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	CONSUMER LEARNING
Consumer learning is a process by which individuals acquire the purchase and consumption knowledge and experience that they apply to future related behavior. It is a behavioral modification that occurs through experience or conditioning. Researchers have carried out studies to understand consumer learning. According to the behavioral learning theory, learning occurs from exposure to external stimuli such as advertising and according to the cognitive learning theory, consumer learning takes place by a process of internal knowledge transfer.

Motivation, cues, response, and reinforcement are the basic characteristics of learning. Conditioning can be defined as "a learning process in which an organism's behavior becomes dependent on the occurrence of a stimulus in its environment." Ivan Pavlov a Russian physiologist, demonstrated conditioning by conducting experiments on dogs. 
	


Instrumental conditioning, like classical conditioning, also has an association between stimulus and response but in instrumental conditioning, the stimulus that provides the most rewarding response will be learned. B.F. Skinner, a behavioral scientist, conducted some experiments on pigeons to prove this point. When the environmental conditions reward a certain behavior it is said to be a positive reinforcement.                                           
When a particular behavior results in punishment or less satisfaction, the individual will try to avoid such behavior. This is called negative reinforcement. According to cognitive learning theory, the human mind processes the information it receives from the environment. There are three stages in the memory of a human being. They are sensory memory, short-term memory, and long-term memory.
Involvement theory is developed from research called split-brain theory. This theory views the human brain as being divided into left and right hemispheres. The left hemisphere functions rationally and logically, processing information pertaining to reading, writing, speaking, and such other forms of information and forms mental images based on this. The right hemisphere of the brain, unlike the left, is emotional and spontaneous, and is involved in analyzing nonverbal and pictorial representations of information.
 If an individual resorts to information processing for purchasing a product then he is considered to be highly involved. Otherwise, he is said to be making a purchase with low involvement. There are five types of involvement - Ego involvement, commitment, communication involvement, purchase importance, and response involvement. 
Consumer learning is a process that continually evolves, and changes. The change is because of the newly acquired knowledge (gained from reading, discussion, observation and thinking or factual experience). Newly acquired knowledge and personal experience serve as feedback. Feedback provides basis for the future behavior in similar situations.
Characteristics of learning
· Motivation
· Cues
· Response
· Reinforcement

Motivation is the drive that impels and individual to action. Motivation is based on needs and goals. It acts as spur of learning.e.g Men an women who want to take up bicycle riding for fitness and recreation are motivated to learn all they can about bike riding and practice often. Conversely, individuals who are not interested in bike riding are likely to ignore all information about bike riding. The degree of relevance or Involvement determines consumer’s level of motivation to search for knowledge and or information about the product or service. This is called the Involvement Theory. Uncovering the consumer motivation is one of the prime tasks of marketers, who try to teach motivated consumer segments why and how their products will fulfill consumer needs

Cues If motives serve to stimulate learning, cues are the stimuli that give direction to these motives. An exotic trip that includes bike riding may serve as a cue for bike riders who may suddenly recognize that they need a vacation. The ad is the cue or stimulus that suggests a specific way to satisfy a salient motive. In the market styling, packaging and store display all serve as cues to help consumers to fulfill their needs in product specific ways.
Responses - How individuals react to a drive or a cue – how they behave- constitute their response is important. Equally important, however, is that learning can occur even when responses are not overt. Need or motive may evoke a whole variety of responses. Cues provide some direction but there are so many cues competing for the consumer’s attention. Which response the consumer makes depends heavily upon previous learning that in turn depends upon how the previous response has been reinforced.
Reinforcement- The term reinforce means to strengthen, and is used in psychology to refer to anything stimulus which strengthens or increases the probability of a specific response Reinforcement increases the likelihood that a particular response will occur in the future as the result of particular cues or stimuli. A product that fulfills the basic need will reinforce the purchase behavior and the consumer will most likely purchase it again.
There are four types of reinforcement: positive, negative, punishment, and extinction. We’ll discuss each of these and give examples. 
· Positive Reinforcement. Think of it as adding something in order to increase a response. For example, adding a treat will increase the response of sitting; adding praise will increase the chances of your child cleaning his or her room. The most common types of positive reinforcement or praise and rewards, and most of us have experienced this as both the giver and receiver.
· Negative Reinforcement. Think of negative reinforcement as taking something negative away in order to increase a response.  Imagine a teenager who is nagged by his mother to take out the garbage week after week.  After complaining to his friends about the nagging, he finally one day performs the task and to his amazement, the nagging stops.  The elimination of this negative stimulus is reinforcing and will likely increase the chances that he will take out the garbage next week.
· Punishment. Punishment refers to adding something aversive in order to decrease a behavior. The most common example of this is disciplining (e.g. spanking) a child for misbehaving. The reason we do this is because the child begins to associate being punished with the negative behavior. The punishment is not liked and therefore to avoid it, he or she will stop behaving in that manner.
· Extinction. When you remove something in order to decrease a behavior, this is called extinction. You are taking something away so that a response is decreased.
Research has found positive reinforcement is the most powerful of any of these. Adding a positive to increase a response not only works better, but allows both parties to focus on the positive aspects of the situation. Punishment, when applied immediately following the negative behavior can be effective, but results in extinction when it is not applied consistently. Punishment can also invoke other negative responses such as anger and resentment. 

Behavioral Learning Theories
Behavior Learning Theories are sometimes referred to as “Stimulus Response Theories”. These are based upon the premise that observable responses to specific external stimuli signal learning. A child who relaxes at the image of his uncle has learnt the attachment with uncle. Behavior theories are concerned with inputs and outputs of learning. There are two types of behavioral learning theories popular with the marketers.
Types of Behavioral Learning Theories 
Generally, there are two types of behavioral learning theories:
· Classical Conditioning
· Instrumental (Operant Conditioning)
· Observational/modeling  
· Associate learning

Conditioning means response to a situation built up through repeated exposure. Ivan Pavlov a Russian Psychologist was the first to describe conditioning and to propose it as a general model of how learning occurs.


a) Classical conditioning

It is a form of learning in which a response is elicited by a neutral stimulus which previously had been repeatedly presented in conjunction with the stimulus that originally elicited the response. It is also respondent conditioning or Pavlovian conditioning.
The concept had its beginnings in experimental techniques for the study of reflexes. The traditional procedure is based on the work of Ivan P. Pavlov, a Russian physiologist. In this technique the experimental subject is a dog that is harnessed in a sound-shielded room. The neutral stimulus is the sound of a metronome or bell which occurs each time the dog is presented with food, and the response is the production of saliva by the dog. Eventually the sound of the bell or metronome produces salivation, even though the stimulus that originally elicited the response (the food) is no longer presented.
Classical conditioning is Stimulus (S) elicits >Response (R) conditioning since the antecedent stimulus (singular) causes (elicits) the reflexive or involuntary response to occur. Classical conditioning starts with a reflex: an innate, involuntary behavior elicited or caused by an antecedent environmental event. For example, if air is blown into your eye, you blink. You have no voluntary or conscious control over whether the blink occurs or not.
The specific model for classical conditioning is: 
1. Unconditioned Stimulus (US) elicits > Unconditioned Response (UR): a stimulus will naturally (without learning) elicit or bring about a relexive response 
2. Neutral Stimulus (NS) ---> does not elicit the response of interest: this stimulus (sometimes called an orienting stimulus as it elicits an orienting response) is a neutral stimulus since it does not elicit the Unconditioned (or reflexive) Response. 
3. The Neutral/Orienting Stimulus (NS) is repeatedly paired with the Unconditioned/Natural Stimulus (US). 
4. The NS is transformed into a Conditioned Stimulus (CS); that is, when the CS is presented by itself, it elicits or causes the CR (which is the same involuntary response as the UR; the name changes because it is elicited by a different stimulus. This is written CS elicits > CR. 
In classical conditioning no new behaviors are learned. Instead, an association is developed (through pairing) between the NS and the US so that the animal / person responds to both events / stimuli (plural) in the same way; restated, after conditioning, both the US and the CS will elicit the same involuntary response (the person / animal learns to respond reflexively to a new stimulus).
Repetition increases the strength of the association between two stimuli and slows down forgetting this connection. However, the amount of repetition that aids retention is limited. Although repetition beyond what is necessary for the initial learning assists in retention, at some point an individual becomes satiated with numerous exposures, and both attention and retention decline. 
This effect is called advertising wear-out, and marketers reduce it by using different ads expressing the same message or advertising themes
b) Instrumental /operant conditioning

The second learning mechanism takes us to other animals. Psychologist B.F. Skinner experimented with pigeons. He built two doors in a pigeon feed box, one fake and one real. Peck on the fake one and nothing happens; peck on the real one and food grains fall out. After a few trials, the pigeons learned to peck on the correct door. This is instrumental learning (also called instrumental conditioning or operant conditioning)—a process where one learns to act in a certain way that is rewarding. That is, we learn a response because it is instrumental to obtaining a reward. This is the familiar way we get children to learn good behaviors—“eat your vegetables and you’ll get desert,” we tell them.
    
Can marketers use this method to help consumers learn? Absolutely. By rewarding the consumer if he or she buys the marketer’s brand. Buy my product, and you get a chance to win a prize. Shop at my store, and you get “double your coupon” deal. Use my credit card, and you get some cash back. Fly my airline, and you earn loyalty points good for a free trip–in fact this is how your friend Christèle must have learned to always fly with Delta Airlines.
     
This reward comes in two forms: extrinsic and intrinsic. An extrinsic reward is external to the product, e.g., coupons, sweepstakes, rebates, and loyalty programs such as frequent flyer or frequent hotel stay rewards. 
In contrast, an intrinsic reward is the reward built into the product itself—consumers learn to buy and use a product because they find the product itself rewarding. For example, we learn to use Bed Head shampoo because it renders our hair just the way we want, and we learn to drink pick and peel because we enjoy its taste. We learn to visit the video game arcade because we have a good time.
Components of Operant Conditioning
a) Reinforcement is any event that strengthens or increases the behavior it follows. There are two kinds of reinforcers. In both of these cases of reinforcement, the behavior increases.
· Positive reinforcers are favorable events or outcomes that are presented after the behavior. In positive reinforcement situations, a response or behavior is strengthened by the addition of praise or a direct reward. 
· Negative reinforcers involve the removal of an unfavorable events or outcomes after the display of a behavior. In these situations, a response is strengthened by the removal of something considered unpleasant. 
b) Punishment is the presentation of an adverse event or outcome that causes a decrease in the behavior it follows. There are two kinds of punishment. In both of these cases, the behavior decreases.
· Positive punishment, sometimes referred to as punishment by application, presents an unfavorable event or outcome in order to weaken the response it follows. Spanking for misbehavior is an example of punishment by application.
· Negative punishment, also known as punishment by removal, occurs when a favorable event or outcome is removed after a behavior occurs. Taking away a child's video game following misbehavior is an example of negative punishment.
c) Observational/modeling
Observational learning, also called social learning theory, occurs when an observer’s behavior changes after viewing the behavior of a model. It is a process by which individuals observe the behavior of others, and consequences of such behavior.  Individuals that are observed are called models. In society, children are surrounded by many influential models, such as parents within the family, characters on children’s TV, friends within their peer group and teachers at school. These models provide examples of behavior to observe and imitate
Albert Bandura called the process of social learning modeling and gave four conditions required for a person to successfully model the behavior of someone else:
· Attention to the model –In order for the behavior to be learned, the observer must see the modeled behavior. The individual needs to pay attention to the behavior and its consequences and form a mental representation of the behavior. For a behavior to be imitated, it has to grab our attention.
· Retention of details –The observer must be able to recall the modeled behavior. How well the is the behavior remembered? The behavior may be noticed but is it not always remembered which obviously prevents imitation. It is important therefore that a memory of the behavior is formed to be performed later by the observer.
· Reproduction –This is the ability to perform the behavior that the model has just demonstrated. We see much behavior on a daily basis that we would like to be able to imitate but that this not always possible. We are limited by our physical ability and for that reason, even if we wish to reproduce the behavior, we cannot.
· Motivation and opportunity –The observer must be motivated to carry out the action they have observed and remembered, and must have the opportunity to do so. Motivations may include past reinforcement and promised incentives. Punishment may discourage repetition of the behavior.
d) Associate learning/congruity

Congruity theory proposes that the greater the brand / self image congruence[resemblance], the more a brand will be preferred. It should again be noted that congruity can exist along a number of self concept dimensions. For example, the consumer may not perceive a strong match between the brand’s image and her actual self concept but she may perceive a close match with her ideal self. 
The theory would still predict that the consumer can have a strong preference for this brand because of the degree of congruity existing between the brand image and what she aspires to become. Also, the degree of congruence to both the actual and ideal self may join to exert a combined influence on consumers’ attraction toward a brand. The ideal self concept appears to be a motivating force behind the design of advertisements such as the one shown for Arrow shirts. Here, we see that the brand is effectively linked to a handsome model that many males might aspire to look like.
Information Processing
A lot of learning occurs through consumer thinking and problem solving. Sometimes we resolve purchase-related dilemmas instantly. In other situations, we search for information and carefully evaluate what we learned. This kind of learning, called cognitive learning, consists of mental processing of data rather than instinctive responses to stimuli. The human mind processes the information it receives. 
Consumers process product information based on product attributes, brand names, comparisons between brands, or a combination of these factors. The number and complexity of the relevant attributes and available alternatives influence the magnitude of information processing. Consumers with higher cognitive abilities acquire more product information and consider more product attributes and alternatives than consumers with lesser ability. The more experience a consumer has with a product category, the greater is his or her ability to make use of product information. Greater familiarity with the product category also increases learning during new purchase decisions for items within the same category. The components of information processing are storing data, encoding data, and retrieving and retaining information.



a) Storing Data
The human memory is the center of information processing. Information processing occurs in stages and in three sequential “storehouses” where information is kept: the sensory, short-term, and long-term stores.
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Source: Sciffman & Wisenblit, (2019)
The sensory store is the mental “space” in the human mind where sensory input lasts for just a second or two. If it is not processed immediately, it is lost.
The short-term store is where information is processed and held for just a brief period. Anyone who has ever been told someone’s name at a party and doesn’t use it immediately knows how briefly information lasts in short-term storage.
The long-term store is the mental “space” where information is retained for extended periods of time. This is in contrast to the short-term store, where information lasts only a few seconds. Although it is possible to forget something within a few minutes after the information reaches long-term storage, it is more common for data in long-term storage to last for days, weeks, or even years
b) Encoding Data
Encoding involves assigning a word or visual image in order to represent an object during communications. Marketers help consumers encode brands by using brand symbols. Processing and remembering a picture takes less time than learning verbal information, but both types of information are important in forming an overall mental image. A print ad with both an illustration and body copy is more likely to be encoded and stored than an illustration without verbal information
c) Retrieving and Retaining Data
Data retrieval is the process by which people recover information from the long-term store; it is frequently triggered by external cues. For example, when you see a product in the store or on TV, you automatically retrieve the applicable information your brain has stored. If the brand is distinctive and heavily advertised, or if you had a memorable experience using it, the retrieval will be quicker than that for less sought-after brands.
Outcomes and Measures of Consumer Learning
For marketers, the goal of consumer learning is to increase market share and brand-loyal consumers. Marketers should also aim to educate consumers with their advertisements so that they can benefit most from the brands promoted in terms of filling unmet needs. Therefore, marketers need to assess how much information consumers have learned. The most popular measures of consumer learning are recognition and recall of messages, and attitudinal and behavioral evaluations of brand loyalty.
· Recognition and recall
The purpose of recognition and recall tests is to determine whether consumers remember seeing an ad and the extent to which they have read it and can recall its content. Recognition tests are based on aided recall, whereas recall tests use unaided recall. In a recognition test, the consumer is shown an ad and asked whether he or she remembers seeing it and can remember any of its salient points. In a recall test, the consumer is asked whether he or she has read a specific magazine or watched a specific television show, and, if so, whether he or she can recall any ads or commercials seen, the product and brand advertised, and any notable points about the offerings promoted
Aided recall is a recognition test, that measures the effectiveness of learning and communications, where consumers are shown ads and asked whether or not they remember seeing them and can recall any of their salient points. 
Unaided recall is a recall test, that measures the effectiveness of learning and communications, where consumers are asked whether or not they have read a particular magazine or have watched a particular TV show. Afterwards, they are asked whether they can recall any of the ads featured in these media and their salient points

· Brand Loyalty
Brand loyalty is a measure of how often consumers buy a given brand; whether or not they switch brands and, if they do, how often; and the extent of their commitment to buying the brand regularly. To marketers, a high degree of brand loyalty is the most desired outcome of consumer learning and an indication that they have effectively “taught” consumers a given behavior. Marketers identify two components of brand loyalty: behavioral and attitudinal attributes and that both must be measured.
Attitudinal measures gauge consumers’ overall feelings about the brand, including their future purchase intentions. While, behavioral measures focus on observable, factual behaviors, such as the quantity purchased, purchase frequency, and repeated buying.
Brands that are heavily promoted for extended periods attain ample name recognition and consumer loyalty, which result is high brand equity. Because of the escalating costs of developing new products and their high failure rates, many companies capitalize on their brands’ equity in the forms of family branding and product line extensions rather than launching new brands.
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