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REFERENCE GROUPS
Groups
A group may be defined as two or more people who interact to accomplish either individual or mutual goals. Groups can be classified as follows:

1) Intimate Group: Two or more persons who do any task or work together whether they are interested or not.

2) Formal Group: A group of large no. of people who are learning or performing a same task because of their own interest.

3) One-Sided Grouping: It is a type of group in which an individual consumer observes the appearance or actions of others, who unknowingly serve as consumption-related role models.

4) Membership Group: It is a type of group which is classified by a membership status. It is a group to which a person either belongs or would qualify for membership.

5) Symbolic Group: It is type of group in which an individual is not likely to receive membership, despite acting like a member by adopting the group's values, attitudes, and behavior. 

Reference Groups
 A reference group is any person or group that serves as a point of comparison (or reference) for an individual in forming either general or specific values, attitudes, or a specific guide for behavior. It provides a valuable perspective for understanding the impact of other people on an individual's consumption beliefs, attitudes, and behavior. It also provides insight into the methods marketers sometimes use to effect desired changes in consumer behavior.

Reference groups are groups that serve as frames of reference for individuals in their purchase or consumption decisions. The usefulness of this concept is enhanced by the fact that it places no restrictions on group size or membership, nor does it require that consumers identify with a tangible group (i.e., the group can be symbolic such as owners of successful small businesses, leading corporate chief executive officers, rock stars, or golf celebrities).

Normative Reference Groups

Reference groups that influence general or broadly defined values or behaviors are called normative reference groups. For example, a child’s reference group is his family which plays a vital role in molding of child’s consumer behaviors and values. (Such as Food, Dress and Shop). Normative Reference groups influence the development of basic code of behavior.

Comparative Reference Groups

Reference groups that serve as benchmarks for specific or narrowly defined attitudes or behavior are called comparative reference groups. A comparative reference group might be a neighboring family whose lifestyle appears to be admirable and worthy of imitation (the way they maintain their home, their choice of home furnishings and cars, their taste in clothing, or the number and types of vacations they take). Comparative reference groups .influence the expression of specific consumer attitudes and behavior. It is likely that the specific influences of comparative reference groups to some measure depend on the basic values and behavior patterns established early in a person's development by normative reference groups.

Direct Reference Groups

It is a group with whom a person interacted on a direct basis (such as family and close friends). It is a group which influence or refer a person on direct one-to-one basis. So, the credibility of that group could be higher than other group.

Indirect Reference Groups

Indirect reference groups consist of those individuals or groups with whom a person does not have direct face-to-face contact, such as movie stars, sports heroes, political leaders, TV personalities, or even well -dressed and interesting-looking people on the street.

Factors That Affect Reference Groups
The degree of influence that a reference group exerts on an individual's behavior usually depends on the nature of the individual ,the product and on specific social factors.
· Information and Experience

An individual who has firsthand experience with a product or service, or can easily obtain full Information about it, is less likely to be influenced by the advice or example of others. On the other hand, a person who has little or no experience with a product or service and does not expect to have access to objective information about it (e.g., a person who believes that advertising may be misleading or deceptive) is more likely to seek out the advice or example of others.

· Credibility, Attractiveness, and Power of the Reference Group

A reference group that is perceived as credible, attractive, or powerful can induce consumer attitude and behavior change. For example, when consumers are concerned with obtaining accurate information about the performance or quality of a product or service, they are likely to be persuaded by those whom they consider trustworthy and knowledgeable. That is, they are more likely to be persuaded by sources with high credibility.

When consumers are primarily concerned with the acceptance or approval of others they like, with whom they identify, or who offer them status or other benefits, they are likely to adopt their product, brand, or other behavioral characteristics. When consumers are primarily concerned with the power that a person or group can exert over them, they might choose products or services that conform to the norms of that person or group in order to avoid ridicule or punishment.

· Conspicuousness of the Product

The potential influence of a reference group on a purchase decision varies according to how visually or verbally conspicuous the product is to others. A visually conspicuous product is one that will standout and is noticed (such as, a luxury item or novelty product); a verbally conspicuous product may be highly interesting, or it maybe easily described to others. Products that are especially conspicuous and status revealing are most likely to be purchased with an eye to the reactions of relevant others.

Reference Groups and Consumer Conformity

Marketers may have divergent goals with regard to consumer conformity, Some marketers, especially market leaders, are interested in the ability of reference groups to change consumer attitudes and behavior by encouraging conformity. To be capable of such influence, a reference group must accomplish the following: 

· Inform or make the individual aware of a specific product or brand. 

· Provide the individual with the opportunity to compare his or her own thinking with the attitudes and behavior of the group.

· Influence the individual to adopt attitudes and behavior that are consistent with the norms of the group.

· Legitimize the decision to use the same products as the group.

Marketers, who are responsible for a new brand or a brand that is not a market leader, may wish to elect a strategy that asks consumers to strike out and be different and not just follow the crowd when making a purchase decision.

Positive Influences on Conformity:

Group Characteristics:
· Attractiveness

· Expertise

· Credibility

· Past Success

· Clarity of Group Goals

Personal Characteristics:
· Tendency to Conform

· Need for Affiliation

· Need to be Liked

· Fear of Negative Evaluation

Factors Encouraging Conformity

· Inform or make the individual aware of a specific product or brand.

· Provide the individual with the opportunity to compare his or her own thinking with the attitudes and behavior of the group.

· Influence the individual to adopt attitudes and behavior that are consistent with the norms of the group.

· Legitimize the decision to use the same products as the group.

Consumer Related Reference Groups
Consumers are potentially influenced by a diverse range of people that they come in contact with or observe. The family is possibly the most compelling reference group for consumer behavior. The five types of groups that influence consumer attitudes and behavior are as follows:

1. Friendship Group

Friendship groups are typically classified as informal groups because they are usually unstructured and lack specific authority levels. In terms of relative influence, after an individual's family, his of her friends are most likely to influence the individual's purchase decisions. Friends fulfill a wide range of needs: They provide companionship, security, and opportunities to discuss problems that an individual may be reluctant to discuss with family members. Friendships are also a sign of maturity and independence, for they represent a breaking away from the family and the forming of social ties with the outside world.

2.  Shopping Group

Two or more people who shop together, whether for food, for clothing, or simply to pass the time can be called a shopping group. Such groups are often offshoots of family or friendship groups nod, therefore, they function as want has been referred to as purchase pals. The motivations for shopping with a purchase pal range from a primarily social motive to helping reduce the risk when making an important decision. In instances where none of the members of the shopping group knows, much about the product under consideration a shopping group may form for defensive reasons; members may feel more confident with a collective decision.

3. Work Groups

The, sheer amount of time that people spend at their jobs, frequently more than 35 hours per week, provides ample opportunity for work groups to serve as a major influence on the consumption behavior of members. Both the formal work group and the informal friendship work group can influence consumer behavior.

Formal Group-The formal work group consists of individuals who work together as part of a team and, thus, have a sustained opportunity to influence each other's consumption related attitudes and actions.
Informal Group- Informal friendship work groups consist of people who have become friends as a result of working for the same firm, whether or not they work together as a team.

4. Virtual Groups or Communities

This group or community is a community of globalization in which people are binding through social relationships instead of geographical relationships. These communities provide their members an access to extensive amounts promotional, fellowship and social interaction covering an extremely wide range of topics and issues. Virtual communalities provides all opportunity for a marketer to address consumers with a particular common interests can be one of the primary pleasures a consumer has online, and also have the ability to enhance the consumption experience.

5. Brand Communities

There is a definite feeling among marketers that if you want to build up loyalty to your brand, your product has to have an active social life. A brand community is a specialized, non-geographically bound community, based on a structured social relationships among admires of a brand; it is marked by a shared consciousness, rituals and traditions, and a sense of moral responsibility. The brand community is, therefore, "customer centric” it is the customer experience that provides meaning to the brand community rather than the brand itself. 

Celebrity and Other Reference Group Appeals
Appeals by celebrities and other similar reference groups are used very effectively by advertisers to communicate with their markets. Celebrities can be a powerful force in creating interest or actions with regard to purchasing or using selected goods and services. This identification may be based on admiration on aspiration, on empathy, or on recognition. Five major types of reference group appeals in common marketing usage are: 


1. Celebrity Appeals

To their loyal followers and to much of the general public, celebrities represent an idealization of life that most people imagine that they would love to live. Advertisers spend enormous sums of money to have celebrities promote their products, with the expectation that the reading or viewing audience will react positively to the celebrity's association with their products; celebrity endorsers or famous people hold the viewer's attention. A firm that decides to employ a celebrity to promote its product or service has the choice of using the celebrity to give a testimonial or an endorsement as an actor in commercials a company’s spokesperson. The audience's perception of both the celebrity's expertise (how much the celebrity knows about the product area) and trustworthiness (how honest the celebrity is about what he or she says about the product). When a celebrity endorses only one product, consumers are likely to perceive the product in a highly favorable light and indicate a greater intention to purchase it. In contrast, when a celebrity endorses a variety of products, his or her perceived credibility is reduced because of the apparent economic motivation underlying the celebrity's efforts.
Types of Celebrity Appeals:


2. The Expert

It is a person who, because of his or her occupation, special training, or experience, is in a unique position to help the prospective consumer evaluate the product or service that the Advertisement promotes. For example, an advertisement for a quality frying pan may feature the endorsement of a chef; an ad for fishing tackle may contain the endorsement of a professional fishing guide.

3. The Common Man
A reference group appeal that uses the testimonials of satisfied customers is known as the common-man approach. The advantage of the common-man appeal is that it demonstrates to prospective customers that someone just like them uses and is satisfied with the product or service being advertised. The common-man appeal is especially effective in public health announcements (such as antismoking or high blood pressure messages), for most people seem to identify with people like themselves when it comes to such messages.

4. The Executive or Employees Spokesperson

During the past two decades, an increasing number of firms have used their top executives as spokespersons in consumer ads. The popularity of this type of advertising probably is due to the success and publicity received by a number of executive spokespersons. Like celebrity spokespersons, executive spokespersons seem to be admired by the general population because of their achievements and the status implicitly conferred on business leaders. The appearance of a company's chief executive in its advertising seems to imply that someone at the top is watching over the consumers' best interests, and it encourages Consumers to have more confidence in the firm's products or services. 

5. Trade or Spokes Character


Trade or spokes-characters as well as familiar cartoon characters serve as quasi-celebrity endorsers. These trade spokes-characters present an ideal, idealized and dispense information that can be very important for the product or service that they "work for”. With few exceptions, trade characters serve as exclusive spokes persons for a particular product or service. They sometimes provide a kind of personality for the product or service and, make the product appear friendlier.

6. Other Reference Group Appeals

A variety of other promotional strategies can function as a frame of reference for consumers. Respected retailers and the editorial content of special interest magazines can also function as frames of reference that influence consumer attitudes and behavior.
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EXAMPLE





Testimonial





Based on personal usage, a celebrity attests to the quality of the product 











Eric Omondi- Olx


Nick Mutuma- Nivea


Papa Shirandula- KRA, Coca-cola advert (Brrr!!)  








Endorsement





Celebrity lends his name and appears on behalf of a product or service with which he/she may not be an expert











Actor





Celebrity presents a product or service as part of a character endorsement











Spokesperson





Celebrity represents the brand or company over an extended period of time
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