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Series 1: Foundations of Psychology in Marketing

Series outline
Part 1: Historical Background of Psychology in Marketing

e 1.1 Emergence of Psychology as a Discipline
e 1.2 Founding Fathers of Psychology and Their Influence on Marketing
o 1.3 Early Applications of Psychology in Consumer Behaviour

Part 2: Core Psychological Concepts Relevant to Marketing

e 2.1 Motivation and Emotions
e 2.2 Sensations and Perceptions
e 2.3 Learning and Behavioural Conditioning

Part 3: Personality and Human Development in Marketing Contexts

e 3.1 Personality Theories and Consumer Identity
e 3.2 Human Development Stages and Marketing Implications
e 3.3 Social Basis of Behaviour in Consumer Choices

Part 4: Consumer Psychology Foundations

e 4.1 Definition and Scope of Consumer Psychology
e 4.2 Psychological Drivers of Consumer Decision-Making
e 4.3 Relevance of Psychology to Modern Marketing Practices

Introduction

Psychology and marketing may appear to be separate fields, yet they are deeply interconnected.
Every time a consumer makes a choice, whether to purchase a product or ignore an
advertisement, psychological processes are at work. By tracing the roots of psychology and
examining how its principles have shaped marketing practice, you will begin to see how theories
of behaviour, personality, and perception provide the foundation for understanding consumer
actions. This Series sets the stage for appreciating marketing not only as a business discipline but
also as a human-centred science.

The aim of this Series is to introduce you to the historical and conceptual foundations of
psychology in marketing, equipping you with the ability to connect psychological principles to
consumer behaviour and marketing practice.

We shall commence this Series by exploring the historical background of psychology in
marketing, including the contributions of the founding fathers and early applications. Next, we
will examine core psychological concepts such as motivation, emotions, sensations, perceptions,
and learning, which are central to consumer responses. Following that, we will consider
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personality and human development, highlighting their relevance to marketing contexts. Finally,
we will wrap up by studying the foundations of consumer psychology, focusing on how
psychological drivers influence decision-making and marketing strategies.

Series Learning QOutcomes
Upon completing this Series, you should be able to:

e 2.1 define the historical background of psychology and explain its early applications.in
marketing,

e 2.2 describe the contributions of the founding fathers of psychology and evaluate their
influence on marketing practice,

e 2.3 explain core psychological concepts such as motivation, emotions, sensations,
perceptions, and learning in relation to consumer behaviour,

e 2.4 analyse personality theories and human development stages to determine their
implications for marketing, and

e 2.5 articulate the foundations of consumer psychology and assess their relevance to
modern marketing practices.

1.1 Historical Background of Psychology.in Marketing
1.1.1 Emergence of psychology as a discipline

The study of psychology refers tothe scientific exploration of the human mind and behaviour.
Psychology emerged in the late nineteenth century as scholars sought to understand how
individuals think, feel, and act. Tts development provided a foundation for marketing, since
consumer behaviour is essentially a reflection of psychological processes. Early psychologists
emphasised observation, experimentation, and analysis, which later influenced how marketers
studied consumer choices and responses to products.

Fill in the blank: Psychology is the scientific study of the human and behaviour.

-
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Figure 1.1: Emergence of psychology as a discipline
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1.1.2 Founding fathers of psychology and their influence on marketing

Several founding fathers of psychology shaped the discipline and indirectly influenced
marketing practice. Ivan Pavlov introduced classical conditioning, demonstrating how
associations can shape behaviour. B. F. Skinner developed operant conditioning, showing how
reinforcement and punishment affect learning. Sigmund Freud explored the unconscious mind,
emphasising hidden desires that drive consumer choices. These contributions provided marketers
with tools to design persuasive campaigns, create brand loyalty, and understand consumer
motivations.

Fill in the blank: Pavlov’s work on conditioning showed how associations can influence
behaviour.

-
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Plate 1.1: Founding fathers
of piychology and their
influence on marketing
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1.1.3 Early applications of psychology in consumer behaviour

The integration of psychology into marketing began with the study of consumer behaviour,
defined as the analysis of how individuals make decisions about purchasing goods and services.
Early applications included using conditioning principles in advertising, applying Freud’s
psychoanalytic ideas to understand hidden consumer desires, and employing behavioural models
to predict purchasing patterns. These approaches helped marketers design strategies that
appealed to emotions, perceptions, and learned habits.

Fill in the blank: Consumer behaviour refers to how individuals make decisions about purchasing
and services.
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Box 1.1: Selected early applications of
psychology in marketing

* Use of conditioning in advertising

» Application of psychoanaysis to consumer desires
* Behavoural models predicting purchasing patterns

Pilot questions 1.1

1.

-

Who is regarded as the father of classical conditioning and how did his work influence
marketing?

Which psychologist introduced operant conditioning and what does it explain?
What is consumer behaviour and why is it important in marketing?
How did Freud’s psychoanalytic theory contribute to marketing strategies?

Name one early application of psychology in advertising.
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1.2 Core Psychological Concepts Relevant to Marketing
1.2.1 Motivation and emotions

Motivation refers to the internal drive that directs behaviour towards achieving specific goals. In
marketing, motivation explains why consumers choose certain products, often influenced by
needs such as safety, belonging, or self-esteem. Emotions are affective states that shape how
consumers respond to marketing stimuli. Positive emotions like joy can increase product appeal,
while negative emotions such as fear can be used in campaigns to encourage protective
behaviour. Marketers often design advertisements to trigger emotions that align with. consumer
motivations.

Fill in the blank: Motivation is the internal that directs behaviour towards achieving
goals.

Figure 1.2: Motivation and emotions in
consumer behaviur
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1.2.2 Sensations and perceptions

Sensation is the process by which sensory organs detect stimuli from the environment, such as
light, sound, or smell. Perception is the interpretation of these stimuli, giving them meaning. In
marketing, sensations are used through packaging, colours, sounds, and scents, while perceptions
determine how consumers interpret these signals. For example, a luxury brand may use sleek
packaging to create the perception of exclusivity.

Fill in the blank: Sensation refers to detecting stimuli, while refers to interpreting them.

Plate 1.2: Sensations and
perceptions in marketing
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1.2.3 Learning and behavioural conditioning
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Learning is a relatively permanent change in behaviour resulting from experience. In marketing,
learning occurs when consumers associate products with rewards or repeated exposure.
Behavioural conditioning refers to methods of shaping behaviour through reinforcement or
association. Classical conditioning, introduced by Pavlov, shows how pairing a product with a
positive stimulus can create favourable responses. Operant conditioning, developed by Skinner,
demonstrates how rewards such as discounts or loyalty points reinforce consumer behaviour.

Fill in the blank: Learning is a relatively permanent change in resulting from experience.

Box 1.2: Examples of conditioning in marketing

* Classical conditioning: pairing jingles with brand recognition

* Operant conditioning: rewarding purchases with loyalty
points

* Observational learning: consumers imitating admired figures
in advertisments

Pilot questions 1.2
1. What is motivation and how does it influence consumer behaviour?

2. Define emotions and explain their role in marketing campaigns.

-
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3. Differentiate between sensation and perception in the context of marketing.
4. What is classical conditioning and how is it applied in advertising?

5. How does operant conditioning reinforce consumer behaviour?

1.3 Personality and Human Development in Marketing Contexts
1.3.1 Personality theories and consumer identity

Personality refers to the unique set of characteristics, traits, and patterns of behaviour that
distinguish one individual from another. In marketing, personality influences consumer identity,
shaping preferences for brands, products, and services. For example, a consumer with an
adventurous personality may be drawn to travel products or extreme sports equipment, while
someone with a cautious personality may prefer reliable and safe options. Personality theories,
such as trait theory, provide marketers with frameworks to segment consumers and design
campaigns that resonate with specific identities.

Fill in the blank: Personality refers to the unique set of and patterns of behaviour that
distinguish individuals.

-
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Figure 1.3: Personality traits and
consumer identity in marketing
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1.3.2 Human development stages and marketing implications

Human development refers to the progressive stages of growth and change across the lifespan,
including childhood, adolescence, adulthood, and old age. Each stage presents unique
psychological needs and consumer behaviours. For instance, adolescents may be influenced by
peer approval and trends, while older adults may prioritise health and security. Marketers must
tailor products and communication strategies to align with the developmental stage of their target
audience.

Fill in the blank: Human development refers to the progressive stages of and change
across the lifespan.
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Plate 1.3: Human development stages and
marketing implcations
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1.3.3 Social basis of behaviour in consumer choices

The social basis of behaviour refers to the influence of social interactions, cultural norms, and
group dynamics on individual actions. In marketing, consumers are often guided by social
factors such as family, peer groups, and cultural expectations. For example, fashion trends are
shaped by group influence, while cultural values determine preferences for food or
entertainment. Marketers must recognise these social dimensions to design campaigns that
appeal to collective identities as well as individual preferences.

Fill in the blank: The social basis of behaviour refers to the influence of interactions and

cultural norms on actions.
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Box 1.3: Examples of social
influences on consumer
behaviour

* Family preferences guiding household purchases

* Peer group influence on fashion and lifestyle choices

e Cultural values shaping food and entertainment consumtion

Pilot questions 1.3
1. Define personality and explain its role in shaping consumer identity.

2. How do personality traits influence product preferences?
3.. Whatare the stages of human development and how do they affect marketing strategies?
4.  Why is adolescence considered a critical stage for marketers?

5. Explain how social interactions and cultural norms influence consumer choices.

1.4 Consumer Psychology Foundations
1.4.1 Definition and scope of consumer psychology

-
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Consumer psychology is the branch of psychology that studies how individuals think, feel, and
behave in relation to products, services, and marketing activities. It focuses on the psychological
processes behind consumer decision-making, including perception, motivation, learning, and
social influence. The scope of consumer psychology extends to advertising, branding, product
design, and customer experience, making it a vital area for marketers who wish to understand
and predict consumer behaviour.

Fill in the blank: Consumer psychology studies how individuals , feel, and behave in
relation to products and services.

Figure 1.4: Scope of consumer psychology in marketing
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1.4.2 Psychological drivers of consumer decision-making

Consumer decisions are influenced by several psychological drivers, including motivation,
perception, personality, emotions, and social factors. For example, motivation may push a
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consumer to buy a product that satisfies a need, while perception shapes how they interpret
product quality. Personality traits influence preferences, emotions affect responses to
advertisements, and social factors such as peer influence guide choices. Marketers must identify
these drivers to design strategies that align with consumer expectations and behaviours.

Fill in the blank: Consumer decisions are influenced by psychological drivers such as motivation,
perception, personality, emotions, and factors.

A

MOTIVATION

PERSONALITY

PERCEPTION

1.4.3 Relevance of psychology to modern marketing practices

The relevance of psychology to modern marketing lies in its ability to explain and predict
consumer behaviour. By applying psychological theories, marketers can design persuasive
advertisements, create strong brand identities, and improve customer satisfaction. For instance,
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understanding emotional triggers helps in crafting impactful campaigns, while recognising social
influences aids in promoting products through peer networks. In today’s competitive
environment, psychology provides marketers with the tools to connect meaningfully with
consumers and sustain long-term relationships.

Fill in the blank: The relevance of psychology to modern marketing lies in its ability to explain
and consumer behaviour.

Box 1.4: Examples of psychology in
modern marketing

* Emotional triggers in advertising campaigns

* Brand identity shaped by consumer
perceptions

» Social influence in peer-driven marketing

» Customer satisfaction through personalised
experiences

Pilot questions 1.4
1. Define consumer psychology and explain its scope.

2. Identify three psychological drivers of consumer decision-making.
3. How does perception influence consumer choices?

-
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4. Why is psychology relevant to modern marketing practices?

5. Give one example of how emotional triggers are used in advertising.

Series summary

This Series has introduced you to the foundations of psychology in marketing, highlighting how
psychological principles underpin consumer behaviour and marketing practice. We began with
the historical background, examining the emergence of psychology as a discipline and the
contributions of key figures such as Pavlov, Skinner, and Freud. We then explored core
psychological concepts including motivation, emotions, sensations, perceptions, and learning,
showing how these shape consumer responses. Following that, we considered personality
theories, human development stages, and the social basis of behaviour, emphasising their
relevance to marketing contexts. Finally, we studied consumer psychology itself, focusing on its
scope, psychological drivers of decision-making, and its importance in modern marketing
strategies.

By completing this Series, you should now be able to define the historical background of
psychology in marketing, describe the contributions of the founding fathers, explain core
psychological concepts, analyse personality and human development in relation to marketing,
and articulate the foundations of consumer‘psychology. These abilities directly align with the
Series Learning Outcomes (SLOs), equipping you with a strong base for understanding how
psychology informs marketing thought and practice.

Glossary of terms

e Consumer behaviour: The study of how individuals make decisions about purchasing
goods and services.

o Consumer psychology: A branch of psychology that examines how people think, feel,
and behave intelation to products, services, and marketing activities.

o Emotions: Affective states such as joy, fear, or sadness that influence consumer
responses to marketing stimuli.

o Human development: The progressive stages of growth and change across the lifespan,
including childhood, adolescence, adulthood, and old age.

e Learning: A relatively permanent change in behaviour resulting from experience.
o Motivation: The internal drive that directs behaviour towards achieving specific goals.

o  Perception: The interpretation of sensory information, giving meaning to stimuli such as
packaging, colours, or sounds.

o Personality: The unique set of characteristics, traits, and patterns of behaviour that
distinguish one individual from another.

o Psychological drivers: Internal and external factors such as motivation, perception,
personality, emotions, and social influences that affect consumer decision-making.

-
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e Sensation: The process by which sensory organs detect stimuli from the environment,
such as light, sound, or smell.

e Social basis of behaviour: The influence of social interactions, cultural norms, and
group dynamics on individual actions.

Concept check questions [Series 1]
Objective questions

1. Pavlov’s work on classical conditioning is most closely linked to-which consumer
behaviour principle? (Linked to SLO 2.1) a. Brand loyalty b. Emotional triggers c.
Association learning d. Social influence

2. Which psychological concept refers to the interpretation of sensory information? (Linked
to SLO 2.3) a. Sensation b. Perception c. Motivation d. Personality

3. Which stage of human development is most influenced by peer approval and trends?
(Linked to SLO 2.4) a. Childhood b. Adolescence c. Adulthood'd. Old age

Short-answer questions

4. Define consumer psychology and explain its scope in marketing. (Linked to SLO 2.5)
5. Identify two contributions of Sigmund Freud to marketing psychology. (Linked to SLO
2.2)

6. Explain the difference between sensation and perception in marketing contexts. (Linked
to SLO 2.3)

Long-answer questions

7. Analyse how personality traits influence consumer identity and product preferences,
giving examples. (Linked to SLO 2.4)

o _Basic response: Personality traits such as adventurousness or caution influence
consumer identity and product choices. For example, adventurous consumers may
prefer travel products, while cautious consumers may prefer reliable brands.

o Value-added response: Outstanding learners may extend this by linking
personality theories (e.g., trait theory, psychoanalytic theory) to segmentation
strategies, showing how marketers design campaigns that resonate with specific
consumer identities.

8. Evaluate the relevance of psychology to modern marketing practices, citing at least three
applications. (Linked to SLO 2.5)

o Basic response: Psychology is relevant because it explains consumer behaviour,
supports persuasive advertising, and helps build brand identity.

e Value-added response: Outstanding learners may add examples such as
emotional triggers in digital campaigns, peer-driven social media marketing, and
personalised customer experiences, showing how psychology sustains long-term
consumer relationships.

-
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Answers to Concept Check Questions [Series 1]
Objective questions
1. c. Association learning
2. b. Perception
3. b. Adolescence
Short-answer questions
4. Consumer psychology is the branch of psychology that studies how individuals think,

feel, and behave in relation to products, services, and marketing activities. Its scope includes
advertising, branding, product design, and customer experience.

5. Freud contributed the idea of the unconscious mind and hidden desires, which marketers
use to design campaigns appealing to emotions and subconscious motivations.
6. Sensation is the detection of stimuli by sensory organs, while perception is the

interpretation of these stimuli to give them meaning.
Long-answer questions
7.

o Basic response: Personality traits influence consumer identity and product preferences.
Adventurous consumers may prefer travel products, while cautious consumers may
choose reliable brands.

e Value-added response: Personality theories such as trait theory provide marketers with
frameworks to segment consumers. Campaigns can be designed to resonate with
identities, for example, luxury brands appealing to status-driven personalities.

o Basic response: Psychology explains consumer behaviour, supports persuasive
advertising, and helps build brand identity.

e Value-added response: Applications include emotional triggers in digital campaigns,
peer-driven social media marketing, and personalised customer experiences, all of which
sustain long-term consumer relationships.

Answers to Pilot Questions [Series 1]
Part 1: Historical background of psychology in marketing

e Ivan Pavlov, through classical conditioning, showed how associations influence
consumer behaviour.

-
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o B. F. Skinner introduced operant conditioning, explaining reinforcement and punishment
in learning.

e Consumer behaviour is the study of how individuals make decisions about purchasing
goods and services.

e Freud’s psychoanalytic theory contributed by highlighting unconscious desires that drive
consumer choices.

o Early applications included conditioning in advertising.

Part 2: Core psychological concepts relevant to marketing

e Motivation is the internal drive that influences consumer behaviour.

o Emotions are affective states that shape responses to marketing campaigns.

o Sensation is detecting stimuli, while perception is interpreting them.

e Classical conditioning is pairing a product with a stimulus to create favourable responses.
e Operant conditioning reinforces consumer behaviour through rewards such as discounts.

Part 3: Personality and human development in marketing contexts

o Personality is the unique set of traits and behaviours that shape consumer identity.

o Personality traits influence product preferences, e.g., adventurous consumers prefer travel
products.

e Human development stages include childhood, adelescence, adulthood, and old age, each
with marketing implications.

e Adolescence is critical because peer approval strongly influences consumer choices.

e Social interactions and cultural norms guide consumer behaviour.

Part 4: Consumer psychology foundations

e Consumer psychology is the study of how individuals think, feel, and behave in relation
to products and services.

o Psychological drivers include motivation, perception, personality, emotions, and social
factors.

e Perception influences consumer choices by shaping how products are interpreted.

o Psychology is relevant to modern marketing because it explains and predicts consumer
behaviour.

o Emotional triggers are used in advertising to create strong consumer responses.

Series 2: Psychological Theories Shaping Marketing
Thought

Series Outline
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Part 2.1: Classical and Behavioural Conditioning Models

e 2.1.1 Pavlov’s classical conditioning and its marketing applications
e 2.1.2 Skinner’s operant conditioning and reinforcement in consumer behaviour

Part 2.2: Psychoanalytic and Gestalt Perspectives

e 2.2.1 Freud’s psychoanalytic theory and hidden consumer motives
e 2.2.2 Gestalt principles and consumer perception in marketing

Part 2.3: Social and Cognitive Models

e 2.3.1 Kurt Lewin’s field theory and consumer decision-making
e 2.3.2 Allport’s socio-psychoanalytical model and group influence

Part 2.4: Contemporary Marketing Psychology Models

e 2.4.1 Andreasen’s model of consumer behaviour

o 2.4.2 Kotler’s behavioural choice model

e 2.4.3 Nicosia’s model of consumer decision-making

e 2.4.4 Engel, Kollat, and Blackwell model of consumer behaviour

Introduction

In the last Series, we explored the foundations of psychology in marketing, focusing on how
basic psychological concepts such as motivation, perception, and personality shape consumer
behaviour. Building on that knowledge, this Series will take you deeper into the theories that
have historically influenced marketing thought. These theories provide structured explanations of
consumer behaviour and offer marketers practical models for designing strategies that resonate
with individuals and groups.

The aim of this'Series is to introduce you to major psychological theories and models that have
shaped marketing practice, enabling you to analyse their principles and apply them to consumer
behaviour and marketing strategies.

We shall commence this Series by examining classical and behavioural conditioning models,
focusing on Pavlov’s classical conditioning and Skinner’s operant conditioning. Next, we will
explore psychoanalytic and Gestalt perspectives, considering Freud’s theory of hidden motives
and Gestalt principles of perception. Following that, we will move on to social and cognitive
models, including Kurt Lewin’s field theory and Allport’s socio-psychoanalytical model. Finally,
we will wrap up by studying contemporary marketing psychology models such as Andreasen’s
model, Kotler’s behavioural choice model, Nicosia’s model, and the Engel, Kollat, and
Blackwell model, which continue to guide modern marketing practice.

Series Learning Qutcomes

-
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Upon completing this Series, you should be able to:
e 2.1 define Pavlov’s classical conditioning and explain its applications in marketing,

e 2.2 describe Skinner’s operant conditioning and analyse its role in consumer
reinforcement,

e 2.3 explain Freud’s psychoanalytic theory and evaluate its relevance to hidden consumer
motives,

e 2.4 apply Gestalt principles to analyse consumer perception in marketing contexts,

e 2.5 analyse Kurt Lewin’s field theory and assess its implications for consumer decision-
making,

e 2.6 describe Allport’s socio-psychoanalytical model and explain how group influence
shapes consumer behaviour,

e 2.7 evaluate Andreasen’s model and Kotler’s behavioural choice model in relation to
consumer behaviour,

o 2.8 explain Nicosia’s model of consumer decision-making and assess its contribution to
marketing thought, and

e 2.9 articulate the Engel, Kollat; and Blackwell model and demonstrate its application in
modern marketing practice.

2.1 Classical and Behavioural Conditioning Madels

2.1.1 Pavlov’s classical conditioning and its marketing applications

Classical conditioning is a learning process first demonstrated by Ivan Pavlov, in which a
neutral stimulus becomes associated with a meaningful stimulus, eventually producing a
conditioned response. In marketing, this principle is applied when brands pair products with
positive stimuli such as music, colours, or imagery to create favourable consumer associations.
For example, a catchy jingle linked to a product can trigger recognition and preference whenever
the tune is heard.

Fill in the blank: Classical conditioning occurs when a neutral stimulus becomes associated with
a stimulus to produce a response.

-
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Figure 2.1: Classical conditioning applied to consumer behaviour
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2.1.2 Skinner’s'operant/conditioning and reinforcement in consumer behaviour

Operant conditioning is a learning process developed by B. F. Skinner, which explains how
behaviour is shaped by reinforcement or punishment. In marketing, reinforcement is often used
to encourage repeat purchases, such as loyalty points, discounts, or rewards. Punishment, though
less common, may involve withdrawal of benefits or highlighting negative consequences of not
using a product. Operant conditioning helps marketers design strategies that sustain consumer

engagement and brand loyalty.

Fill in the blank: Operant conditioning explains how behaviour is shaped by reinforcement or
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Plate 2.1: Operant conditioning in consumer behaviour
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Comparison of classical and operant conditioning While classical conditioning focuses on
associations between stimuli, operant conditioning emphasises consequences of behaviour. Both
are essential in marketing, as they explain how consumers learn to associate products with
positive experiences and how reinforcement strategies encourage repeat purchases.

Fill in the blank: Classical conditioning is based on associations, while operant conditioning is
based on
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Box 2.1: Comparison of classical and operant
conditioning in marketing

* Classical conditioning: association between
product and positive stimulus
(e.g., jingles, colours)

* Operant conditioning: reinofcement through rewards
or punshments  (e.g., loyalty points, discounts

Pilot questions 2.1
1. Define classical conditioning and explain how it is applied in marketing.

2. What is operant conditioning and how does reinforcement influence consumer
behaviour?

3. Give one example of classical conditioning in advertising.
4. Identify two reinforcement strategies used in operant conditioning for marketing.

5. How does classical conditioning differ from operant conditioning in consumer
behaviour?

-
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2.2 Psychoanalytic and Gestalt Perspectives

2.2.1 Freud’s psychoanalytic theory and hidden consumer motives
Psychoanalytic theory, developed by Sigmund Freud, emphasises the role of the unconscious
mind in shaping behaviour. Freud proposed that human actions are influenced by hidden desir:
fears, and conflicts. In marketing, this theory helps explain why consumers may be drawn to
products that symbolise deeper needs, such as status, security, or pleasure. Advertiseme
appeal to unconscious motives by using imagery, symbolism, or narratives that reson:
hidden desires.

Fill in the blank: Freud’s psychoanalytic theory emphasises the role of the mi

shaping behaviour.
N

Plate 2.2: Freud’s psycoalanlytic theory
applied to consumer behaviour
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2.2.2 Gestalt principles and consumer perception in marketing
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Gestalt psychology is a theory that focuses on how people perceive patterns and wholes rather
than individual parts. The phrase “the whole is greater than the sum of its parts” captures this
principle. In marketing, Gestalt principles explain how consumers interpret visual elements such
as logos, packaging, and advertisements. Principles like proximity, similarity, and closure guide
how consumers perceive brand identity and product design. For example, a logo with incomplete
lines may still be recognised because the mind fills in the gaps.

Fill in the blank: Gestalt psychology is based on the idea that the whole is greater thanthe sum of
its

Figure 2.2: Gestalt principles in consumer perception
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Pilot questions 2.2
1. What does Freud’s psychoanalytic theory emphasise in relation to consumer behaviour?

2. How do advertisements appeal to unconscious motives?
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3. Define Gestalt psychology and explain its central principle.
4. Identify two Gestalt principles and give marketing examples for each.

5. Why is Gestalt psychology important for understanding consumer perception?

2.3 Social and Cognitive Models

2.3.1 Kurt Lewin’s field theory and consumer decision-making

Field theory, developed by Kurt Lewin, explains behaviour as a function of the individual and
their environment. Lewin described this as B = f(P, E), meaning behaviour (B)'is influenced by
the person (P) and the environment (E). In marketing, this theory highlights how consumer
decisions are shaped not only by personal needs and motives but also by situational factors such
as social context, cultural norms, and economic conditions. For example, a consumer may prefer
a product due to personal taste, but peer influence or market trends can alter the final decision.

Fill in the blank: Lewin’s field theory states that behaviour is a function of the person and the

-
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Figure 2.3: Lewin’s field theory applied to
consumer decision-making
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2.3.2 Allport’s socio-psychoanalytical model and group influence

Socio-psychoanalytical model, proposed by Gordon Allport, emphasises the role of social
groups and cultural factors in shaping individual behaviour. Allport argued that personality and
behaviour cannot be fully understood without considering the social environment. In marketing,
this model explains how group influence, peer pressure, and cultural identity affect consumer
choices. For instance, fashion trends often spread through peer groups, while cultural traditions
guide preferences for food, entertainment, or lifestyle products.

Fill in the blank: Allport’s socio-psychoanalytical model emphasises the role of groups
and cultural factors in behaviour.
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Plate 2.3: Group influence in consumer behaviur based on Allport's model
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Pilot questions 2.3
1., What does Lewin’s field theory suggest about consumer decision-making?

2. Explain the formula B = f(P, E) in the context of marketing.
3.. How do situational factors influence consumer behaviour according to Lewin?
4. - What is the central idea of Allport’s socio-psychoanalytical model?

5. Give one example of how group influence shapes consumer choices.

2.4 Contemporary Marketing Psychology Models
2.4.1 Andreasen’s model of consumer behaviour
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Andreasen’s model focuses on the psychological and social influences that shape consumer
behaviour. It highlights how consumers are affected by cultural norms, peer groups, and personal
motives when making purchasing decisions. Marketers use this model to design strategies that
align with both individual needs and broader social expectations.

Fill in the blank: Andreasen’s model highlights the influence of cultural norms and
groups on consumer behaviour.

[

Figure 2.4: Andreasen’s model of consumer behaviour
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2.4.2 Kotler’s behavioural choice model

Kotler’s behavioural choice model explains consumer decision-making by focusing on
behavioural patterns rather than purely rational choices. It suggests that consumers often rely on
habits, emotions, and social cues when selecting products. Marketers apply this model to predict
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consumer actions and design campaigns that appeal to behavioural tendencies rather than logical
reasoning.

Fill in the blank: Kotler’s behavioural choice model emphasises consumer decisions based on
habits, emotions, and cues.

Plate 2.4: Kotler’s behavioral choice model in practice
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2.4.3Nicosia’s model of consumer decision-making

Nicosia’s model presents consumer decision-making as a process involving communication
between the firm and the consumer. It is divided into stages: the firm’s message, consumer
attitudes, evaluation of alternatives, and purchase decision. This model highlights the importance
of marketing communication in shaping consumer perceptions and guiding them through the
decision-making process.
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Fill in the blank: Nicosia’s model emphasises the role of communication in consumer
decision-making.

Box 2.4: Stages in Nicosia’s model of
consumer decision-making

Firm's message

Consumer attitudes

Evaluation of alternatives

Purchase decision

2.4.4 Engel, Kollat, and Blackwell model of consumer behaviour

The Engel, Kollat, and Blackwell (EKB) model is a comprehensive framework that explains
consumer behaviour through five stages: problem recognition, information search, evaluation of
alternatives, purchase decision, and post-purchase behaviour. This model is widely used in
marketing to understand how consumers move from recognising a need to evaluating satisfaction
after purchase.

Fill in the blank: The Engel, Kollat, and Blackwell model includes post-purchase behaviour as
the final

-
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Figure 2.5: Engel, Kollat, and Blackweall model of consumer
behaviour
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Pilot questions 2.4
1.. What does Andreasen’s model emphasise in consumer behaviour?

2. How does Kotler’s behavioural choice model explain consumer decisions?
3. List the stages in Nicosia’s model of consumer decision-making.
4. - What are the five stages of the Engel, Kollat, and Blackwell model?

5. Why is post-purchase behaviour important in the EKB model?

Series summary
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This Series has examined the psychological theories that have shaped marketing thought,
showing how different models explain consumer behaviour and guide marketing practice. We
began with classical and behavioural conditioning models, focusing on Pavlov’s classical
conditioning and Skinner’s operant conditioning, which highlight how associations and
reinforcement influence consumer learning. Then we explored psychoanalytic and Gestalt
perspectives, considering Freud’s theory of unconscious motives and Gestalt principles of
perception. Following that, we studied social and cognitive models, including Lewin’s field
theory and Allport’s socio-psychoanalytical model, which emphasise the role of environment and
group influence. Finally, we reviewed contemporary marketing psychology models such as
Andreasen’s, Kotler’s, Nicosia’s, and the Engel, Kollat, and Blackwell model, all of which
continue to inform modern marketing strategies.

By completing this Series, you should now be able to define and explain classical and.operant
conditioning, analyse psychoanalytic and Gestalt perspectives, assess social and cognitive
models, and evaluate contemporary consumer behaviour frameworks. These abilities directly
align with the Series Learning Outcomes (SLOs), equipping you with theoretical tools to
interpret consumer behaviour and apply psychological models in marketing contexts.

Glossary of terms

o Allport’s socio-psychoanalytical model: A framework emphasising the role of social
groups and cultural factors in shaping behaviour.

e Andreasen’s model: A consumer behaviour model highlighting the influence of cultural
norms, peer groups, and personal motives.

e Classical conditioning: A'learning process where a neutral stimulus becomes associated
with a meaningful stimulus to produce a response.

o Consumer decision-making: The process by which individuals evaluate alternatives and
make choices about purchasing products or services.

o Engel, Kollat, and Blackwell (EKB) model: A comprehensive model explaining
consumer behaviour through five stages, from problem recognition to post-purchase
behaviour.

o Field theory: Kurt Lewin’s theory that behaviour is a function of the person and their
environment.

o  Gestalt psychology: A theory of perception that emphasises patterns and wholes, stating
that the whole is greater than the sum of its parts.

o Kotler’s behavioural choice model: A model explaining consumer decisions based on
habits, emotions, and social cues rather than rational analysis.

e Nicosia’s model: A consumer decision-making model that highlights communication
between the firm and the consumer across stages.

e Operant conditioning: A learning process developed by B. F. Skinner, where behaviour
is shaped by reinforcement or punishment.

-
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o Psychoanalytic theory: Freud’s theory emphasising the role of the unconscious mind
and hidden desires in shaping behaviour.

Concept check questions [Series 2]
Objective questions

1. Pavlov’s classical conditioning demonstrates how a neutral stimulus can‘become
associated with a meaningful one. Which of the following best illustrates this in
marketing? (Linked to SLO 2.1) a. Loyalty points for repeat purchases b. A jingle paired
with a product c. Peer group influence on fashion d. Post-purchase evaluation

2. Which psychologist developed operant conditioning, focusing on reinforcement and
punishment? (Linked to SLO 2.2) a. Ivan Pavlov b. Sigmund Freud ¢. B. E. Skinner d.
Kurt Lewin

3. Gestalt psychology is based on the principle that: (Linked to SLO 2.4) a. Behaviour is
shaped by reinforcement b. The unconscious mind drives‘consumer motives c¢. The whole
is greater than the sum of its parts d. Group influence determines consumer identity

Short-answer questions

4. Define Freud’s psychoanalytic theory and explain its relevance to consumer behaviour.
(Linked to SLO 2.3)

5. State Lewin’s field theory formula and explain its meaning in marketing. (Linked to SLO
2.5)

6. Identify two stages in Nicosia’s model of consumer decision-making. (Linked to SLO
2.8)

Long-answer questions

7. Analyse how Allport’s socio-psychoanalytical model explains group influence in
consumer behaviour, giving examples. (Linked to SLO 2.6)

e . Basic response: Allport’s model emphasises the role of social groups and cultural
factors in shaping consumer choices. For example, peer groups influence fashion
trends, while cultural traditions guide food preferences.

e Value-added response: Outstanding learners may extend this by linking the
model to marketing strategies such as influencer campaigns, cultural branding,
and community-based promotions.

&: Evaluate the Engel, Kollat, and Blackwell model by discussing its five stages and their
importance in marketing. (Linked to SLO 2.9)

e Basic response: The model includes problem recognition, information search,
evaluation of alternatives, purchase decision, and post-purchase behaviour. Each
stage explains how consumers move through the decision-making process.

e Value-added response: Outstanding learners may add examples such as digital
information searches, online reviews influencing evaluation, and post-purchase
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feedback shaping brand reputation, showing how the model applies in modern
contexts.

Answers to Concept Check Questions [Series 2]
Objective questions

1. b. A jingle paired with a product

2. c¢. B. F. Skinner

3. c. The whole is greater than the sum of its parts

Short-answer questions

4. Freud’s psychoanalytic theory emphasises the unconscious mind and hidden desires,
which marketers use to design campaigns appealing to deeper consumer motives.
5. Lewin’s formula is B = f(P, E), meaning behaviour isa function of the person and the

environment. In marketing, this shows how personal motives and situational factors shape
consumer decisions.
6. Two stages in Nicosia’s model are the firm’s message and consumer attitudes.

Long-answer questions

7.

o Basic response: Allport’s model explains that social groups and cultural factors shape
consumer behaviour, such as peer influence on fashion or cultural traditions guiding food
choices.

e Value-added response: Marketers apply this by using influencer campaigns, cultural
branding, and community-based promotions to appeal to group identities.

8.

o Basic response: The Engel, Kollat, and Blackwell model includes five stages: problem
recognition, information search, evaluation of alternatives, purchase decision, and post-
purchase behaviour. These stages explain the consumer journey.

e Value-added response: In modern marketing, digital searches, online reviews, and post-
purchase feedback are critical. The model helps marketers design strategies that address
each stage effectively.

Answers to Pilot Questions [Series 2]
Part 2.1: Classical and behavioural conditioning models

-
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o (lassical conditioning is defined as a learning process where a neutral stimulus becomes
associated with a meaningful one, applied in marketing through jingles or imagery.

e Operant conditioning is a learning process shaped by reinforcement or punishment,
influencing consumer behaviour through loyalty points or discounts.

e An example of classical conditioning in advertising is pairing a product with a catchy
jingle.

o Reinforcement strategies include loyalty programmes and discount offers.

o Classical conditioning is based on associations, while operant conditioning is based on
consequences.

Part 2.2: Psychoanalytic and Gestalt perspectives

e Freud’s psychoanalytic theory emphasises the unconscious mind in consumer behaviour.

o Advertisements appeal to unconscious motives through imagery and symbolism.

e Gestalt psychology is defined as the idea that the whole is greater than the sum of its
parts.

e Gestalt principles include proximity and closure, applied in logos and packaging.

e Gestalt psychology is important because it explains how consumers perceive patterns and
wholes in marketing.

Part 2.3: Social and cognitive models

e Lewin’s field theory suggests that consumer decision-making is influenced by both
personal and environmental factors.

e The formula B = f(P, E) means behaviouris.a function of the person and environment.

o Situational factors such as peer influence and cultural norms affect consumer behaviour.

e Allport’s socio-psychoanalytical model emphasises the role of social groups and culture.

e Group influence shapes consumer choices, for example, peer approval in fashion trends.

Part 2.4: Contemporary marketing psychology models

e Andreasen’s model emphasises cultural norms, peer groups, and personal motives.

o Kotler’s behavioural choice model explains decisions based on habits, emotions, and
social ‘cues.

o Stages in Nicosia’s model include the firm’s message, consumer attitudes, evaluation of
alternatives, and purchase decision.

o The Engel, Kollat, and Blackwell model includes five stages: problem recognition,
information search, evaluation of alternatives, purchase decision, and post-purchase
behaviour.

o  Post-purchase behaviour is important because it influences satisfaction, loyalty, and
brand reputation.

-
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Series 3: Models of Consumer Behavior and
Marketing Psychology

Series Outline
Part 3.1: Foundations of Consumer Behaviour Models

e 3.1.1 Definition and scope of consumer behaviour models
e 3.1.2 Importance of models in marketing psychology

Part 3.2: Traditional Consumer Behaviour Models

e 3.2.1 Economic and rational choice perspectives
e 3.2.2 Psychological influences in traditional models

Part 3.3: Contemporary Consumer Behaviour Models

e 3.3.1 Engel, Kollat, and Blackwell (EKB) model
e 3.3.2 Nicosia’s model of consumer decision-making
e 3.3.3 Howard-Sheth model of buyer behaviour

Part 3.4: Applied Marketing Psychology Models

e 3.4.1 Andreasen’s model of consumer behaviour
e 3.4.2 Kotler’s behavioural choice model
e 3.4.3 Gestalt and socio-psychoanalytical perspectives in applied contexts

Introduction

In the previous Series, we explored psychological theories that have shaped marketing thought,
including conditioning, psychoanalytic perspectives, and contemporary consumer behaviour
models. Building on that foundation, this Series will focus on models of consumer behaviour
and marketing psychology, which provide structured frameworks for understanding how
consumers make decisions and how marketers can anticipate and influence those decisions.
These models are essential because they translate psychological principles into practical tools for
marketing strategy.

The aim of this Series is to equip you with knowledge of both traditional and contemporary
consumer behaviour models, enabling you to analyse their components and apply them to real-
world marketing contexts.

-
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We shall commence this Series by examining the foundations of consumer behaviour models,
defining their scope and importance in marketing psychology. Next, we will explore traditional
models, including economic and rational choice perspectives, alongside psychological
influences. Following that, we will move on to contemporary models such as the Engel, Kollat,
and Blackwell (EKB) model, Nicosia’s model, and the Howard-Sheth model of buyer behaviour.
Finally, we will wrap up by considering applied marketing psychology models, including
Andreasen’s, Kotler’s, and the integration of Gestalt and socio-psychoanalytical perspectives in
practical contexts.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e 3.1 define consumer behaviour models and explain their scope in marketing psychology,

e 3.2 describe the importance of consumer behaviour models in guiding marketing
strategies,

e 3.3 explain traditional consumer behaviour models based on economic and rational
choice perspectives,

e 3.4 analyse psychological influences within traditional consumer behaviour models,

e 3.5 articulate the Engel, Kollat, and Blackwell (EKB) model and demonstrate its
application in consumer decision-making,

e 3.6 explain Nicosia’s model of consumer decision-making and assess its contribution to
marketing psychology,

e 3.7 describe the Howard=-Sheth model of buyer behaviour and evaluate its relevance to
marketing practice,

o 3.8 evaluate Andreasen’s and Kotler’s applied models of consumer behaviour in
marketing contexts, and

e 3.9 apply Gestalt and socio-psychoanalytical perspectives to analyse consumer behaviour
in practical marketing scenarios.

3.1#&0undations of Consumer Behaviour Models

3.1.1 Definition‘and scope of consumer behaviour models

Consumer behaviour models are structured frameworks that explain how individuals make
decisions about purchasing goods and services. They provide marketers with insights into the
psychological, social, and economic factors that influence consumer choices. The scope of these
models extends from simple explanations of rational decision-making to complex frameworks
that integrate emotions, cultural influences, and post-purchase behaviour. By studying these
models, marketers can predict consumer actions and design strategies that align with consumer
expectations.

-
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Fill in the blank: Consumer behaviour models are structured that explain how individuals
make purchasing decisions.

Figure 3.1: Scope of consumer behaviour models
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3.1.2 Importance of models in marketing psychology

The importance of consumer behaviour models lies in their ability to translate abstract
psychological concepts into practical marketing tools. Models help marketers understand why
consumers act the way they do, identify stages in the decision-making process, and design
interventions that influence choices. For example, models can show when consumers are most
receptive to advertising, how they evaluate alternatives, and what factors drive loyalty. Without
these models, marketing strategies would lack structure and predictive power.

Fill in the blank: Consumer behaviour models translate psychological concepts into practical
tools for marketers.
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Box 3.1: Importance of consumer
behaviour models in marketing

Provide structure for analying consumer decisions

Translate psychology into practical marketing
strategies

Predict consumer responses to marketing interventions

Guide design of loyalty and retention progranmes

Pilot quéstions 3.1
1. Define consumer behaviour models and explain their scope.

2. 'Why are consumer behaviour models important in marketing psychology?
3. Give one example of how models help predict consumer actions.
4. . What factors are included in the scope of consumer behaviour models?

5. How do models translate psychology into marketing practice?

3.2 Traditional Consumer Behaviour Models
3.2.1 Economic and rational choice perspectives

-
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Economic models of consumer behaviour are based on the assumption that consumers act
rationally, seeking to maximise utility while minimising cost. These models view decision-
making as a logical process where individuals weigh the benefits and costs of alternatives before
making a purchase. In marketing, this perspective explains why consumers compare prices,
evaluate product features, and choose options that provide the greatest value.

Fill in the blank: Economic models assume that consumers act to maximise utility and
minimise cost.

Figure 3.2: Rational choice perspective in consumer behaviour
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3,2.2 Psychological influences in traditional models

While economic models emphasise rationality, traditional consumer behaviour models also
recognise psychological influences, such as motivation, perception, and learning. These factors
explain why consumers may not always act purely rationally. For example, a consumer may

-
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choose a more expensive product because of brand loyalty or emotional attachment, even when
cheaper alternatives exist. Marketers use these insights to design campaigns that appeal to both
rational and emotional aspects of decision-making.

Fill in the blank: Traditional models recognise that consumer decisions are influenced by both
rationality and factors.

Box 3.2: Psychological influences in traditional
consumer behavicur models

Motivation: internal drive shaping
choices

Perception: interperstion of product signals
Learning: associations formed through experience
Emotions: affective responses guiding preferences

Pilet questions 3.2
1. What assumption underlies economic models of consumer behaviour?

2. How do rational choice models explain consumer decision-making?

3. Identify two psychological influences recognised in traditional consumer behaviour
models.

-

o) LA-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



4. Why might consumers choose a more expensive product despite cheaper alternatives?

5. How do marketers use psychological insights in traditional models?

3.3 Contemporary Consumer Behaviour Models

3.3.1 Engel, Kollat, and Blackwell (EKB) model

The Engel, Kollat, and Blackwell (EKB) model is one of the most comprehensive frameworks
for understanding consumer behaviour. It outlines five stages: problem recognition, information

search, evaluation of alternatives, purchase decision, and post-purchase behaviour. This model is
widely applied in marketing to track how consumers move from identifying a need to evaluating
satisfaction after purchase.

Fill in the blank: The final stage of the EKB model is behaviour.

FW
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Figure 3.3:

Engel,Kollat, Kollat, and Blackwell model of consumer
behaviour
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3.3.2 Nicosia’smodel of consumer decision-making

Nicosia’s model presents consumer decision-making as a communication process between the
firm and the consumer. It is divided into stages: the firm’s message, consumer attitudes,
evaluation of alternatives, and purchase decision. This model highlights the importance of
marketing communication in shaping consumer perceptions and guiding them through the
decision-making process.

Fill in the blank: Nicosia’s model emphasises the importance of communication in
consumer decision-making.
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Box 3.3: Stages in Nicosia’s model
of consumer decision-making
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 Consumer attitudes
Evaluation of alternatives
Purchase decision
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3.3.3 Howard-Sheth model of buyer behaviour

The Howard-Sheth model explains consumer behaviour by integrating psychological, social,
and marketing inputs. It identifies how stimuli such as advertising, peer influence, and product
features interact with consumer motives and perceptions to produce responses. This model is
particularly useful for analysing complex buying behaviour, where multiple factors influence the
decision-making process.

Fill in the blank: The Howard-Sheth model integrates psychological, social, and inputs to
explain consumer behaviour.
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Plate 3.3: Howard-Sheth model of buyer behaviour

Perception _

ADVERTISING / MARKETING

INPUTS W,
,-- Psychologion

Franday

L

ER v CONSUMER W PURCHASE /
CIAL CUES S Sl 0 cis/0N-VAKING NO PURCHASE
) Attitudes \\\
PEER INFLUENCE / +~ i . Attitudes
SOCIAL CUES
Learition 4

PRODUCT
FEATRES
STIMLI

.
\
& Open
Educational
Resorces

Pilot questions 3.3
1. What are the five stages of the Engel, Kollat, and Blackwell model?

2. How does Nicosia’s model explain consumer decision-making?
3. List the stages in Nicosia’s model.
4.  What inputs are integrated in the Howard-Sheth model?

5. Why is the Howard-Sheth model useful for analysing complex buying behaviour?

3.4 Applied Marketing Psychology Models
3.4.1 Andreasen’s model of consumer behaviour
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Andreasen’s model highlights the influence of cultural norms, peer groups, and personal
motives on consumer behaviour. It explains how social and psychological factors interact to
shape purchasing decisions. Marketers use this model to design strategies that resonate with both
individual needs and broader social expectations, such as campaigns that align with cultural
values or peer-driven trends.

Fill in the blank: Andreasen’s model highlights the influence of cultural norms and
motives on consumer behaviour.

Figure 3.4: Andreasen’s model of consumer behaviur
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3:4.2 Kotler’s behavioural choice model

Kotler’s behavioural choice model explains consumer decision-making by focusing on
behavioural tendencies rather than purely rational analysis. It suggests that habits, emotions, and
social cues often drive choices more than logical reasoning. Marketers apply this model to
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predict consumer actions and design campaigns that appeal to behavioural patterns, such as
habitual purchases or emotionally charged decisions.

Fill in the blank: Kotler’s behavioural choice model emphasises consumer decisions based on
habits, emotions, and cues.

Plate 3.4: Kotler’s behavioual choice model in practice
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3.4.3 Gestalt and socio-psychoanalytical perspectives in applied contexts

Gestalt psychology emphasises that consumers perceive wholes rather than parts, while socio-
psychoanalytical perspectives highlight the role of social groups and cultural identity in
shaping behaviour. Applied together, these perspectives explain how consumers interpret
marketing stimuli and how group dynamics influence choices. For example, a logo designed
using Gestalt principles may be easily recognised, while peer influence ensures its adoption
within a social group.
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Fill in the blank: Gestalt psychology explains perception of wholes, while socio-psychoanalytical
perspectives emphasise the role of groups.

» Gestalt: consumers perceive patterns and wholes in
logos and packaging

» Socio-psychoanoyical: group influence and
cultural identity shape consumer choices

* Combined application: marketing strategies appealt both
perception and social dynamics
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D Educational
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Pilot questions 3.4
1. What does Andreasen’s model emphasise in consumer behaviour?

2. How does Kotler’s behavioural choice model explain consumer decisions?
3. What role do habits and emotions play in Kotler’s model?
4. How does Gestalt psychology apply to marketing design?

5. Why are socio-psychoanalytical perspectives important in understanding consumer
behaviour?
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Series summary

This Series has explored the models of consumer behaviour and marketing psychology,
showing how structured frameworks help marketers understand and predict consumer decisions.
We began with the foundations of consumer behaviour models, defining their scope and
importance in translating psychological concepts into practical marketing tools. Next, we
examined traditional models, including economic and rational choice perspectives;alongside
psychological influences that explain why consumers may not always act purely rationally.
Following that, we studied contemporary models such as the Engel, Kollat, and Blackwell (EKB)
model, Nicosia’s model, and the Howard-Sheth model, which provide detailed insights into
consumer decision-making processes. Finally, we reviewed applied marketing psychology
models, including Andreasen’s, Kotler’s, and the integration of Gestalt and socio-
psychoanalytical perspectives, which demonstrate how theory is applied in real-world marketing
contexts.

By completing this Series, you should now be able to define and explain consumer behaviour
models, analyse both traditional and contemporary frameworks, and apply psychological
perspectives to marketing practice. These abilitiesdirectly align with the Series Learning
Outcomes (SLOs), equipping you withspractical tools to interpret consumer behaviour and
design effective marketing strategies.

Glossary of terms

e Andreasen’s model: A consumer behaviour model highlighting the influence of cultural
norms, peer groups, and personal motives.

e Consumer behaviour models: Structured frameworks that explain how individuals
make purchasing decisions.

o Economic models: Traditional models based on rational choice and utility maximisation.

o Engel, Kollat, and Blackwell (EKB) model: A five-stage model explaining consumer
behaviour from problem recognition to post-purchase behaviour.

o Gestalt psychology: A theory of perception emphasising that the whole is greater than
the sum of its parts.

o Howard-Sheth model: A model integrating psychological, social, and marketing inputs
to explain complex buyer behaviour.

e . Kotler’s behavioural choice model: A model focusing on habits, emotions, and social
cues in consumer decision-making.

e~ Nicosia’s model: A communication-based model of consumer decision-making involving
firm messages and consumer attitudes.

o Psychological influences: Factors such as motivation, perception, learning, and emotions
that affect consumer decisions.

o Rational choice perspective: A traditional model assuming consumers act logically to
maximise utility.
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e Socio-psychoanalytical perspectives: Theories emphasising the role of social groups
and cultural identity in shaping behaviour.

Concept check questions [Series 3]
Objective questions

1. Which assumption underlies economic models of consumer behaviour? (Linked to SLO
3.3) a. Consumers act irrationally b. Consumers act rationally to maximise utility c.
Consumers are influenced only by emotions d. Consumers ignore cultural norms

2. Which model outlines five stages including problem recognition, information search, and
post-purchase behaviour? (Linked to SLO 3.5) a. Nicosia’s model'b. Howard-Sheth
model c. Engel, Kollat, and Blackwell model d. Kotler’s behavioural choice model

3. Gestalt psychology is based on the principle that: (Linked to SLO 3.9) a. Behaviour is
shaped by reinforcement b. The whole is greater than the sum of its parts¢. Group
influence determines consumer identity d. Rational choice maximises utility

Short-answer questions

4. Define consumer behaviour modelsiand explain their scope. (Linked to SLO 3.1)

5. State Lewin’s formula B = f(P,E) and explain its meaning in marketing. (Linked to SLO
3.5, bridging Series 2 and 3)

6. Identify two stages in Nicosia’s model of consumer decision-making. (Linked to SLO
3.6)

Long-answer questions

7. Analyse the Howard-Sheth model of buyer behaviour, explaining how it integrates
psychological, social, and marketing inputs. (Linked to SLO 3.7)

o Basic response: The Howard-Sheth model integrates advertising, peer influence,
and product features with consumer motives and perceptions to explain
behaviour.

e | Value-added response: Outstanding learners may extend this by linking the
model to complex buying contexts such as technology adoption, showing how
multiple‘inputs interact in shaping decisions.

8. Evaluate Kotler’s behavioural choice model by discussing the role of habits, emotions,
and social cues in consumer decision-making. (Linked to SLO 3.8)

o Basic response: Kotler’s model explains that consumer decisions are often driven
by habits, emotions, and social cues rather than rational analysis.

e Value-added response: Outstanding learners may add examples such as habitual
online shopping, emotional advertising campaigns, and peer-driven social media
trends, showing how the model applies in modern marketing.

Answers to Concept Check Questions [Series 3]
Objective questions

-
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1. b. Consumers act rationally to maximise utility
2. c. Engel, Kollat, and Blackwell model
3. b. The whole is greater than the sum of its parts

Short-answer questions

4. Consumer behaviour models are structured frameworks that explain how individuals
make purchasing decisions. Their scope includes psychological, social, economic, cultural, and
post-purchase factors.

5. Lewin’s formula B = f(P, E) means behaviour is a function of the person and
environment. In marketing, this shows how personal motives and situational factors shape
consumer decisions.

6. Two stages in Nicosia’s model are the firm’s message and consumer attitudes.

Long-answer questions
7.

o Basic response: The Howard-Sheth model integrates advertising, peer influence, and
product features with consumer motives and perceptions to explain behaviour.

e Value-added response: In complex contexts such as technology adoption, multiple
inputs interact to shape decisions, making the model useful for analysing high-
involvement purchases.

o Basic response: Kotler’s behavioural choice model explains that consumer decisions are
often driven by habits, emotions, and social cues.

e Value-added response: Examples include habitual online shopping, emotional
advertising campaigns, and peer-driven social media trends, showing how the model
applies in modern marketing.

Answers to Pilot Questions [Series 3]
Part 3.1: Foundations of consumer behaviour models

e . Consumer behaviour models are structured frameworks explaining purchasing decisions.

o They are important because they translate psychology into practical marketing tools.

e - Models help predict consumer actions, such as when consumers are most receptive to
advertising.

o The scope includes psychological, social, economic, cultural, and post-purchase factors.

e Models translate psychology into marketing practice by guiding loyalty programmes and
campaigns.

-
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Part 3.2: Traditional consumer behaviour models

e Economic models assume consumers act rationally to maximise utility.

o Rational choice models explain decision-making through logical evaluation of costs and
benefits.

e Psychological influences include motivation and perception.

e Consumers may choose expensive products due to brand loyalty or emotional attachment.

e Marketers use psychological insights to design campaigns appealing to both rational and
emotional aspects.

Part 3.3: Contemporary consumer behaviour models

e The five stages of the EKB model are problem recognition, information search,
evaluation of alternatives, purchase decision, and post-purchase behaviour,

e Nicosia’s model explains consumer decision-making as a communication process
between firm and consumer.

o Stages in Nicosia’s model include firm’s message, consumer attitudes, evaluation of
alternatives, and purchase decision.

e The Howard-Sheth model integrates psychological; social, and marketing inputs.

o It is useful for analysing complex buying behaviour where multiple factors influence
decisions.

Part 3.4: Applied marketing psychology models

e Andreasen’s model emphasises cultural norms, peer groups, and personal motives.

o Kotler’s behavioural choice model explains decisions based on habits, emotions, and
social cues.

e Habits and emotions play a central role in consumer decisions.

o Gestalt psychology applies to marketing design by explaining how consumers perceive
logos and packaging.

e Socio-psychoanalytical perspectives are important because group influence and cultural
identity shape consumer behaviour.

Series 4: Biological, Social, and Developmental Bases
of Behavior

Series Outline
Part 4.1: Biological Foundations of Behaviour

e 4.1.1 The role of the brain and nervous system in behaviour
e 4.1.2 Hormonal and genetic influences on consumer responses
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e 4.1.3 Biological drives and their marketing implications
Part 4.2: Social Bases of Behaviour

e 4.2.1 Group dynamics and peer influence
e 4.2.2 Cultural norms and social identity in consumer behaviour
e 4.2.3 Social learning and modelling in marketing contexts

Part 4.3: Developmental Perspectives on Behaviour

e 4.3.1 Lifespan development and consumer needs
e 4.3.2 Childhood and adolescent influences on consumption patterns
e 4.3.3 Adult development, ageing, and marketing strategies

Part 4.4: Integrative Applications in Marketing Psychology

e 4.4.1 Linking biological, social, and developmental factors in consumer analysis
e 4.4.2 Case studies of integrated marketing campaigns
e 4.4.3 Ethical considerations in applying behavioural bases to marketing

Introduction

In the last Series, we examined models of consumer behaviour and marketing psychology,
focusing on how structured frameworks guide decision-making and marketing strategies. This
Series shifts attention to the biological, social, and developmental bases of behaviour, which
provide deeper insights into why consumers act the way they do. These bases highlight the
interplay between physiology, social context, and developmental stages, all of which shape
consumer responses and marketing outcomes.

The aim of this Series is to help youunderstand how biological, social, and developmental
factors influence behaviour, and to show how these foundations can be applied in marketing
psychology to.design strategies that are both effective and ethically responsible.

We shall commence this Series by exploring the biological foundations of behaviour, including
the role-of the brain, hormones, and genetic influences. Next, we will move on to the social bases
of behaviour, examining group dynamics, cultural norms, and social learning. Following that, we
will consider developmental perspectives, looking at how consumer needs evolve across the
lifespan. Finally, we will wrap up by integrating these bases into marketing psychology, using
case studies and discussing ethical considerations in applying behavioural insights.

Series Learning Outcomes
Upon completing this Series, you should be able to:
e 4.1 describe the role of the brain and nervous system in shaping behaviour,
e 4.2 explain how hormonal and genetic influences affect consumer responses,
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e 4.3 analyse biological drives and evaluate their implications for marketing strategies,

e 4.4 explain group dynamics and peer influence in consumer behaviour,

e 4.5 describe the impact of cultural norms and social identity on marketing outcomes,

e 4.6 apply social learning principles to analyse consumer modelling in marketing contexts,

e 4.7 define developmental perspectives and explain how consumer needs change across
the lifespan,

e 4.8 analyse childhood and adolescent influences on consumption patterns,
e 4.9 evaluate adult development and ageing in relation to marketing strategies, and

e 4.10 integrate biological, social, and developmental bases into consumer analysis and
assess ethical considerations in marketing psychology.

4.1 Biological Foundations of Behaviour

4.1.1 The role of the brain and nervous system in behaviour

The brain is the central organ of behaviour, responsible for processing information, regulating
emotions, and coordinating actions. The nervous system is the network of nerves that transmits
signals between the brain and the body; enabling responses to stimuli. In marketing psychology,
understanding how the brain processes sensory input helps explain consumer reactions to
advertisements, packaging, and product experiences. For example, visual stimuli such as colour
and design activate areas of the brain linked to perception and emotion, influencing consumer
preferences.

Fill in the blank: The brain and system work together to process information and
coordinate behaviour.

-
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Figure 4.1: The role of brain and nervous system in

consumer behaviour
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4.1.2 Hormonal and genetic influences on consumer responses
Hormones are chemical messengers that regulate emotions and behaviour. For example,
dopamine is linked to pleasure and reward, while cortisol is associated with stress. These
hormonal responses influence consumer reactions to marketing stimuli, such as excitement
during promotions or anxiety in high-pressure sales. Genetic influences also play a role, as
inherited traits can affect preferences, risk-taking, and susceptibility to persuasion. Marketers use
this knowledge to design campaigns that trigger positive emotional and hormonal responses.

Fill in the blank: Dopamine is a hormone linked to
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Plate 4.1: Hormonal influences on consumer responses
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4.1 3 Biological drives and their marketing implications

Biological drives are innate urges such as hunger, thirst, and sex that motivate behaviour. These
drives are powerful influences on consumer choices, as products and services often appeal to
them directly. For example, food advertising targets hunger, while fashion and lifestyle
campaigns appeal to social and sexual drives. Marketers must balance appealing to biological
drives with ethical responsibility, ensuring that campaigns do not exploit vulnerabilities.

Fill in the blank: Biological drives such as hunger and thirst are urges that motivate

behaviour.
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Box 4.1: Biological drives and marketing implications

* Hunger: targeted by food and beverage advertising

Visual (Ads) Packaging

Thirst: addressed by drink promotions

Sex/social drives: appled in fashion and lifestyle
campaigns

Falces feral Samples

Ethical responsiblity: avoding explotation of consumer
vulertabilties
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Pilot questions 4.1
1.. What role do the brain and nervous system play in behaviour?

2. How do hormones such as dopamine and cortisol influence consumer responses?
3.. Define genetic influences in consumer behaviour.
4. Give two examples of biological drives and their marketing implications.

5. Why must marketers consider ethical responsibility when appealing to biological drives?

4.2 Social Bases of Behaviour
4.2.1 Group dynamics and peer influence

-
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Group dynamics refer to the interactions and processes that occur within social groups, shaping
individual behaviour. Peer influence is the impact that group members have on each other’s
decisions and preferences. In marketing, peer influence explains why trends spread quickly
among groups, such as fashion styles or technology adoption. Marketers often leverage group
dynamics through influencer campaigns, testimonials, and social media communities.

Fill in the blank: Group dynamics and influence explain how social interactions shape
consumer behaviour.

Plate 4.2: Peer influence in consumer behavior
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4.2.2 Cultural norms and social identity in consumer behaviour

Cultural norms are shared values, beliefs, and practices within a society that guide behaviour.
Social identity refers to how individuals define themselves based on group membership, such as
nationality, religion, or lifestyle. In marketing, cultural norms and social identity influence
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product preferences, brand loyalty, and advertising effectiveness. For example, food brands often
adapt campaigns to reflect cultural traditions, while fashion brands appeal to identity-driven
lifestyles.

Fill in the blank: Cultural norms and social shape consumer preferences and brand
loyalty.

Figure 4.2: Cultural norms and social identity in
consumer behaviour
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4.2 .3 Social learning and modelling in marketing contexts

Social learning theory, developed by Albert Bandura, explains that people learn behaviours by
observing others. Modelling occurs when individuals imitate the actions of role models, peers, or
influencers. In marketing, social learning is evident when consumers adopt behaviours promoted
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by celebrities, influencers, or peers. For example, a consumer may try a new product after seeing
it endorsed by a trusted figure.

Fill in the blank: Social learning theory explains that people learn behaviours by others.

Box 4.2: Applications of social
learning in marketing

Celebrity endorseents influence consumer
consumer adoption

Peer modelling spreads product use within
communities

Social media influecers drive trends

Observatioial learning shapes brand loyalty
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Pilot questions 4.2
1. What are group dynamics and how do they influence consumer behaviour?
2. Define peer influence and give one marketing example.
3. How do cultural norms and social identity affect product preferences?
4. What is social learning theory and how does modelling apply in marketing?
5. Give one example of observational learning in consumer behaviour.
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4.3 Developmental Perspectives on Behaviour

4.3.1 Lifespan development and consumer needs
Lifespan development refers to the changes individuals undergo from birth through old age,
influencing their needs, preferences, and behaviours. In marketing psychology, recognising these
stages helps marketers tailor products and campaigns to different age groups. For examp
young adults may prioritise fashion and technology, while older adults may value heal
security, and comfort.

Fill in the blank: Lifespan development refers to changes individuals undergo bi
age.

=

Figure 4.3: Lifepsan development and
consumer needs
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4.3.2 Childhood and adolescent influences on consumption patterns
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Childhood and adolescence are critical stages where consumer habits begin to form. Children
are influenced by parents, media, and peers, while adolescents increasingly rely on peer approval
and identity formation. Marketing strategies often target these groups through toys,
entertainment, fashion, and digital platforms. Ethical considerations are important, as children
are highly impressionable and vulnerable to persuasive advertising.

Fill in the blank: Adolescents often rely on peer approval and formation when making
consumption choices.

Plate 4.3: Childhood and adolescent influences on
consumption patterns
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4.3.3 Adult development, ageing, and marketing strategies
Adult development involves stages such as early adulthood, middle age, and later life, each with
distinct consumer priorities. Younger adults may focus on career and lifestyle products, middle-
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aged consumers often prioritise family and financial security, while older adults value health,
independence, and social connection. Marketers adapt strategies to these stages, offering
products such as retirement plans, healthcare services, and leisure activities for older consumers.

Fill in the blank: Older adults often value health, independence, and connection in their
consumption choices.

Box 4.3: Marketing strategies
across adult development stages

e Early adulutud: career, lifestyle, and
technology products

* Middle age: family, financial security, and housing

* Later life: health, independence, and leisure
activities

Open
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Pilet questions 4.3
1. What is lifespan development and why is it important in marketing psychology?

2. How do childhood influences shape early consumer habits?
3. What role does peer approval play in adolescent consumption patterns?
4. Identify two priorities of middle-aged consumers.
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5. Why must marketers adapt strategies for older adults?

4.4 Integrative Applications in Marketing Psychology

4.4.1 Linking biological, social, and developmental factors in consumer analysis

Consumer behaviour is best understood when biological, social, and developmental bases are
integrated. Biological drives explain innate urges, social influences highlight group and cultural
dynamics, and developmental perspectives show how needs evolve across the lifespan.
Marketers use this integrated approach to design campaigns that appeal to multiple dimensions
of consumer behaviour simultaneously.

Fill in the blank: An integrated approach combines biological drives, social influences, and
perspectives in consumer analysis.
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Figure 4.4: Integrated bases of consumer behaviour
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rated marketing campaigns
ampaigns often combine biological, social, and developmental insights.
verage company may appeal to biological drives (thirst), use social influence

opmental concerns (age-specific services).

e blank: Integrated campaigns often appeal to biological needs, social identity, and
stages.
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Plate 4.4: Case study of integrated marketing campaign
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4.4 3 Ethical'censiderations in applying behavioural bases to marketing

While integrating biological, social, and developmental bases enhances marketing effectiveness,
it raises ethical considerations. Marketers must avoid exploiting vulnerabilities, such as
targeting children with manipulative ads or using fear-based tactics that trigger stress responses.
Ethical marketing ensures respect for consumer autonomy, transparency, and social
responsibility.

Fill in the blank: Ethical marketing ensures respect for consumer autonomy, transparency, and
social
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Box 4.4: Ethical considerations in
marketing psychology

Avoid explotting vulnerable groups (e.d., children, elderily)
Ensure transparency in advertising messages

Promote social responsibility in campaigns

Balance effectivness with consumer well-weilieng
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Pilot questions 4.4

1.

Why is it important to integrate biological, social, and developmental bases in consumer
analysis?

Give one example of an integrated marketing campaign.
What three dimensions do integrated campaigns often appeal to?
Why are ethical considerations important in marketing psychology?

List two ethical principles marketers should follow when applying behavioural bases.

Series summary

D
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This Series has examined the biological, social, and developmental bases of behaviour,
showing how these foundations shape consumer responses and marketing strategies. We began
with the biological foundations, exploring the role of the brain and nervous system, hormonal
and genetic influences, and biological drives. Next, we studied the social bases of behaviour,
including group dynamics, cultural norms, social identity, and social learning. Following that, we
analysed developmental perspectives, considering how consumer needs evolve across the
lifespan, from childhood and adolescence to adulthood and ageing. Finally, we integrated these
bases into marketing psychology, reviewing case studies and discussing ethical considerations in
applying behavioural insights.

By completing this Series, you should now be able to describe biological, social, and
developmental influences on behaviour, analyse their implications for consumer psychology, and
apply them responsibly in marketing contexts. These abilities align with the Series Learning
Outcomes (SLOs), equipping you with a holistic understanding of consumer behaviour.

Glossary of terms

o Biological drives: Innate urges such as hunger, thirst, and sex that motivate behaviour.

e Brain and nervous system: Central structures that process information, regulate
emotions, and coordinate behaviour.

e Cultural norms: Shared values and practices within a society that guide consumer
behaviour.

o Developmental perspectives: The study of how consumer needs and behaviours change
across the lifespan.

e Dopamine: A hormone linked to pleasure and reward.

e Group dynamics: Interactions within social groups that shape individual behaviour.

o Hormones: Chemical messengers that regulate emotions and behaviour.

o Peer influence: The impact of group members on each other’s decisions and preferences.

e Social identity: How individuals define themselves based on group membership.

e Social learning theory: Bandura’s theory that people learn behaviours by observing and
modelling others.

Concept check questions [Series 4]
Objective questions

1. Which system works with the brain to process information and coordinate behaviour?
(Linked to SLO 4.1) a. Digestive system b. Nervous system c¢. Endocrine system d.
Circulatory system

2. Dopamine is linked to which consumer response? (Linked to SLO 4.2) a. Stress b.
Pleasure and reward c. Hunger d. Fear
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3. Social learning theory explains that people learn behaviours by: (Linked to SLO 4.6) a.
Ignoring others b. Observing others c. Acting independently d. Following rational choice

Short-answer questions

4. Define biological drives and give one marketing example. (Linked to SLO 4.3)
5. How do cultural norms influence consumer behaviour? (Linked to SLO 4.5)
6. Identify two priorities of older adults in consumption choices. (Linked to SLO 4.9)

Long-answer questions

7. Analyse how peer influence and group dynamics shape consumer behaviour, giving
marketing examples. (Linked to SLO 4.4)
e Basic response: Peer influence and group dynamics shape consumer choices,
such as fashion trends or technology adoption.
e Value-added response: Outstanding learners may extend this by linking to
influencer marketing, viral campaigns, and social media communities.
8. Evaluate the importance of integrating biological, social; and developmental bases in
marketing psychology, including ethical considerations. (Linked to SLO 4.10)
o Basic response: Integration‘helps marketers design campaigns that appeal to
multiple dimensions of consumer behaviour.
e Value-added response: Outstanding learners may add examples of integrated
campaigns and discuss ethical principles such as transparency and avoiding
exploitation.

Answers to Concept Check Questions [Series 4]
Objective questions
1. b. Nervous system
2. b. Pleasure and reward
3. b. Observing others
Short-answer questions
4. Biological drives are innate urges such as hunger and thirst. Example: food advertising
appeals to hunger.
5. Cultural norms influence consumer behaviour by shaping product preferences and brand
loyalty, e.g., traditional foods marketed during festivals.
6. Older adults often prioritise health and social connection in consumption choices.

Long-answer questions

7.

-
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o Basic response: Peer influence and group dynamics shape consumer choices, such as
adopting fashion trends or new technologies.

e Value-added response: Marketers use influencer campaigns, viral marketing, and social
media communities to leverage peer influence.

o Basic response: Integrating biological, social, and developmental bases helps marketers
design effective campaigns.

e Value-added response: Examples include beverage campaigns appealing to thirst
(biological), peer approval (social), and youth branding (developmental). Ethical
considerations include transparency and avoiding exploitation of vulnerable groups.

Answers to Pilot Questions [Series 4]
Part 4.1: Biological Foundations of Behaviour

e The brain and nervous system process information and coordinate behaviour.

e Dopamine influences pleasure and reward; cortisol influences stress.

o Genetic influences affect preferences and susceptibility to persuasion.

e Biological drives include hunger and thirst, targeted by food and drink advertising.
o Ethical responsibility ensures marketers avoid exploiting vulnerabilities.

Part 4.2: Social Bases of Behaviour

e Group dynamics are interactions within social groups that shape behaviour.

e Peer influence impacts product adoption, e.g., fashion trends.

o Cultural norms and social identity affect preferences and brand loyalty.

e Social learning theory explains behaviour through observation and modelling.
e Observational learning occurs when consumers imitate influencers or peers.

Part 4.3: Developmental Perspectives on Behaviour

e Lifespan development refers to changes from birth through old age.
e Childhood influences include parental guidance and media exposure.
o Adolescents rely on peer approval and identity formation.

e - Middle-aged consumers prioritise family and financial security.

e  Older adults value health, independence, and social connection.

Part 4.4: Integrative Applications in Marketing Psychology

o Integration combines biological, social, and developmental bases.
o Example: beverage campaigns appealing to thirst, peer approval, and youth branding.

-
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o Integrated campaigns appeal to biological needs, social identity, and developmental
stages.

o Ethical considerations prevent exploitation of vulnerable groups.

e Principles include transparency and social responsibility.

Series 5: Applications of Psychology in Marketing
Contexts

Series Outline
Part 5.1: Consumer Motivation and Marketing Strategies
e 5.1.1 Psychological theories of motivation in marketing
e 5.1.2 Applying Maslow’s hierarchy of needs to-product positioning
e 5.1.3 Motivational appeals in advertising campaigns
Part 5.2: Perception and Branding
e 5.2.1 Psychological principles of perception in consumer behaviour
e 5.2.2 Gestalt principles in brand design and packaging
e 5.2.3 Sensory marketing and consumer experience
Part 5.3: Learning and Consumer Loyalty
e 5.3.1 Classical and operant conditioning in marketing contexts
o 5.3.2 Reinforcement strategies in loyalty programmes
e 5.3.3 Habit formation and repeat purchasing behaviour
Part 5.4: Attitudes, Persuasion, and Consumer Decision-Making
e | 5.4.1 Psychological models of attitude formation
e 5.4.2 Persuasion techniques in marketing communication
e 5.4.3 Attitude change and consumer decision-making
Part 5.5: Applied Case Studies in Marketing Psychology
e 5.5.1 Case study: Advertising campaigns using motivational appeals

e 5.5.2 Case study: Branding strategies based on perception principles
e 5.5.3 Case study: Loyalty programmes and consumer learning outcomes

Introduction
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In the previous Series, we explored the biological, social, and developmental bases of behaviour,
highlighting how these foundations shape consumer psychology. This Series focuses on the
applications of psychology in marketing contexts, where theoretical insights are translated into
practical strategies for influencing consumer behaviour. By examining motivation, perception,
learning, attitudes, and persuasion, we will see how psychological principles are applied to
advertising, branding, loyalty programmes, and decision-making.

The aim of this Series is to equip you with the ability to apply psychological theories directly to
marketing practice, enabling you to design campaigns and strategies that resonate with consumer
needs, perceptions, and behaviours.

We shall commence this Series by studying consumer motivation and marketing strategies,
including Maslow’s hierarchy of needs and motivational appeals in advertising. Next, we will
explore perception and branding, focusing on Gestalt principles and sensory marketing.
Following that, we will examine learning and consumer loyalty, including conditioning,
reinforcement, and habit formation. We will then move on to attitudes, persuasion, and consumer
decision-making, analysing how psychological models guide marketing communication. Finally,
we will review applied case studies that demonstrate how these principles are used in real-world
marketing contexts.

Series Learning Outcomes
Upon completing this Series, you should be able to:

e 5.1 explain psychological theories of motivation and their application in marketing
strategies,

e 5.2 apply Maslow’s hierarchy of needs to product positioning and advertising,
e 5.3 analyse motivational appeals in advertising campaigns,

e 5.4 describe psychological principles of perception and their role in branding,
e 5.5 apply Gestalt principles to brand design and packaging,

e 5.6 evaluate sensory marketing strategies in shaping consumer experiences,

e 5.7 explain classical and operant conditioning in marketing contexts,

o 5.8 assess reinforcement strategies in loyalty programmes,

e 5.9 analyse habit formation and its role in repeat purchasing behaviour,

e . 5.10 describe psychological models of attitude formation and change,

e  5.11 evaluate persuasion techniques in marketing communication,

e 5.12 apply psychological insights to consumer decision-making processes, and

e 5.13 analyse applied case studies demonstrating the use of psychology in marketing
contexts.

-
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5.1 Consumer Motivation and Marketing Strategies

5.1.1 Psychological theories of motivation in marketing

Motivation refers to the internal processes that drive individuals to act. In marketing psychology,
motivation explains why consumers choose certain products or services. Theories such as drive
theory (biological urges), incentive theory (external rewards), and self-determination theory
(intrinsic vs extrinsic motivation) are applied to understand consumer behaviour. Marketets use
these theories to design campaigns that appeal to both internal needs and external incentives.

Fill in the blank: Incentive theory explains motivation as driven by external

Figure 5.1: Psychological theories of motivation in marketing
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5.1.2 Applying Maslow’s hierarchy of needs to product positioning

Maslow’s hierarchy of needs is a motivational framework that arranges human needs into five
levels: physiological, safety, love/belonging, esteem, and self-actualisation. Marketers use this
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hierarchy to position products according to the needs they fulfil. For example, food and shelter
address physiological needs, insurance appeals to safety, fashion and social media target
belonging, luxury goods appeal to esteem, and educational services support self-actualisation.

Fill in the blank: Luxury goods often appeal to the level of Maslow’s hierarchy of needs.
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Plate 5.1: Maslow’s hiearachy of needs applied to
product positioning
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5.2.3-Motivational appeals in advertising campaigns

Advertising often uses motivational appeals to connect with consumer needs. These appeals
may be rational (emphasising product benefits), emotional (triggering feelings of joy, fear, or
pride), or moral (appealing to values such as fairness or sustainability). Effective campaigns
combine these appeals to resonate with diverse consumer motivations. For example, a health
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campaign may use rational appeals (scientific evidence), emotional appeals (family well-being),
and moral appeals (social responsibility).

Fill in the blank: Motivational appeals in advertising can be rational, emotional, or

Box 5.1: Types of motivationl appeals in advertising

* Rational: product benefits, evidence, and logic
* Emotional: joy, pride, fear, or nostalgia

* Moral: values, fairness, sustainablity, and responsiblity
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Pilot questions 5.1
1. What are the three psychological theories of motivation applied in marketing?

2. How does Maslow’s hierarchy of needs guide product positioning?

3. Give one example of a product that appeals to safety needs.

4. What are the three types of motivational appeals in advertising?

5. Why do effective campaigns often combine rational, emotional, and moral appeals?

-
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5.2 Perception and Branding

5.2.1 Psychological principles of perception in consumer behaviour

Perception is the process by which consumers interpret sensory information to form an
understanding of products and brands. In marketing, perception explains why consumers may
view the same product differently depending on context, packaging, or advertising. Key
principles include selective attention (focusing on certain stimuli), selective distortion
(interpreting information to fit beliefs), and selective retention (remembering information
consistent with attitudes).

Fill in the blank: Selective refers to consumers focusing on certain stimuli while ignoring
others.

Figure 5.2: Psychological principles of perception in consumer

behaviour
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5.2.2 Gestalt principles in brand design and packaging

Gestalt psychology emphasises that consumers perceive wholes rather than isolated parts. In
branding, Gestalt principles such as proximity, similarity, closure, and figure-ground are used
to design logos, packaging, and advertisements that are easily recognised and remembered. For
example, logos that use closure (like the WWF panda) are perceived as complete even when
parts are missing.

Fill in the blank: Gestalt psychology explains that consumers perceive rather than
isolated parts.

Plate 5.2: Gestalt principles in brand design and packaging
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5.2.3 Sensory marketing and consumer experience
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Sensory marketing involves engaging consumers through the five senses—sight, sound, touch,
taste, and smell—to create memorable experiences. For example, retail stores use ambient music
and scents to enhance shopping environments, while food brands rely on taste and smell to build
loyalty. Sensory experiences strengthen brand associations and influence consumer preferences.

Fill in the blank: Sensory marketing engages consumers through the five to create
memorable experiences.

Box 5.2: Applications of sensory marketing

* Sight: colours, logos, visual design

Sound: jingles, ambient music

Touch: product texture, packaging feel

Taste: food and beverage branding

Smell scents in retail environments

‘:5 Open Educational Resources

Pilot questions 5.2
1. What are the three principles of consumer perception?

2. How does selective distortion affect consumer behaviour?
3. What are Gestalt principles and how are they applied in branding?

-
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4. Give one example of closure in logo design.

5. How does sensory marketing enhance consumer experience?

5.3 Learning and Consumer Loyalty

5.3.1 Classical and operant conditioning in marketing contexts

Classical conditioning occurs when consumers associate a product with a stimulus, such as a
jingle or logo. For example, a soft drink brand may pair its product with upbeat music to create
positive associations. Operant conditioning involves reinforcement, where rewards (discounts,
points, free gifts) encourage repeat behaviour. Both conditioning methods are widely used in
advertising and loyalty programmes.

Fill in the blank: Classical conditioning creates associations, while operant conditioning relies on
to shape behaviour.

-
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Figure 5.3: Conditioning in marketing contexts

CLASSICAL COMPIDIOING OPERANT COMPIDIOING
<
Neutral Stimulus > Unconditioned Behavior Y Unconditioned
(e.g, Brand Jingle) (e.g, Pleasant Feeling (e.g, Purchase (e.g, Positive Emotion)
AR S RN
+
Neutral Stimulus + > Unconitioned Consegence Consegence
Conditionis (Product) Stastius Feeling (e.g, Reward Reond | {e.g; Reward / Satisfaction)
w
Conditioned Stistius i Conditioned Response Future Behavior
(e.g, Brand Liking) (e.g, Brand Liking) (Repeat Purchase)
Association between product and Reward reinofrces behavior
positive stimslus

~ Open
~J Educational

N7 Resonces

5.3.2 Reéinforcement strategies in loyalty programmes

Loyalty programmes use reinforcement strategies to encourage repeat purchases. Positive
reinforcement includes rewards such as points, discounts, or exclusive offers. Negative
reinforcement may involve removing inconveniences, such as free shipping or faster service.
These strategies strengthen consumer loyalty by making repeated engagement beneficial and
convenient.

Fill'in the blank: Loyalty programmes often use positive reinforcement such as points, discounts,
or offers.

-
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Plate 5.3: Reinfocrement strategies in loyalty
programmes
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5.3.3 Habit formation'and repeat purchasing behaviour

Habit formation occurs when repeated behaviour becomes automatic. In marketing, habit
formation explains why consumers continue buying the same brand even without conscious
evaluation. Strategies such as subscription services, convenience, and consistent quality foster
habits that lead to long-term loyalty. For example, streaming services encourage habitual use by
offering personalised recommendations.

Fill in the blank: Habit formation explains why consumers continue buying the same brand even
without conscious
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Box 5.3: Habit formation strategies in
marketing
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Pilot questions 5.3
1. What is classical conditioning in marketing?

2. How does operant conditioning encourage repeat purchases?
3. Give one example of positive reinforcement in loyalty programmes.
4.  What is habit formation in consumer behaviour?

5. Why do subscription services foster consumer loyalty?

5.4 Attitudes, Persuasion, and Consumer Decision-Making
5.4.1 Psychological models of attitude formation

-
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Attitudes are learned predispositions to respond positively or negatively toward objects, people,
or ideas. In marketing, attitudes influence consumer preferences and brand loyalty. Models such
as the ABC model (Affect, Behaviour, Cognition) explain how emotions, actions, and beliefs
combine to form attitudes. Marketers use these models to design campaigns that target emotional
appeal, behavioural reinforcement, and cognitive persuasion.

Fill in the blank: The ABC model of attitudes includes Affect, Behaviour, and

Figure 5.4: ABC model of atitude formation
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5.4.2 Persuasion techniques in marketing communication

Persuasion is the process of influencing attitudes and behaviour through communication.
Techniques include central route persuasion (logical arguments, evidence), peripheral route
persuasion (emotional cues, celebrity endorsements), and social proof (peer influence,

)
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testimonials). Effective marketing combines these techniques to appeal to both rational and
emotional aspects of consumer decision-making.

Fill in the blank: Peripheral route persuasion relies on emotional cues and endorsements.

Plate 5.4: Persursion techniques in marketing

communication
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5.4.3 Attitude change and consumer decision-making

Consumers often change attitudes when exposed to persuasive communication, new information,
or social influence. Attitude change affects decision-making, as consumers may switch brands,
adopt new products, or alter preferences. Marketers encourage attitude change through
rebranding, repositioning, and persuasive campaigns. For example, eco-friendly branding can
shift consumer attitudes toward sustainability, influencing purchase decisions.

) | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



Fill in the blank: Attitude change affects consumer -making by influencing brand choices
and product adoption.
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Box 5.4: Strategies for attitude change in
marketing

Rebranding to alter perceptions
Repoistining products to meet new needs
Persusive campaigns promoting values (e.g.
sustainability)

Social influence through peer and celebrity endorsents

Pilot questions 5.4
1. What is the ABC model of attitude formation?

2. How do marketers use persuasion techniques in communication?
3. Give one example of central route persuasion.
4. What is social proof and how is it applied in marketing?

5. How does attitude change affect consumer decision-making?

-
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5.5 Applied Case Studies in Marketing Psychology

5.5.1 Case study: Advertising campaigns using motivational appeals

Advertising campaigns often succeed by aligning with consumer motivations. For example, a
health drink campaign may use rational appeals (scientific evidence of benefits), emotional
appeals (family well-being), and moral appeals (sustainability and fairness). This combination
ensures the campaign resonates with diverse consumer needs.

Fill in the blank: Advertising campaigns often succeed by aligning with consumer

Figure 5.5: Motivational appeals in advertising campaigns
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5.5.2 Case study: Branding strategies based on perception principles
Branding strategies often rely on perception principles such as selective attention and Gestalt
design. For example, a tech company may design a logo using Gestalt closure, ensuring
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consumers perceive it as complete even when parts are missing. Packaging may use colour and
shape to capture selective attention, reinforcing brand identity.

Fill in the blank: Branding strategies often rely on perception principles such as selective
attention and design.

Plate 5.5: Branding strategies based the
perception principles
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5.5.3 Case study: Loyalty programmes and consumer learning outcomes

Loyalty programmes apply learning principles such as operant conditioning and reinforcement.

For example, a retail chain may offer points for purchases (positive reinforcement), free shipping
(negative reinforcement), and personalised rewards (habit formation). These strategies encourage
repeat purchasing and long-term consumer loyalty.

Fill in the blank: Loyalty programmes apply learning principles such as operant conditioning and
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Box 5.5: Learning outcomes in loyalty
programmes

Positive reinfocrement: points, discounts, exclusive offers

Convenience (easy access, fast delivery)

Negative reinfocrement: free shipping, convenience

Habit formation: repeated engagement through subscriptions
and personaslise rewards
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Pilot questions 5.5
1.. How do advertising campaigns use motivational appeals?

2. Give one example of a branding strategy based on perception principles.
3.. Whatis Gestalt closure and how is it applied in logos?
4. ' How do loyalty programmes use reinforcement strategies?

5. Why do personalised rewards encourage habit formation?

Series Summary

FW

S | A-NET | ONLINE LEARNING VIDEO PLATFORM FOR POST-SECONDARY & HIGHER INSTITUTION STUDENTS



This Series explored how psychological principles are applied in marketing contexts. We began
with consumer motivation, examining theories of motivation, Maslow’s hierarchy of needs, and
motivational appeals in advertising. Next, we studied perception and branding, focusing on
selective attention, Gestalt principles, and sensory marketing. We then analysed learning and
consumer loyalty, including classical and operant conditioning, reinforcement strategies, and
habit formation. Following that, we examined attitudes, persuasion, and consumer decision-
making, looking at models of attitude formation, persuasion techniques, and strategies for
attitude change. Finally, we reviewed applied case studies, showing how motivation,
perception, learning, and persuasion are used in real-world campaigns.

By completing this Series, you should now be able to apply psychological theories directly to
marketing practice, analyse consumer responses, and design campaigns that resonate with
motivation, perception, learning, and attitudes.

Glossary of Terms
e ABC model of attitudes: A framework explaining attitudes through Affect, Behaviour,
and Cognition.

o Classical conditioning: Associating a product with a stimulus to create positive
consumer responses.

e Gestalt principles: Psychological rules of perception (proximity, similarity, closure,
figure-ground) applied in branding.

o Habit formation: The process by which repeated behaviour becomes automatic,
fostering loyalty.

e Maslow’s hierarchy of needs: A motivational framework arranging human needs from
physiological to self-actualisation.

o Motivational appeals: Rational, emotional, or moral appeals used in advertising
campaigns.

e Operant conditioning: Reinforcement through rewards or removal of inconveniences to
encourage repeat behaviour.

o Perception: The process of interpreting sensory information to form product and brand
understanding.

e Persuasion techniques: Methods of influencing attitudes and behaviour, including
central route, peripheral route, and social proof.

e Sensory marketing: Engaging consumers through sight, sound, touch, taste, and smell.

Concept Check Questions [Series 5]
Objective Questions

-
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1. Which theory explains motivation as driven by external rewards? (Linked to SLO 5.1) a.
Drive theory b. Incentive theory c. Self-determination theory d. Gestalt theory

2. Which level of Maslow’s hierarchy do luxury goods appeal to? (Linked to SLO 5.2) a.
Physiological b. Safety c. Esteem d. Self-actualisation

3. Gestalt psychology explains that consumers perceive: (Linked to SLO 5.5) a. Isolated
parts b. Wholes c. Rewards d. Needs

Short-Answer Questions

4, Define classical conditioning in marketing and give one example. (Linked to SLO.5.7)
5. What are the three types of motivational appeals in advertising? (Linked to SLO 5.3)
6. How does sensory marketing enhance consumer experience? (Linked to SLO 5.6)

Long-Answer Questions

7. Analyse how reinforcement strategies in loyalty programmes encourage consumer
loyalty. (Linked to SLO 5.8)

o Basic response: Loyalty programmes use rewards such as points and discounts to
encourage repeat purchases:

e Value-added response: Qutstanding learners may extend this by explaining how
personalised rewards and convenience foster habit formation.

8. Evaluate persuasion techniques in-marketing communication, explaining how they
influence consumer decision-making. (Linked to SLO 5.11, 5.12)

o Basic response: Persuasion techniques include logical arguments (central route),
emotional cues (peripheral route), and social proof.

o Value-added response: Outstanding learners may add examples such as celebrity
endorsements, peer testimonials, and eco-friendly campaigns that shift consumer
attitudes.

Answers to Concept Check Questions [Series 5]
Objective Questions

1. b. Incentive theory

2. c. Esteem

3.. b. Wholes
Short-Answer Questions

4. Classical conditioning in marketing creates associations between a product and a
stimulus. Example: pairing a soft drink with upbeat music.

5. Rational, emotional, and moral appeals.

-
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6. Sensory marketing enhances consumer experience by engaging multiple senses, creating
memorable brand associations.

Long-Answer Questions

7.
e Basic response: Loyalty programmes use points, discounts, and exclusive offets to
encourage repeat purchases.
e Value-added response: Personalised rewards and convenience (e.g., free shipping,
subscriptions) foster habit formation and long-term loyalty.
8.

o Basic response: Persuasion techniques influence decision-making through logical
arguments, emotional cues, and social proof.

e Value-added response: Examples include celebrity endorsements, peer testimonials, and
campaigns promoting sustainability, which shift consumer attitudes and choices.

Answers to Pilot Questions [Series 5]
Part 5.1: Consumer Motivation and Marketing Strategies

e Theories include drive theory,incentive theory, and self-determination theory.

e Maslow’s hierarchy guides product positioning across five levels of needs.

o Insurance appeals to safety needs.

e Motivational appeals are rational, emotional, and moral.

o Effective campaigns combine appeals to resonate with diverse motivations.
Part 5.2: Perception and Branding

e Principles.include selective attention, distortion, and retention.

o ( Selective distortion affects behaviour by aligning information with beliefs.

o Gestalt principles are applied in logos and packaging.

o Closure is applied in logos like WWEF’s panda.

e Sensory marketing enhances experience through sight, sound, touch, taste, and smell.
Part 5.3: Learning and Consumer Loyalty

o Classical conditioning creates associations; operant conditioning uses reinforcement.

e Operant conditioning encourages repeat purchases through rewards.

o Positive reinforcement includes points, discounts, and exclusive offers.

-
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o Habit formation explains automatic repeat purchasing.

o Subscription services foster loyalty by ensuring convenience and consistency.
Part 5.4: Attitudes, Persuasion, and Consumer Decision-Making

e The ABC model includes Affect, Behaviour, and Cognition.

e Persuasion techniques include central route, peripheral route, and social proof.

o Central route persuasion uses logical arguments.

e Social proof is applied through peer testimonials and endorsements.

o Attitude change influences decision-making by shifting brand preferences.
Part 5.5: Applied Case Studies in Marketing Psychology

e Advertising campaigns use motivational appeals (rational, emotional, moral).

o Branding strategies rely on perception principles like selective attention and Gestalt
design.

o Gestalt closure ensures logos are perceived as complete.
o Loyalty programmes use reinforcement strategies such as points and free shipping.

e Personalised rewards encourage habit formation and long-term loyalty.
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