CONSUMER PSYCHOLOGY
by Robert Perloff

Consumer psychology is a branch of applied Ps!IChOIOgy
concerned with questions about the optimal means f,,
making goods and services available providing informatioy,
about them, developing and testing methods for promoting
interest in their acquisition, and investigating how they might
be consume with maximum satisfaction and benefit to tp,

customer.

From the broadest point of view, consumer psychology
is concerned with the individual’s behavioral expressions
of value — that is, the ways in which he or she
his time and money. These range from can
toothpaste to savings for college education from s
a few hours viewing television or reading th%g'
to the philatelist’s absorption with old or r
Therefore, whatever the individual consume:
he uses his time or spends his money — is an o
study by the consumer psychologist.

The consumer psychologist is concerned

as a consumer. An important distinction is
high and low involvement consumer deci
decisions have high personal importance ¢
like the purchase of a clothing outfit to
special occasion, consumers typica
extensive search for information t}
only input from advertising sources bt
of anticipated reactions from others
group. While high involvement choi
problem-solving behavior, low ir



chase of an inexpensive ballpe; il
: th(;sli);l:, reflecting such factors illl::;mapen, are.n.lore
impY and color of a Nd recognition.
The shaP® =~ package, or its position in
display a5 will have a greater impact on low involy :
ecisions. Beyond marketing research, consumer mz‘ﬁ‘;‘:
gists have been called upon to study the consumer’s
attitudes toward and the means for influencing his
acceptance of devices or behaviors that are generally
considered to be in his best interest, particularly in the
fields of health and safety. Among the many illustrations
of this relatively new area of study are the individual’s
responses to seat belts in automobiles as well as his
attitudes concerning air pollution, smoking, and other
health hazards. ‘ ced. 8 10 gh vam
The consumer psychologist may also be con
studies aimed at understanding how att
changed. : Mo oAl ge
Applications. Since the technique
conducting consumer research are ver
used in opinion research or public
psychologists engaged in consi
engaged in public opinion studi
is supported by foundations, g
universities, the mass media, !
and individuals and organizatic
on social problems, propagand
Rarely does the consume!
Because consumer behavior is
common to find him worki
advertising copywriters
relations experts, stat
and survey resea
economists, and st
The heavi
business and
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the mass media, private consumer marketing ang
opinion research firms, and manufacturerg the Dub;,
Of particular importance is market ge
research, which seeks to identify the needs, prefe,,
and perceptions of significant subgroups Soai Oem%,
racial, and ethnic identification groupings — tp. ¢ :;’l’;‘lc,
tively account for larger heterogeneous social sygi, ec-
The processes by which innovations, like 0W. Droduce
diffuse and succeed, or fail to attract consumer i;:ct:’
est, are receiving increased attention. R
On the more macroscopic level, the consumer g,
chologist may be invited to assay what has come ¢
known as the “image” that one public group or an
may have of a business firm, an agency of the
ment, or even of an educational institution.
nationally known manufacturer of applis
ed in determining the effect a large stri
“image”. G 3ii i
Consumer psychology is attracting stu
veloping its own literature. Consumer ¢
coming integrated into all phases of gc
facturers, advertising media, educat:
hospitals, and communities are all
their “public images”, seeking to i

are being looked at. i



Past Simple. Present Perfect.

» We....(not see) each other since Easter.
» She...(be) a smoker for years.
» They...(wake up) at 7 a.m. yesterday.
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