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WISDOM AND FOLLY:
Decision Dilemmas of Advertisers and Consumers

Nyitor Alexander Shenge, PhD

The Dean, Faculty of the Social Sciences, diststyed colleagues, ladies and gentlemen. | feel

honoured to present this Faculty lecture on beffalie Department of Psychology. This is the twethtiecture

in the series, but the third to be presented bylibpartment of Psychology. Professor I. Bola Udefitse
presented on behalf of the Department on 30 J9§71Her lecture, the ninth in the series, wasditfGender
and Leadership: Images and Reality.” Professoij@ein O. Ehigie also presented for the Departmené’d
December, 2006. The title of his lecture was: “Riyiwithout Crashing: The worth of Customer Loydlty.
Today, | stand on the shoulders of the aforemeatiosenior colleagues, and other colleagues befereton
present my lecture titled: WISDOM AND FOLLY: Deaisi Dilemmas of Advertisers and Consumers.

Mr. Dean, sir, fate has a way of making certaimdgkihappen unexpectedly. Professor B.O. Ehigietheasne
that ably supervised my M.Sc dissertation and Dattbesis. Even though | had initial flair for aattising and
consumer psychology research, it was Professori€higt actually fired my imagination in this ardée

successfully guided my walk into this subject aden he stood right here on Wednesddy Décember,
2006 to present his Faculty lecture, little dichblv that | would be the next person from Psycholmgpresent
after him. Today | happily stand before this graadlience to follow in the footsteps of Professoigteh But |

am a bit apprehensive that my rather small feet natyexactly fit into the large scholarly imprirafready
made by Professor Ehigie in this subject areapBsitive psychology teaches us never to give ug.\@8b try.

1. Introduction

Decisions and decision-making form the bedrock whbn existence because we always encounter sitgatio
that require us to make decisions. We all makesttwts, big or small. Individuals, groups, and naionake
decisions. Individuals may take decisions on wiatl®, say, buy, or consume. They also make deaision
regarding where to go or not go, whom to marry or marry, which school to attend or not attend. upro
decisions may include choice of leader, date amili@ef a meeting or on what resource to allocatgrooip
members. National decisions may pertain to chooaipgrticular economic policy, adopting a certgiet of
government, fixing a certain minimum wage, or chiegs strategy to deal with insurgences. Mr. Dasanthe
title of this lecture - WISDOM AND FOLLY: DecisioDilemmas of Advertisers and Consumers - may suggest
that the lecturer is_strictlfalking about advertisers and consumers in busineganizations in the sense that
“business” is normally used. But this is not exadltle case! | am going to talk extensively abouteatisers
and consumers in business organizations quiteh&lrigut 1 am also going to dwell on advertisers and
consumers in nonbusiness (unconventional) orgaoimbr institutions such as universities, politiparties
(politics), religion, even marriage.

Stanton (1981) observes that the marketing fundéatsefor nonbusiness, nonprofit organizations heedame
as for the business sector. This means that batiméas and nonbusiness organization strive to dpwleir
marketing or consumer programmes. These are bwilind a product or service that is effectively pdc
promoted, and distributed to satisfy wants in #spective markets in which these organizationsadeelt is in
this regard that several private and public unitiess in developed countries, for example, havedcoted
advertising campaigns and other promotional cammsaig stem declines in enrollment. Candidates dditigal
office too have used advertising campaigns to golates. Such candidates have also used surveges
techniques to determine public opinions and prefee (Stanton, 1981).

By training and research, | am an industrial/orgamonal psychologist with bias for advertising axmwhsumer
psychology. My research demonstrates how psychatagypositively influence advertising message renig
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or consumers’ perception of advertisements. Thfkience can take the form of persuasive advertising
mechanisms (such as humour, music, emotional anédgeeals) and manipulation of product charactesist
like price, place of production, product label anhlity. My research shows how psychology can pasit
shape advertising practice, promote advertisem#itaey and boost products sales and consumption. M
Dean, sir, | did not venture into the aforementnesearch areas by accident. While working as rketiag

and advertising executive in Lagos in the earlyds99 was puzzled by the way consumers of prochetsived

or failed to behave in certain circumstances. | vaéso fascinated by the way some commercials or
advertisements influenced or failed to influenceividuals or groups. These dynamics, as well as the
overbearing influences of emotions, motivationgspeality and culture on consumers’ psychology baugy
attention and consequently shaped my research.fdbus my concern in this presentation is to exansiome
psychological factors that heavily influence adgert and consumer decision making. | also inteneldoidate

the wisdom and folly in some of the decisions #xdertisers and consumers make, and the dilemrissgar
from these decisions. Further, | will empiricallgae that rationality (wisdom) propositions abodvertiser
and consumer decision making are not always corfdus means that many times there is wisdom, but
sometimes there is folly, in advertiser and consuteeisions.

Mr. Dean, sir, consumer psychology and psycholdgigaamics of advertising are not yet satisfacyostudied

or adequately known in Nigeria and much of the tgyag world. This is despite the fact that thesportant
subject areas attempt to understand the decisidiingrocesses of buyers and advertisers. Nigeraas
heavy and active consumers of all manner of preducevitably, Nigerians get exposed to thousands o
advertisements each day and they also make simple@mplex decisions regarding products consumption
We need to begin to seriously know and analyzewoes and other decisions in Nigeria as a way ofdng
what was done right and what was done wrong. Bhane sure basis on which successful future dessian

be built. This lecture aims to point out and stitegsrelevance of consumer psychology and advedisasion
mechanisms. It is hoped that this lecture willliertthe understanding, appreciation, promotion,application

of consumer psychology and consumer decision mgkimgiples.

2. Definition of Wisdom, Folly, and Dilemma
The New Penguin English Dictionary defines “wisdoas’ “good sense,” or ‘judgment.” In the contextros
lecture, wisdom is used to mean rationality or sbuilgment.

The New Penguin English Dictionary defines “follyériously as “a lack of good sense,” “foolish acidea,”
or “foolish actions or conduct.” In this lectureuse “folly” in the context of lack of wisdom, itranality, or
poor judgment that leads to poor or inappropriat®a(s).

“Dilemma” is defined by The New Penguin English oary as “a situation involving choice betweerotw
equally unsatisfactory alternatives” or problemmsiegly incapable of a satisfactory solution. Instiecture,
“dilemma” is used to mean the tension or unsatisfgcfeeling(s) that a consumer or an advertisex dia
experiences when making a choice between two sgudlatisfactory alternatives.

3. Why consumer psychology is important

Consumer Psychology, or Consumer Behavior, is trdisciplinary area that incorporates ideas frampng
other disciplines, psychology, marketing, commutiices, economics, anthropology, sociology, and
geography. One "official” definition of consumesyphology is:

"The study of individuals, groups, or organizati@ml the processes

they use to select, secure, use, and dispose dligi®) services, experiences,
or ideas to satisfy needs and the impacts thaetpescesses have on the
consumer and societylars, 2013 ).



The above definition brings up some useful poikisst, behavior occurs either for the individuat,io the

context of a group (e.g., friends influence whatdei of clothes a person wears) or an organizaSexaond,

consumer behavior involves the use and disposptarfucts as well as the study of how they are @set.

Third, consumer behavior involves services and 9das well as tangible products. Fourth, the impct
consumer behavior on society is also of relevafoe gxample, aggressive marketing of high fat foauols

aggressive and indecent movies, may have seripgsagssions for the national health and moralsin{8ers

and Barnes, 2007; and Stanton, 1981).

The study of consumers, Mr. Dean, sir, is a beaubfide of firms and organizations because consisme
expectations and standards change. Thereforeinipierative that the manufacturer or marketer msitige to
these changes. There is also need to know or uaddrsonsumer motivation. The matter of sales dahao
reduced simply to considerations of product exoeke and appropriateness of advertising media and
distribution channels. Human behavior is much mawenplicated than this. Consumers perceive particula
products either as being appropriate or inapprtpt@their needs; they purchase need-satisfyindymts and
reject the others. The intent of motivation reskasdo discover patterns of underlying consumerdseboth at
the conscious and unconscious levels. Such infeomatan provide the manufacturer and advertiseh wit
extremely powerful ammunition for effecting brartthoges and reinforcing brand loyalties (Lars, 2013)

The study of consumers helps improve their margedtrategies by understanding issues such as how:

* The psychology of how consumers think, feel, reasoml select between different alternatives (e.g.,
brands, products);

* The psychology of how the consumer is influencedhlsyor her environment (e.g., culture, family,
signs, media);

* The behavior of consumers while shopping or makimhgr marketing decisions;

* Limitations in consumer knowledge or informationogessing abilities influence decisions and
marketing outcome;

* How consumer motivation and decision strategiefedibetween products that differ in their level of
importance or interest that they entail for theszoner; and

 How marketers can adapt and improve their market@gpaigns and marketing strategies to more
effectively reach the consumer.

As a final benefit, studying consumer behavior $thomnake us better consumers (e.g. by being more
knowledgeable and prudent. The complex area ofwoas behavior does not fall exclusively within the
province of psychology. However, one of the unigoetributions made by the psychologist, howevethés
application of rigorous scientific method to consmmesearch. Psychological methods of inquiry mike
possible to replace speculation about consumervimhaith valid and useful information for produser
distributors, and advertisers. Psychological methoinquiry make it possible to replace specutaidout
consumer behavior with valid and useful informatfon producers, distributors, and advertisers. ©héhe
fundamental problems for the producer which consysmegchology attempts to solve is bringing the piido

the attention of potential consumers, and influegt¢hem to purchase it. Purchase by the consumelves an
element of decision making. The prospective customest decide, on occasion, whether or not to buy a
product or utilize a service without regard for gating brands. This leads us into wisdom and faoily
advertiser and consumer decision making.



4.1. Who is an Advertiser?

An advertiser is anyone who engages in activitesrgd towards presenting to a group a non-persspahsor-
identified message regarding a product or orgaoiza{Sommers and Barnes, 2007). Advertisers are
identifiable and the marketing activity which adissrs engage in thrives on repeat business (Sh20g4).
The foregoing suggests that the advertiser so mabties the consumers of the product(s) that theréder
sells or wants to sell.

In a limited sense, a product is a set of tanggigsical attributes assembled in an identifiablenfolt is a
thing of value. Each product carries a commonlyensithod descriptive (or generic) name, such as oemg
bags, shoes, or tennis racket. In a broad defimitiowever, we may define a product as:

“A set of tangible and intangible attributes, (inding packaging, colour, price, manufacturer’s
prestige, retailer's prestige, and manufacturersidaretailer's services) that leads to customer
satisfaction”(Stanton, 1981, p.161).

The key idea in this definition is that consumes lzuying more than a set of physical attributes.ifstance,
when a travel agent sells a one-month East Afralad&y ticket, he or she is selling not just thekét but also
relaxation, romance, glamour, a chance to meetlpeapd the opportunity for education. In the saraim,

prospective students may choose to come to theelbity of Ibadan (Ul) not just for the Ul certifteabut,

most importantly, for the worth and marketabilifytioat certificate. Thus, wise companies or firral product
benefits rather than just products. It is in thisitext that goods can be said to be psychologiabsls of
personal attributes, goals, and social patternpicalty, we buy products that reinforce our selie or self-
concept; therefore people are shrewd judges of signb

In a way, each one of us is an advertiser of omedipct” or another. It may be a tangible thing @eavice. It
may also be our character, skill, talent, or otiteibute. We human beings value our self-esteearsgmal and
social identities, and other personal attributemsch so that we tend to consciously or unconstyquemote
them in the course of our interactions with peopiea way, these attributes constitute our “psyobigial” or
“social products” which we advertise to the peogéerelate or want to relate with. The centralityadivertising
in our everyday individual and organisational lifesuch that consciously or unconsciously we semrbet
always saying to one another, “I am here. | am géaamn valuable. Buy me. Buy my product, idea, "etc.
(Shenge, 2001).

4.2. Advertising and its discontents

Advertising is one element of the marketing functamd could be defined as a process of informihgrstof
the existence and availability of a product or Egrv The Advertising Practitioners Council of Nige
APCON (1993), defines advertising as "a form of owmication through media about products, service(s)
ideas paid for by an identifiable sponsor. Ehigied Babalola (1995) define advertising as any fafm
presentation of ideas about goods and serviced fpaby an identified sponsor with predominant agenedia
of communication. According to Shenge (1996), atilsiag is a process of informing others of theseamce
and availability of a product or service. Perréand McCarthy (1996) define advertising as anyl ffarm of
non-personal presentation of ideas, goods, orcs\by an identified sponsor.

Advertising is one important element of the mamgtiunction that sustains an organisation by manaigfyor
changing attitudes or behaviour of the recipieMhat advertising does is to fit in with and suppdainthe
internal and external motivational influence ofraquct (Shenge, 2001). Advertising plays an impurtale in
the present day’s socio-economic world. This iglenced by the ever-increasing number of advereéses
that come out everyday and the huge amounts of ynpaeple spend on advertising. As a matter of, fact
advertising has come to be so effective that etgearitics are completely certain about its effestiess. Some
experts believe that advertising can make peopleltht the advertiser wants them to do, whether sk it
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or not and even if it is not in their interest (Wacher, 1984). Critics of advertising are so aiartof

advertising's power that they believe it shouldcbebed through government regulation or advertssf-

restraint if consumers are to be protected frorfnfarmation processing in advertising is the dtgithat links

the various external influences and marketing prestto the consumer's decision process. Infoomas the
raw material for a decision. The recipient of atbimation receives information, processes it, alids some,
stores some, combines new information with old;tallcome up with solutions to problems in the foomn
decisions. Advertising managers and practitiomeestherefore quite interested in how consumersaadeert
information, what makes them pay attention to hiywt is given a particular interpretation, and hibve stored
in memory.

Quite often, advert information processing takex@lat a very low level of consumer involvementatfTis,
consumers process substantial amounts of informatithout conscious effort or even awareness. rinéion
thus processed can have substantial effects oreguést behaviour. Thus, the basic goal of advedisind
marketing strategies with respect to attitudestake one or a combination of three forms:

a) To maintain present attitudes;

b) To change attitudes; and

c) To create new attitudes.

With its focus on attitude change and behaviour iffcadion, advertising relies heavily on psycholoai
techniques to achieve results. The psychosociarméants of advertising’'s effectiveness includterdion,
interest, and desire. This is followed by actiohdigge, 2001).

Criticisms of marketing generally and advertisiragtizularly focus largely on two areatheir “excesses"and
their "expertness”. Excesses are about purposefully shoddy objemtienproducts, inadequate warranties,
deceptive or objectionable advertising, misleagiagkaging, and questionable selling practices, gnotimers.
These are the basis of what is broadly referrexstconsumerism”, or "consumer movement".

"Expertness" refers to the special ways marketimgy &y extension, advertising approaches consu(tas,
1989). Advertisers define consumer needs or wianterms of products and their functional attrilsut8ut
they also think of how products perform in termscohsumers’ psychological and psychosocial needs an
wishes. These tend to be complex, subtle, and pukafile. Individuals often do not perceive anychés
particular products until they have been persudsieeposed to the possibility of having them. lmsrketing
and advertising experts who expertly do the peisnaghus the height of the criticism of, and disiemt
about, advertising is that:

“When an expert takes on an amateur, especiallynwheney is
involved, the general feeling is that it is unfair

It is on this basis of actual and perceived urgeictices of advertisers that even businessmemvanten often
hold advertising in deep suspicion. It is widelysgected of trying, with all the intelligence, teology, and
cunning it can command, to get people to want wheg do not need, of over-promising and exaggegatinat
can be delivered. Further, and worst of all, adsiag exploits people's vulnerabilities by gettthgm to value,
want, and expect the unattainable and undesirable.

It is suggested, based on the foregoing, that &direy has both functional and dysfunctional effethe trade-
off between which is difficult to make. This isdecision dilemma. For instance, if a particular extiging
programme, is shown to have satisfied one millionstimers, distracted 500,000, and increased tegdtion
of 300,000, would its net effect on society be tiegeor positive? Your guess is as good as mine.

Mr. Dean, Psychologists help advertisers to creffiective advertisements. However, psychologisés raot
accomplices in the alleged excesses of advertidédns. is because ethical guidelines for the psyagiet

11



engaged in any endeavour are spelt out ratherlgleapsychologists’ professional associations,eesgly in
developed countries, such as the USA, Canada, lamdUK. For instance, the American Psychological
Association in its publication on Ethical Standanfi®sychologists states that:

“The psychologist's ultimate allegiance is to stgj@nd his professional
behaviour should demonstrate an awareness ofdtialsresponsibilities.
The welfare of the profession and of the individusichologist are clearly

subordinate to the welfare of the public.”

4.3. Who is a Consumer?

A consumer is an individual or household that comssi goods and services generated within the ecanomy
Every individual is a consumer of one product asther. But consumers do not necessarily influenocehase
repeatability directly, but through their pattemmdastrength of consumption, they indirectly inflaenwhat is
bought and how much is bought. Consumers areréiffated from customers. A customer is an indiglcbr
organization involved in making purchase and condion decisions. Ehigie (2006) views a customeo als
someone who receives the products or services ofganization. The fact that a customer makes aopsan
decisions does not necessarily mean that he amskebe the one to consume the products he orwsbbased
(Sommers and Barnes, 2007). But there are customterare also consumers of the products they paecha

A distinction has been made between ultimate coessiand industrial users. Ultimate consumers bulyoan
use products or services for their own personal Tikey are satisfying strictly nonbuisness wants eney
constitute what is called the “consumer marketdustrial users are business, industrial, or insbibal

organizations who buy products or services to ustheir own businesses or make other products. sbhe
criterion in making this distinction is the readonbuying (Stanton, 1981; Bovee and Thill, 1992).

5. Wisdom and folly in advertiser and consunredecision making

Rationality or “wisdom” is often defined as choasithe option that has the highest expected valuengm
those potentially open to us. Perhaps not sungii our decision-making can be affected by howcimu
attention we pay to it. In a number of ways, thisravisdom and folly in advertising and consumerisiea
making. Some discussions on advertising and consdawsion making show wisdom and folly. For instan
aadvertisers:

a) Budget huge sums of money for their advertising gaigns which they prosecute aggressively and
decisively, but some advertisers do not carefullgate the successes of their advertising campgaign

b) Have rightly explored multiple measures for measyriadvertisement efficacy. However, many
advertisers rely on ‘outcome’ measures such adlreveareness, attitudes and purchase intentions in
examining the effects of commercial repetition. t Blese outcome measures, individually and in
combination, do not equate actual purchase behaviou

c) Sometimes wrongly view increase in sales as neglsba&ing evidence of successes of advertising
campaigns. Hence they spend more money on theipaigms based on the perceived success of
advertising. But they fail to realize that certperiods (of the new) or situations may usher imeases
in sales which may not be necessarily associatédspecific advertising campaigns.

d) Frequently depend more on their intuitions thansoientific evidence provided by experts such as
psychologists.
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e. May aim to influence the mind of the consumer tochase advertised product. However, the cost of his
advertising campaign may turn out to be way too muelative to actual sales revenue. Advertisers
often desire repeated advertising exposures whigplies increased advertising costs. In reality,
however, they maintain tight advertising budgets are hesitant to adequately pay for long ancheri
periods of their advertising exposure.

f. Consumers also buy products based essentiallytmmaé considerations (such as price and product’s
attributes), but they sometimes end up not deriggtgsfaction from consuming the product.

g. Both advertisers and consumers have their persandl psychological attributes (perceptions,
personality, attitudes and motivations. Sometimuasirtdecisions are unduly influenced by these
attributes and they take decisions that are deemational. Therefore, it is important to consider
advertiser and consumer attributes in theory amdtige. The useful fallout lesson is that planning,
information and caution are needed in most decssion

6. Advertisers’ and consumers’ decision dilemas

Most decisions come with dilemmas, Mr. Dean, sidvértising and consumer decisions are no exceptions
There are trade-offs. For instance, an advertiser decide to keep a product that is not very pabfé simply
because such product is maintaining the loyaltgusitomers patronize other profitable products niackéy
that advertiser.

Consumers may be in a dilemma to choose low-ppeeducts and forgo maximum satisfaction or choagk h
priced products and achieve maximum satisfactiamgn@ive dissonance is one of the most challenfpmgs

of decision dilemmas that consumers face. An déisgseaquirement for making an effective, objectimeeven
understanding the true dimensions of a problendesjaate, accurate information. The only means t#ioing
information is communication. Good advertising aodnsumer decisions are those taken on holistic
considerations (Higgins, 1991). For effective atiggrg and consumer decision making, adequate nmdton
about products needed to be provided by markeDers.of the major sources of this information iseatlging.

7.  Some advertising-related factors influencing adversing response and consumer behaviour

Advertising literature is replete with findings treanumber of advertising-related factors influeadeertising
response and consumer behavior. These factorsdmdlemporal spacing between advertisements, gender,
emotions and persuasive strategies, etc. Some ofatfiables are discussed as follows:

Temporal spacing and advertisement exposure®elch (1981b) has noted with concern the unwitiegs of
most advertising researchers to consider the sff#anessage repetition on advertising. This umgihess, he
said, has necessitated the basing of most adwegrteffects on single-exposure investigation. In @2 x 3
between subjects laboratory experimental desigh ¢basidered repeated commercials (appearing 8stime
within thirty minutes interval) and unrepeated coencmls (those appearing 3 times within thirty niéasu
interval), Belch (1981b) found subjects in the apd commercials to have scored far higher in reval
liking of product. There were, however, no sigrafit differences between repeated commercial ssbgead
unrepeated commercial subjects with regard toudtittowards, and intention to try, advertised pobdu
However, commercial efficacy in Belch’'s (1981b) waimilarly consisted of attitude, recall, intemti@and
likeness.

Research (Sahni, 2013) has demonstrated empiritiadly temporal spacing between advertisement (ad)
exposures have significant effect on a consumecsin of whether to purchase the advertised mtodiu his
study, Sahni created an individual level data-se&h wxogenous variation in the spacing and intgnetft
advertisements by running online field experimeihisthese experiments, exposure to ads was raneédmiz
across individuals and over time. His findings shdwhat at a purchase occasion, the likelihood mduct's
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purchase increased if its past ads were spread gther than bunched together, even if spreadpagt aof
advertisements involved shifting some ads away ftbenpurchase occasion. These findings suggestithat
certain situations, advertisers might be harmiregrtadvertising campaigns with intensive advertisets that
are poorly spaced. In an experimental evaluatiopeofuasive mechanisms and television commerdiahey,
Shenge (1996) found repeated advertisements tagbhdicantly more efficacious than single preseiotas.
Sternthal and Leavitt (1976) in a unique explamatbrepetition, hinged the effect of commerciglegtion on
“weak effects” hypothesis in which they argued ttie effect of any one exposure is slight, and oy
substantial levels of repetition ‘ingrain a stimain the mind.’

Shenge (1999) conducted an experimental study e@rréguency of presentation of television advemtiset
and its effect on television commercial efficacye Fbund that repetition of TV commercials was more
efficacious than singular presentation of TV conuiads. Sahni's (2013) findings reported above ddé no
support Shenge’s (1999) results. Perhaps the élifées in the attributes of samples and sampleaszeunted
for the differences in the findings of these twadss.

In another study, Shenge (2001) examined adveréisermpresentation frequency, type of stimulus and
information source as psychological strategiesnfanaging TV commercial efficacy. A total of 80 randy
selected secondary school students were used istuldg. In a 2x2x2 factorial design, 8 advert pseeere
designed to reflect the independent variable. Reslitained using ANOVA showed significant maireetfof
each of the independent variables on the dependmmable. Except for the interaction effect between
presentation frequency and information sourceptders hypotheses were significant. It was sugdettat
advertisement practitioners should repeat theirsagss, use familiar stimuli (if and when necessaagyl
perceived credible sources.

The issue of whether frequently and infrequentlgspnted advertisements influence product triaintraas
differently was examined by Shenge (2008)he study was an independent group design, invglvi0
undergraduates of a Nigerian university aged batvi€eand 34 years. Participants were made up ofri8s
and 240 females equally distributed among two iedepnt groups, namely, frequently presented and
infrequently presented ad groups. Participantddth groups watched a 24-minute video which coethin
advertisement (ad) slots for a new insecticide.qieat presentation had 8 slots of ad while infreque
presentation had 3 slots. It was found, followimgiadependent t test analysis, that frequentlygoresl ads
more significantly influenced product trial intemrtis of participants. These findings further corralbed some
earlier findings that repetition of advertisemerdsild be beneficial to advertisers.

In contrast to this incremental theory of associgtiPeirce (1991) has suggested that a “strongtsffe
hypothesis is more appropriate to order the finglioffield research on the effects of advertisifiige strong
effects hypothesis suggests that the effectiveaesdficacy of a commercial depends on the eveotsiming
during the first few exposures to it. Though geeabnsideration is possible with further repetitipinhibiting
factors operating in the communication processnofteevents it. In the view of Appel (1994), asetgon
progresses, recall of commercials initially ince=aand then drops. This view of Appel (1994) partformed
this research’s adoption of two different frequemates for commercial presentation. The aim wagite
room for comparison of repeatedly presented comialerand unrepeatedly presented commercials.

Gender: Gender plays a key role in advertising and itea@ffSome advertisers prefer a particular gender fo
their advertisements; others do not have prefeeniiso, the appeal (including sex appeal) thaeradle
model may generate in the mind of viewers may meothe same with that of a male model. This is foteat
individuals young and old can learn a great deahfthe ways in which men and women and boys arnsl ajie
depicted in the media. Alongside other socializimifuences such as family and peers, the media fozip
perceptions of gender roles, and can shape thevioeing that stem from those perceptions (Schag@t3).

14



Scharrer (2013) reviewed evidence from contentyaimalesearch to determine the most prevalentrpatia

gender representations in the media, with particalaphasis on television, video games, advertisamgl

magazine content. Themes that emerged pointed nepdesentation of women in the media. Other depisti
included physical appearance, domestic roles, aofegsional roles. In doing so, the topics of gerdée

socialization and body image disturbance were dsed. The research confirms the general beliefgiader
is a significant factor in advertisng, and shoutdsb recognized by advertisers.

Emotions and persuasive strategiesPrior research in psychology and marketing indisghat consumers’
negative emotions will impact their information pessing, and the results vary according to typesegétive
emotions. In their study that tested the effectmbtions advertisement information processing, igudong,
Zhang, and Zhang (2012) found that negative ematifected advertisement processing negatively.iétarl
Shenge (1996) experimentally evaluated the impdcipersuasive mechanisms (presentation frequency,
information source credibility on television commiat efficacy. He found that repetition, familiariand
source credibility were more efficacious than senglesentation, and source non credibility. Foritkeraction
effects, presentation and type of stimulus, typstwhulus and information source as well as pregmmt, type
of stimulus, and information source interacted iigently to improve commercial efficacy. These gagted
that multiple uses of persuasive mechanisms aeetefé in television advertising but never absofutdictors
of choice behavior.

Personality and attitudes: Advertisers have long embraced personality agisuals key variables of interest in
advertising and consumer research. Shenge andd@aljaD03) conducted a study designed to investitia
effects of self-esteem (a personality variable) i#indss vulnerability on perception of quality ‘@iure” water.
They reported that self-esteem and iliness vulnigaimdividually affected people’s perception gtiality of
pure water. Based on this finding, the authors ssggl that “pure” water producers and marketers nee
improve the quality and hygiene of their water. Togic here is that many individuals don'’t just blpure”
water. They go for the quality and brand of “puvedter that is hygienic and boosts (or at leastdnwinish)
their self-esteem.

Shenge (2006) conducted another study on prodpctsiotion patterns and their effects on consumers’
purchase intentions, brand loyalty and attitudeneli randomly selected social science undergrasustéhe
University of Ibadan participated in the study. tRgrants were randomly assigned to three new Qmla-
television promotions, namely, dream trip; open ama and collect and win. The study was set inlthenan
laboratory of the university's Psychology Departtné&ollowing timed viewing of the product's pronumis on
television, participants completed a structuredstjaenaire that tapped information on four key aremmely,
socio-demographics, consumer attitude, purchasations and brand loyalty. A one-way analysis afarece
tested each of three hypotheses. Result showedthbed was no significant difference in the purehas
intentions of participants exposed to Coca-Colanag®d win, and collect and win promotions. Simytiathere
was no significant difference in the brand loyalfyparticipants exposed to the Coca-Cola dreanptgmotion
and participants exposed to the Coca-Cola colledtvein promotions. Findings of the study were désad in
line with conceptual and practical trends involvingthe subject areas investigated.

The need to validly and reliably measure commesititacy is a pressing one to advertisers. Thiseisause
advertisers need to properly channel their time @thér resources. The instruments they use museée to

be valid and reliable. In a bid to deal with thisatenge, Ehigie and Shenge (1996) developed & $oal
measuring television commercial efficacy. Theirdstwitilized a factorial design and subjects wer® 12
randomly selected undergraduates of the Universityagos, Nigeria. Their average age was 22.2 years
Commercial efficacy consisted of advertised prodofdrmation, attitudes toward using a product,jsats’
intention to try advertised product, and likenessddvertised product. The scale was valid analkdi with
least and highest item-total correlation for eadhth® efficacy components standing above .32 arid .6
respectively and standardized coefficient alphastarh of the efficacy components standing above .74
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Meaningfulness, price of product, and country of poduction: Advertising and consumer psychology
literature is replete with findings that show tlifeet of meaningfulness of advertisement, pricemiduct, and
country of production on advertising decisions andsumer behaviour. Shenge (2001) conducted shaty t
empirically determined the factors that could iny@ol'V commercial efficacy. In the study, epetitioh
commercial and meaningfulness, together with paing country of production were considered as indgpet
variables. Commercial efficacy served as dependarmidble and was defined as the summation of aestlibj
scores on recall of advertised product informatiod attitude towards, intention to try, and likmfg advertised
product. A factorial design involving purposely-ggged TV commercials to accommodate the independent
variables was employed while a total of 480 (24flevand 240 female) randomly drawn undergraduages w
used. Participants were and randomly assigned @o2th experimental cells where they watched the TV
commercials. Standardized instruments were weecheasure recall of advertised product information
attitude towards, intention to try, and liking tife advertised product.

The product advertised was a fictitious produchdraamed “Antisect” insecticide. Using AnalysisM#riance
(ANOVA), regression analysis and partial correlatgtatistics to analyze results, it was found tHatthe main
ANOVA results, repeated presentation, F(1,456)=456. P<.001 and meaningful commercials,
F(1,456)=94.43; P<.001 were more efficacious tharepeated presentation and less meaningful comaterci
For the interaction effects, repetition and meafuimgss F(1,456)=21.32; P<.01; price and country of
production F(2,456)=59.39; P<.001; repetition, niegiulness and price F(1,456)=28.05; P<.01; reijpetjt
meaningfulness and country of production F(2,458)85P<.05 and; repetition, meaningfulness, pricd a
country of production F(2,456)=18.28; P<.01 sigrafitly determined TV commercial efficacy. Repetitiof
commercial and, the interaction of repetition, megfuiness and price significantly affected recafi
advertised product information, liking of, intentido try, and attitude towards, the advertised pebd The
joint prediction of repetition, meaningfulness,gariand country of production on TV commercial eftig¢ was
significant (R = 0.37, F=69.20; P<.001) with country of produsti=0.54; P<.01) contributing the most,
followed by repetition{=0.19;P<.01), meaningfulneg3=0.14;P<.01) and pricg€ 0.14; P<.01).

The implication of these findings is that repeadmd meaningful TV commercial presentation improv¥s
commercial efficacy and therefore calls for TV coergial planning, funding and skills training. Fhatmore,
product price and country of production are as ingra as meaning and frequency of presentatiornén t
creation, presentation and efficacy of commercibite findings further implied that attitudinal abehavioural
change programmes are needed to correct Nigerthggjed preference for high-price imported produdts.
was also recommended that combined TV commerciadaely measures are more workable than single
measures. Tables 1-4 illustrate some of the esfithis study.
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TABLE 1: SUMMARY OF 2x2x2x3 ANOVA AND ANCOVA SHOWIN G THE EFFECTS OF REPETITION,
MEANINGFULLNESS, PRICE AND COUNTRY OF PRODUCTION ON TV COMMERCIAL EFFICACY.

SOURCE ss DF MS F P
RECALL ABILITY 327.87 1 327.87 4.46 <. 05
(COVARIATE)

REPETITION (A) 11593.50 1 11593.50 156.41 <.001
(10701.20) 1) (1071.20 (145.62)

MEANINGFULNESS (B) 6999.77 1 6999.77 94.43 <. 001
(7230.44) 1) (7230.44) (98.28)

PRICE (C) 6228.00 1 6228.00 84.02 <. 001
(6147.44) 1) (6147.44) (83.56)

COUNTRY OF 256546.6 2 1282733 1730.51 <.001

PRODUCTION (D) (256873.3) @) (128436.7) (1745.85)

AXB 1580.50 1 1580.50 2132 <. 01
(1723.55) 1) (1723.55) (23.43)

AxC 1150.10 1 1150.10 1552 <. 01
(1088.09) 1) (1088.09) (14.79)

AXD 910.08 2 455.04 6.14 <. 05
(840.83) ) (420.42) (5.72)

BxC 3333.80 1 3333.80 44.98 <. 001
(3444.46) 1) (3444.46) (46.82)

BxD 242559 2 1212.79 16.36 <. 01
(2481.68) ) (1240.84) (16.87)

CxD 8803.90 2 4401.95 59.39 <.001
(8675.81) ) (4337.90) (58.97)

AXBxC 2079.17 1 2079.17 28.05 <. 01
(2108.03) 1) (2108.03) (28.66)

AXBxD 812.08 2 406.04 5.49 <. 05
(912.83) @) (456.42) (6.20)

AXCxD 157.03 2 7852 1.06 N.S
(153.25) @) (76.62) (1.04)

BxCxD 891.75 2 44588 6.015 <. 05
(999.81) @) (499.90) (6.80)

AXBXCxD 2710.21 2 1355.11 18.28 <. 01
(2967.42) @) (1483.71) (20.17)

ERROR 33800.85 456 74.13
(33472.98) (455) | (73.57)

TOTAL 340022.90 479 709.86

N.S=Not significantNote: ANCOVA results are presented in parentheses.
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TABLE 2

SUMMARY OF MEANS OF TV COMMERCIAL EFFICACY SCORES A S DETERMINED
BY REPETITION, MEANINGFULNESS, PRICE AND COUNTRY OF PRODUCTION.

Repeated Unrepeated X

Country Meaningful Less Meaningful Meaningful LessMeaningful | Overall

High | Low | High | Low | High | Low | High | Low

Nigeria 134.00| 98.55| 102.1p 89.4% 102.30 94.80 SM03.81.60 | 100.83

Ghana 92.20 79.40f 77.20 8460 76.20 77.60 7720 8077.80.27

England | 152.40| 141.4% 137.15 139.55 137/95 128.4P0.40 | 132.70, 136.25

Overall 126.20| 106.46 105.50 104.63 105,48 10Q.200.3 | 97.37 | 105.78

TABLE 3

LSD MULTIPLE COMPARISON SHOWING THE EFFECTS OF COMM ERCIAL
REPETITION AND COMMERCIAL MEANINGFULNESS ON TV COMM ERCIAL
EFFICACY

Variables X 1 2 3 4

1 | Repeated presentation/meaningful comme 116.3: -

2 | Unrepeate presentation/meaningful commer: | 102.9: 13.40* | -

3 | Repeated presentation/less meanin 105.07 11.26* | 2.14** | -
commercial

4 | Unrepeated presentation/less meanin 98.8i 17.46* | 4.06** | 6.20* | -
commercial

*P<.01; ** P<.05
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TABLE 4

MULTIPLE REGRESSION AND PARTIALCORRELATION ANALYSE S
ON TV COMMERCIAL EFFICACY AS DETERMINED BY COMMERCI AL
REPETITION, COMMERCIAL MEANINGFULNESS, PRODUCT PRIC E
AND PRODUCT’'S COUNTRY OF PRODUCITON.

Predictors B Partial f F Partial P
Correlation

Repetition 0.19 0.33 117.07| 0.23 <.001

Meaningfulness 0.14 0.35 85.37 0.18 <.001

Price 0.14 0.37 69.19 0.17 <.001

Country of Production 0.54 0.30 200.16 0.56 <.001

R=0.61

R°=0.37

8.1. Organizational decision making processes

Decision making can be defined as the processeabloofght and action that culminate in choice behavio
(Odumosu, 2006). Decisions typically concern chmibetween more than one possible course of ad&mn.
many people, consumption involves frequent decgsi@ome are perhaps made automatically, so it éas b
argued that the whole notion of deliberate, consichoice has been taken too seriously by psyclstéognd
economists. Other people argue that understandavg dhecisions (conscious or otherwise) are made by
consumers, and how they might be improved, is atuti enhancing the performance of firms and even
national economies (Odumosu, 2006). Individuald gnoups make decisions and these decisions have
advantages and disadvantages. The processes gf gral individual decision making also share some
similarities. Although the focus of this discussssentially on individual decision making, | walso discuss
organizational decision making process so as t@lout some areas of similarities and differences.

Diverse bodies of literatures make use of “decisi@king” and “problem solving’ in many different y&a In a
number of cases, decision making is viewed as aetulf problem, with decision making dealing ess#t
with evaluation and choice from a set of alterregjvand problem solving dealing with the whole psscof
problem formation, alternative generation, and nmfation processing which culminates in the choice
(Odumosu, 2006). In other cases, problem solvingpissidered a subset of decision making, sincel@mb
solving typically deals with simple situations thaften have correct solutions, while decision engasses
broader, more important context. Judgment is a ikeyedient in decision making or problem solving.
Together, decision making, problem solving, andjjadnt imply both thought and action (Odumosu, 2006)

8.2. Types of Decisions and Decision Makingo@ditions
Griffin (1992) identified two types of decisionshdse are programmed and nonprogrammed. They are
discussed as follows:

a. Programmed decisions: These are fairly structuredaurs with some frequency (or both).

b. Nonprogrammed decision: These are relatively unogirad and occur much less often.

Most, if not all, nonprogrammed decisions are gdatniquely and very carefully.

Griffin (1992) also identifies three decision-makiconditions. These include:
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a) Decision making under certaintyThe decision maker knows with reasonable certawhat the
alternatives are and what conditions are associattll each alternative. Few organizational or
individual decisions are made under conditionseofainty.

b) Decision making under riskfhis is a more common decision making conditiondé&f this condition,
availability of each alternative and its potenfmyoff and costs are all associated with probabilit
estimates. The outcomes are not certain, but tlodapilities of various outcomes are known.
Probability is a chance factor. It ranges from Q.to

c) Decision making under uncertaintylost major contemporary organizations’ decisioresdone under a
state of uncertainty. Not all the alternatives mnewn. Also, not all the risks associated with each
alternative or the likely consequences of eachiradtere are known. Complexity, dynamism and novelty
are largely responsible for high level of uncemginProbability of potential outcomes can't be

determined.
The decision maket
faces conditions of
!
Certainty Risk Uncertainty
— —
Level of ambiguity and chances of making bad decisn —
Lower Moderate Higher

Fig. 1: Decision- making conditions (Source: GniffR.W., 1992).

8.3. Decision Making Models

In the opinion of Higgins (1991), it is not in altuations that decisions are made based on Igiavere to be
so, all decisions would prove to be successful. Gones, decisions are made with little consideratay logic
and rationality. It is estimated that American camigs use rational decision making technique less 20
percent of the time. And even when organizatiopgdrbe logical, they sometimes fail. Sometimesemwla
decision is made with little regard for logic, @rcstill turn out to be correct. A key ingredienthiow these
forces work is the administrative aspect of decisitaking. The administrative model reflects thaggestive
considerations. Other behavioural aspects inghadiéical forces, intuition and escalation of conimment, risk
propensity, and ethics (Higgins, 1991).

According to Higgins (1991), decision making in @amganization seems to occur according to two ppeici
behavior models: the economic (classical) and tmei@istrative.
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The Economic Model: This revolves around a rational systematic petsgecTypically, economic decisions
are viewed as being synonymous with rationalitywesdom.’

Assumptions of Economic Model

Objectives are known and agreed upon;

The existence of the problem is recognized andatare has been identified;

The consequences of implementing each alternateseeatain or a probability may be assigned to gach
Criteria for best decision are agreed upon. Bestradtive is arrived at based on these criteria,
Managers are rational; they make decisions thatoptimize the attainment of the decision’s objeeti
and

6. Managers have complete knowledge of the situation.

Al A

The Administrative Model: This model focuses on the psychological and irtesgnal aspects of decision
making. Higgins (1991) has noted that the admiaiste model was for many years believed to be thg w
decisions were actually made. Research by Herbe&i®on (Nobel Laureate in Economics) and James G.
March culminated in the administrative model. HelS#mon was one of the first to recognize that sleais are
not always made with rationality and logic. Hiswiés that, rather than prescribing how decisionsus be
made, we should describe how decisions are actoalye. Simon, March and others revealed that aecisi
making is often dominated by non-rational sociadl golitical processes. These researchers foundtiieat
assumptions under which decisions are made acgptdithe economic model do not conform with reality
suggests that decision makers are restricted idebesion process and must settle for somethirgyttes ideal
solution. For instance, an administrator may ded¢adhire a less qualified candidate for a job csd above
gualified candidates for administrative reasonshsas loyalty, family relationships, and reciprocifijhe
administrative model is based on the concept iledtby Simon as “bounded rationality.”

Another important part of the administrative modlsatisficing. This concept suggests that ratiman t
conducting an exhaustive search for the best pessiternative, decision makers tend to search onty they
identify an alternative that meets some minimunmadad of sufficiency. Due to the inherent imperifas of
information, bounded rationality, and satisficitige decisions made by a manager may or may ncalbche

in the best interests of the organization. Bothdlassical and administrative models can be usemhderstand
how managers make decisions. The classical modpteiscriptive: it explains how managers can attleas
attempt to be more rational and logical in approtchiecisions. The administrative model can be used
inherent biases and limitations.

Studies on decision making have now shown thaathmeinistrative approach is the more realistic @f tio.
People simply do not make decisions in a striclyonal manner. Rather, various types of psycholgand
interpersonal factors such as perception, attitjuidesdships greatly affect the process.

Assumptions of Administrative Model

1. Objectives of the decision are often vague, catirfigcand not agreed upon;

2. Often managers do not recognize that a problentsexis

3. Managers do not go through the identification psscand therefore solve the wrong conceptualization

of the problem;

4. Decision makers and problem solvers solve modetbeaf world. These models never encompass all
the variables, facts, or relationships involvedthie actual problem. Rationality if applied at a,
applied only to a part of the total problem;

Limited knowledge of the situation. As such onliee of the possible alternatives are considered,
Managers don’t often seek the best decision, biy the decision that improves, or satisfies, their
situation, and one that the time constraints viidva them to make;

7. Alternatives are not evaluated based on criteaat Bxperience is often the basis for making decssi
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8.

9.

The decision-making process, especially in the dnidévels of the organizations, is greatly affedvgd
social relationships;
Decisions often occur in a series of small steps.

Administrative decisions are associated with ioadility, ‘foolishness’ or “folly.’

When faced with a * Use incomplete and ...and end up with a
decision situation, imperfect decision that may not
managers actually.... - information serve the interests

* Areconstrained by | _, | of the organization
bounded rationality

 Tend to satisfice

8.4.

8.5.

Fig. 2: Diagrammatic illustration of the adminiastive model of decision making (Adapted from
Higgins, 1991)

Other Behavioural Factors Influencing Desions (Rational and Non-rational)
Political forces(such as coalitions) in decision making: Coalitis@n alliance of individuals or groups
formed to achieve a common goal. This common gealfien a preferred decision alternative. The
impact of coalitions can be either positive or niega Managers must, therefore, recognize when and
how to use coalitions, and in the best intereste®brganization.
Intuition and escalation of commitmemtuition is an innate belief about something with conscious
consideration. This might be based on years of iexpee in doing similar things. Escalation of
commitment is a situation in which decision makeake decisions and become so committed to the
course of action suggested by that decision evesnvithappears to have been wrong. Managers seek
retrospectively to find reasons why they “did thght thing.” This borders on ego or dignity.
Risk propensityThis is the extent to which a decision maker idimglto gamble in a decision. Some
managers are cautious about every decision theg.n@kmbling might put off or lead to losses.
Ethics and decision makingndividual ethics are personal beliefs about righd wrong behavior.
Ethics are clearly related to decision making ichsways as prudence, fairplay, obedience, morality.

Decision-Making Styles

People are different in the way they go about n@klacisions, and the same person may make decisions
different ways in different circumstances. Arroll878) identified six decision-making styles.

a)
b)
c)
d)
e)

)

No thought

Compliant with expectations from outside

Logical, careful, objective evaluation of alternat
Emotional decision made on the basis of wantskesli
Intuitive — the decision simply seemed right aneVitable
Hesitant: Slow and difficult to feel committed.

Arroba (1978) further found that:

The logical style was much more often used for wetlted decisions than for personal ones;
The “no thought” style was used for unimportantisieas than others;
The emotional style was used for quite importamisiens;
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- The intuitive style was used for every importantiden;

- Overall, the logical style is most frequently uséalowed by no thought. Emotional is the third mos
frequently used style; and,

- The more important and irreversible decisions bexotime more likely people are to adopt a logical
approach, especially where they expect to be lesdansible for the decision (McAllister, Mitchefich
Beach, 1979).

9. Consumers’ decision making process

With specific reference to consumer decision makihgre is a logical, five-stage process (or gdrrergine)
that consumers often go through (Berkman, Lindgaistl Sirgy, 1996).. This process consists of:
Recognition of an unsatisfied need

Identification of alternative ways of reducing tems, i.e. achieving satisfaction

Evaluation of alternatives

Purchase decision

Postpurchase behavior

Al A

Recognition of an unsatisfied neéithe process starts when an unsatisfied need (matieates inner tension.
Once the need has been recognized, often consilr@ensne aware of conflicting motives or competitiges

for their scarce resources of time or money. A @ersiust resolve these conflicts before proceeding.
Otherwise, the buying process stops at this point.

Identification of AlternativesOnce a need has been recognized, both produdbrand alternatives must be
identified. The search for alternatives, and théhoes used in the search, are influenced by switbrfaas: 1)
what the time and money costs are; how much infoomahe consumer already has from past experiande
other sources; and 3) the amount of the perceigkdfra wrong selection is made.

Evaluation of AlternativesOnce all the reasonable alternatives have beemtifidd, the consumer must
evaluate each one preparatory to making a puratesision. The criteria consumers use in their eatadas
include past experience and attitudes toward varlmands. Consumers also use the opinion of menabers
their families and other reference groups as gimdslin these evaluations.

Purchase decisiondfter searching and evaluating, the consumer aiespoint decides whether or not to buy.
If the decision is to buy, the buyer must makergesef decisions regarding brand, price, stor&uo and so
on. Anything marketers can do to simplify decisroaking will be attractive to buyers, because mestpte
find it very hard to make a decision. To do a battarketing job in this stage of the buying procesarketers
need to know answers to many questions regardingueoers’ shopping behavior.

Once the process has commenced, potential buyerittadraw at any stage prior to the actual purehasd
some stages can be skipped. In certain buyingtsitg such as first-time purchase of a produdiwying a
high-priced, infrequently purchased articles, altstage approach is likely to be used. For mawgyrcts the
purchasing behavior is a routine affair in whicte throused need is satisfied in the usual manner by
repurchasing the same brand That is, previousami@ment in learning experiences leads directlipuging
response-act, and thus the second and third stagdsyepassed. However, if something changes apphgc
(price, product, services), buyers may reopen the decision process and consider alternative Izamd
products.

Postpurchase BehaviourA buyer’s feelings after the sale are also sigaift for a marketer. They can
influence repeat sales and what the buyer tellsrstabout the product. Typically buyers experiesacme
postpurchase anxieties in all but routine purchalsesn Festinger refers to this state of anxietga@gnitive
dissonance. Festinger theorizes that people dmivanternal harmony, consistency, or congruity agnaheir
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“cognitions” (knowledge, attitudes, beliefs, valueAny inconsistency in these cognitions is called
“dissonance.” Postpurchase cognitive dissonancersdoecause each of the alternatives considerethdy
consumer usually has both advantages and limiwtidhus, when the purchase decision is finally méue
selected alternative has some drawbacks, whiledjeeted alternatives each possess some attrdetigres.
That is, negative aspects of the item selected, tardpositive qualities of the rejected producteate
dissonance in the consumer.

Festinger (1957) developed some hypotheses abeunténsity of cognitive dissonance. Dissonancecages
as: 1) the naira value of the purchase increagabgZelative attractiveness of unselected altaresincreases;
and 3) the relative importance of the decisionaases (buying a house or car creates more dissotiazc
buying biscuit.

To restore internal harmony and minimize discomfpgople will try to reduce their postpurchase atigs.
Thus they are likely to avoid information (suchaalvertisement for the rejected items) that is likelincrease
dissonance. They may change their opinions, or thay seek increased amounts of consonant informatio
Prior to making the purchase, they may shop aroguite a bit, especially for high-priced, infrequgnt
purchased articles. In this way they seek to awoithinimize postdecision dissonance by spendingertiore

in predecision evaluations.

Some useful generalizations, Mr. Dean, sir, cambde from the theory of cognitive dissonance. kan®le,
in their advertising or personal selling, anythgadiers can do to reassure buyers, by stressingablesfeatures
of a product, reduce dissonance. This reductiohreithforce consumers and increase the likelihobtepeat
purchases. When the product in question is experaid infrequently purchased, the sellers’ postsateice
programme can be a significant factor in reduciisga@hance.

10. Consumer decision making process and ttieeory of consumer behaviour

Some notable attempts have been made in the pfstialate a comprehensive theory of buyer behaviao
models described by Stanton (1981) and BerkmamdLiist (1996) are discussed here briefly.

The Howard-Sheth Theory: This is based on the assumption that 1) buyirgy riational exercise in problem
solving and 2) consumer behavior is systematic @aodlom). Thus it is caused by inputs (stimuli) aesllts in
outputs (buying behavior). The theory is an attetotescribe what occurs between the inputs anoutaitThe
summary of the theory is that much buying is répeti When confronted with a repetitive brand-cleoic
decision, consumers tend to simplify their tasksbyring relevant information and establishing atireuin
decision process. The elements in this brand-chdeogsion are 1) a set of motives, 2) alternativeiaes of
products and brands (called the evoked set), ad@éd3$ion mediator. Decision mediators are a setlle that
buyers use to match their motives and the alteresifior satisfying these motives.

Buyers who are satisfied with their brand choioggent those choices in future purchases. The bulyas
strives to develop a routine, to reduce the conmlet buying. This is calleghsychology of simplificatiorOn
the other hand, sometimes the same routines arghthe brands become boring. A buyer who is tireaibr
her preferred brands will complicate the situatignstarting the product search process all oveinagis is
called thepsychology of complication.

The Engel-Kollat-Blackwell Theory: This theory conceives of a person as being a msyst&h outputs
(behavior) that respond to inputs. The model reiegnthe existence of “intervening variables” betwéehe
initial inputs and the ultimate outputs. We thenttr understand how these variables affect theqases going
on in the consumer’s mind. This theory postulated the individual's psychological makeup (persipal
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attitudes, stored information from learning expecies affects that person’s mental processes. Hywsigath
inputs are received and interpreted depends ompenson’s selective perceptions. This process imghhe
search for, and evaluation of, alternatives. Thecgss also involves the purchase and then the yrobfse
evaluations.

11. Conclusion and suggestions

Decision making is an important aspect of our lives individuals and groups, as a society and rz&tian, we

all make decisions. Given the centrality of degisinaking, everyone who makes decisions must caatinu
understand its dynamics and improve on decisionimgakrocesses. Mr. Dean sir, both advertisers and
consumers are actively engaged in decision makswpd and effective decisions boost the activitiés o
advertisers and consumers while bad decisions selyeaffect advertisers’ and consumers’ business or
activities. There is a strong connection betweetistns of advertisers and consumers. Decisions feice
increase, change in product packaging, medium atahsity of advertising) made by advertisers mdgcaf
consumer decisions and actions, and vice versasibes of advertisers and consumers are typicatiyght to

be rational. This may be true but not all the timelvertisers and consumers have their personal and
psychological attributes (perceptions, personaldititudes and motivations. Therefore, it is impaott to
consider these attributes in theory and practicethis lecture, | looked at some psychological destthat
heavily influence advertiser and consumer decisiaking, and further empirically argued that ratigga
propositions about advertiser and consumer decrsi@king are not always correct. This means thakesomes
there is folly in advertiser and consumer decisi@dso, consumer psychology and psychological dyinarof
advertising are not satisfactorily studied or knawmNigeria and the rest of the developing worhlkrethough
they are important areas that attempt to undergtandecision making processes of buyers and aslest Yet
consumer psychology is an important subject araadtiempts to understand the decision making pseseof
buyers and advertisers. The need for seriouslystgaonsumer psychology also lies in the fact tigerians

are heavy and active consumers of all manner oflynts. This lecture tried to identify and stress th
relevance/importance of consumer psychology anéréider decision mechanisms. It is hoped that ¢bhtute

will help in furthering the understanding, appréoia, promotion, and application of consumer psyabp
principles in Nigeria and elsewhere.

Based on the foregoing, it is hereby suggested that

a) Advertisers take more interest in understandingr teensumers. They can do that by engaging
consumer study professionals, such as psycholpgstsomists, and others to study and understand
their consumers;

b) More interdisciplinary and multidisciplinary appobees to consumer studies or research in Nigeria
should be encouraged since no single discipline exdmaustively study and understand consumer
behaviour.

c) The Faculty of the Social Sciences, in conjunctiath the University of Ibadan, should urgently
establish a Center for Decision Research and Aisalyee mandate of this center should include:
» critically examining proposals and plans for futalecisions in the Faculty, University, and the
nation;
» evaluating previously made decisions and theirc&$fen institutions, individuals and the society;
» Developing individual and institutional capacity ftecision making;
» Carry out any other mandate that will help improeeision making and its effects on society.
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d) Machineries should be put in place, and awarenbesld be created to the public, for applying
advertising and consumer psychology principlemtbvidual lives, and to non-business institutioms o
areas such as education, health, marriage andyfamliigion, and politics.

e) Following from (d) above, the University of Ibadagaeds to re-invent itself by truly advertising itse
and better identifying and taking good care of¢besumers of her “products.” Consumers here include
students, members of the public, even employeesigsion, employment, promotion, placement,
diversity, and other policies of the University ibladan must be truly reflective of an international
institution. Admitting and hiring from around theovd is academic wisdom; looking at our local
confines is folly. Giving all stakeholders in thgsem equal opportunities is wisdom; creating uellev
playing fields for institutional members in termsappointments, promotions, and other consideration
is folly. University academic job entails teachimgsearch and community service. Therefore, chgosin
publications alone to evaluate academics for prmnds good; but evaluating scholars for promotion
on the basis of teaching, research and communityceeis best. It benefits students more, engenders
more development, and strengthens town-gown relstiip. Nigerian universities and institutions must
learn this and cease being “dynamically inactivied. (doing the same thing same way and hoping to
achieve different results). Universities are desthto enjoy academic freedom, we must stop promotin
mediocrity, sychophancy, and worshipping of induats in high places, within and outside the
university system. This is folly and it poses aagirdilemma for many a principled scholar. “As
academics we are the conscience of the nation. &Ve to drive the thinking in the land” (Dr. Segun
Ajiboye, Ul ASUU Chairman, 2013).

f) Nigerian, and indeed African universities strive wish to be like Harvard, MIT, Stanford, Yale,
Oxford, etc, but we don’t want to do what thesezotimiversities are doing. Reputable universitiles,
world, over market and advertise themselves retssly, in words and in deeds. They care so much
about their students, employees, alumni, and coesuf their products, which includes employers.
The time has come for us in Nigeria and Africa topdthe folly in our manner of running universities
and embrace wisdom. We have to reverse the treedewfor example, hundreds of Nigerian university
teachers and scholars spend their sabbatical dred kinds of leave at western universities and rothe
African universities, but very limited number of stern scholars and scholars from other African
countries spend their sabbatical in Nigeria. Thisicase of the Dead Sea that receives water from
diverse sources without giving out water to anyrseuThis intellectual dilemma should be stopped so
that we will not be relegated to what | now callé@varsities” and “Microvarsities.” Nigeria and Afa
need real universities and nothing else. We musater our own Ilvy League Universities. This is
wisdom. Wisdom for development; wisdom for consuarat stakeholder satisfaction.

g) There is wisdom and folly and dilemmas in consuaret other decision making. Decision makers must
recognize and learn from the wisdom, folly, anewhimas of their (and others) decisions.

h) Based on some findings reported here on countgraduction effects on consumer product choice,
pertinent attitudinal and behavioural change pnognes are needed to correct Nigerians’ dogged
preference for ostentatious lifestyle as evidennodtieir preference for high price products. Adisats
of products should also learn to realisticallygixces for their products.

i) The revelation by some reported findings that etenhigh price products desired by Nigerians tend t
be imported products also needs to be correctad.cbuld be through attitudinal and behaviour cleang
programmes. This is to help local producers /prergf goods and services to survive international
competition. This will improve the very unhealthyarket competition that is being currently faced by
local producers and providers of goods and services
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]) There is need to educate Nigerians and, indeezeic# of West  African countries on the need to
patronize producers/providers of goods and serweiiin their sub-region. As indicated by one
reported finding commercial efficacy was higherfavour of English product than of Nigerian and
Ghanaian products. But if efforts at improving ie@l economic and scientific integration among

West African countries are to succeed, there ésirte change the consumption patterns of citizéns o
these countries.

If and when the above suggestions are properlyrppltace, there will be less folly, fewer dilemnesd more
wisdom, not only in advertiser and consumer deagibut all decisions.

I thank you for listening.
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