Information .
Sought

Existence of Various Alternative Solutions

The Performance Level of Each Alternative Solution on Each
Evaluative Criteria
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What evaluative Information
criteria are - search
needed? What s the terminates
performance
of each solu- ! g:g;on
tion on each e
evaluative ‘
criterion? -
What solutions Lr;fgrrg;ahon
exist? ;
continues
4
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In Consumer Decisions
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All potential alternatives
(brands, products)

Awareness set
Alternatives
the consumer
is aware of

Evoked set Inert set
Alternatives Backup
given alternatives
consideration

Specific Alternatives

alternative considered,

purchased but not
purchased

Unawareness set
Alternatives the
consumer does not
know about

Inept set

Avoided
alternatives
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Categories
of Decision
Alternatives
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Awareness set

Lenovo

Apple
Toshiba

Compag
HP
Fujitsu
Sony
Dell

Evoked set

Lenovo
Apple
Compagqg

Inert set

Dell
Sony
HP
Fujitsu

Inept set

Toshiba
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Example of
Decision
Alternatives
for Laptop
Computers
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Number of brands

17
16

15 |

14
13
12
"

Beer

Mouthwash Toothpaste Deodorant Gasoline

Fast
food

Soft
drinks

Ground Dishwashing

coffee

15:2

detergent
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The Power
of the
Internet

v Telkom

236 Million Internet Users by 2007 Projected University

1/2 the People in US Use the Internet

2/3 of Internet Users Use for Information Search About Products
and Services

More than 1/3 of All Consumers Use for Information Search
About Products and Services

Traditional Media Used to Drive Traffic

Buying at a Store is the Norm for Internet Shoppers

A

Not Used Equally by All Segments L
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But, Differences Are Rapidly Decreasing
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Black |

Asian American |

Hispanic

o178

Pearcent

18-24

25-494

50+

=%$15,000
$15,000-24,999
$25,000-39,999
$40,000-49,999
$50,000-74,999
$75,000+

Less than HS*

High school*

Some college*® |

Bachelor's degree” |
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Demographics
of Internet
Users
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P> Benefits obtained

[ Financial —— _
Psychological —l |H ‘ YES > Continue
Physical Do the _~ |search effort
Product expected

benefits of
. " external search
Costs of search exceed the
Out-of-pocket expected
expenses —_— costs? ] . Terminate
Psychological ” ‘ ‘ NO " |search effort
Time e

Activities missed

s
<
Perceived Costs and Benefits of :>
Consumer Search Guide Search Effect
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Influencing Factor Increasing the Influencing Factor
Causes the Search to:

} I. Market characteristics

> A. Number of alternatives Increase
B. Price range Increase
C. Store concentration Increase
D. Information availability Increase
1. Advertising

2. Point-of-purchase
3. Sales personnel
4. Packaging
5. Experienced consumers
6. Independent sources
Il. Product characteristics

A. Price Increase
B. Differentiation Increase
C. Positive products Increase

Factors Affecting External Search
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‘ Influencing Factor Increasing the Influencing Factor
Causes the Search to:

P> Iil. Consumer characteristics
} A. Learning and experience Decrease
B. Shopping orientation Mixed
C. Social status Increase
D. Age and household life cycle Mixed
E. Product involvement Increase
F. Perceived risk Increase

IV. Situation characteristics

A. Time availability Increase
B. Purchase for self Decrease
C. Pleasant surroundings Increase
D. Social surroundings Mixed

E. Physical/mental energy Increase
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Factors Affecting External Search
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Target Market Decision-Making Pattern
>
Nominal Decision Limited Decision Extended Decision
Position Making (no search) — Making (limited search) — Making (extensive search)
Brand in Maintenance Capture Preference
Evoked Set strategy strategy strategy
Brand Not in Disrupt Intercept Acceptance
Evoked Set strategy strategy strategy
«
|
Marketing Strategies Based on :;

Information Search Patterns
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