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influenc;ng Social Behaviours sggmgng agggjfication,ang
_ Formulation pf Ad Stratgoy
“Ihe concepts of ‘universal product’ and ‘avarage consumer’ rarely
Qnrk in marketing unless the market is perfectly homogeneous.
fhe primary ‘gonsideration in sagment identificétiun is getting
the desired résponse to marketing inputs at the firm's disposal
uniformly across all jndividuals within the segmnent. This
requires runderstanding of ‘the segment on certain parameters
termed as descriptors, predictors, or more familiarly bases. The

bases should be discriminating, highlighting various market

patterns and consumer needs.

Segments ghould neither be too broad to render decision on
marketing-mix difficult (actionability) nor be too narrow to be
rejécted on account of substantiality and thereby lead to loss of
market' opportunities. Thus, segments derived from demographic
base would be too broad for a product trying to satisfy
pelaretion o lelgure. The segments need to be further specified
on the basis of life style and professiﬁn. Hence, éhaﬁpehingrof
segments becomes essential. ANy segment would, therefore, contain
subsegments. . Again for pr&ducts such . as securitiés,
psychographics may yield too narrow segménts and designing a

" product satisfying the generic need of security wili be
difficqlt.

Bases vary with decisions. Some of the commonly used bases are

indicated in the literature (Wind, 1978j Kotler 1987). While

the bases . for product, price and place, can be objectively



measured, those for promotion are often inferred. fﬁdﬁ"i{
attributes provide base for product, price-sensitivity for price,
and location, store size or store loyalty for distribution,

all measurable, lifestyle, attitude and perception, which often

provide bases for promotion, have to be inferred.

To ovetrcome the complexities arising from various alternative
decisions and bases, the marﬁeter evolves for himself criteria
spelt out in terms of reach, cost of reach, size, etc., to select
from the possible segmen¥ options. The ather influencing factors
are availability bf,infcrmation. the firm’s objecti#es, and the

criticality of decision (where cost of wrong decision is very

high). Many other characteristics such as stability,
amenability, and &actionebility have been used to secreen  the
segments.

Two broad approaches, apriori and post hoc (Wind 1978), have

been used for segmentation. The apriaori approach is based an

gprieri chosen dimenelans or Bases sueh &2 brahd loyalty,
usership pattern, customer characteristics, efc. The past hoc
approach uses clustering on relevant attriputes, such as prompt
service and delivery, and identifies the important bases dn the
basis of clusters. Benefit and psychographic segmentation are

examples of post hoc segmentation.

To &.marketer, identification of homogeneous groups or segments
alone is not sufficient. The marketing inputs planned by him
shouwld evoke the desired response or behaviour from the selected

segment. The chances of success of marketing inputs, however,
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Factors that influence attitude and bring about snciai change are
reference groups, change agents, or idnnovative segménts.
Identification of the initial or the most amenable segment is a
critical decision, for this ﬁegmeﬁt may influence athers. The
thought processes of this innovative segment are also expected to
be different from other segments, In such a context the
tfollowing marketing problems arice: by (i) How to segment? (ii)
How to sharpen the segment fDP?taneting? (iii) What should be
enphasized in communication to influence attitude and induce
behaviour? In other words, how to make the message acceptable
to the consumer?

Furpose of the Study

The present study addresses itself to the above problems and
attempts f{o develop an advertising strategy suggesting message
elements and an execution framework with reference to

canservation and cleanliness. .

The importance of conservation in view of scarce and depletgd
resources, specifically fuel, food, and forests, needs hardly
any emphasis. Developing conscicusness for cleanliness or clean
habits should logically resﬁlt in less health hazards and hence

avold unnecessary expenses at both individual and national level.

Related Worlk

Kotler and Zaltman (1971) have examined some of the decision
problems in their study on social changes. The product, an idea,
is intangible. Frice must take into account the'mmney cost, the

energy cost, the opportunity cost., and the psychic cost. Like



any commarcia1 product. social marketing requires an integrated
marketing approach, Family planning has been used as an

illustration.

Sheth and Frazier (1982) address the problems of segment
selection as well as strategy formulation. Bésed on the concept
of attitude-behaviour consistency/discrepancy the segments are
obtained on the basis of attitude (positive and negative) and
behaviour (engaged and not engaged) to yield (Zx2) broad
éegments. Strategies are developed for each cell. The strategy
of reinfercement  (reward, recognit}un) is recommended for the
positively . oriented segment, i.e. positive attitude and
behaviour, "and confrontéticn {(mandatory rules, clinical
counselling) for the negatively oriented segment, i.e negative
attitude and behaviour. For those engaged\in behaviouf but with
negative attitude, rationalization (reinforcing appeals "doing
the right things") and attitude change (education, propaganda)
have been suégested. Aﬁ inducement strategy {incentives,
effective delivery system) has been suggested for those who are
not engaged but have paesitive attitude. In an extended
classificatinn, they consider positive, neutral and negative
attitude crossed with regular user, infrequent user, and non-
usar, yielding nine segments. In the neutral segment for
regular user, education has been suggested. For infrequent users
in the same segment, social control§y, such as, ban on smoking ir
certain places were recommended. Finally for non-users, economi

incentives lhave been suggested. Despite. suggesting severe

strategies, the best possible options are not indicated.
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This would be expected for want of sharper épecificatiun qf the
segment, notwithstanding the fact that the decision relates to
overall promotional strategy. The present casé deals Qith a8 much
more specific decision, wviz., advertising. Hence sharpening of

segments becomes indispensable.

The most frequentb used bases continue to be demographic,

psychographic, behavioural traits, and life-cycle stage. The
atove have been used for developing social or growth
organizations (Berkowitz, 1990) and marketing of political

-

candidates (Claywood and Laczniak, 1990, who also classify voters

as ‘highly partisan’, 'non-partisan’ and 'independent’).

Gutman (1984) has used means—end-chain analysis or laddering to
examine consumer orientation towards beverages, and develop
advertising strateqy. Gutman and Renoylds (1984) have used the

same technique for identifying attributes and value hierarchies.

Methodology

As mentioned earlier the influence of social learning and
cultural effect is significant on social practices as well as on
attitude toward social behaviour. Hence the ‘attribute - benefit

rl

-~ value' construct becomes relevant as it connects the various

descriptors of the segment. Laddering can capture these
dimensions. It can link up the product to goals te construct
the ‘attribute - conseguence — value’ hierarchies.. This method

has been used for segment specification.

[



“What is gaﬁ&g'r'-ing.

. A mecns—end chain or laddering is a model that seeks to explain
how products or services a% means are linked to ends that a
person wants to attain andhwhich are influenced by his values.
It illustrates how values, (which are general in naturae) relate
to consumer choice (which is specific) through the ‘attribute-
cansequences/benefit—goal' hierarchy (Gutman 1982, 1984; Gutman
and Reynolds, 1984). Thus milk with calcium (attribute) leads
to better health (benefit/consequence) and enables one to enjay

life {(goal). The goal reflects attifude and values.

Initially the reépundent is probed 6n his wunderstanding of the
product. The respondent would describe attributes s/he thinks
the product hasf S/he is then asked to indiéate why s/he thinks
that certain attributes are important. The replies can be used
for higher level distinction. The procedure can be repeated
until the respondent can no longer answer why. Respondents

often reach a level where they are responding at the value level

(Rokeacﬁ, 1973).

The laddering technique refers to indepth probing directed toward

.uncovering higher level meaniﬂgs. The meanings at benefit and

value levels provide the domain of infaormation that the

respondent relies on for infn;mation processing and decision

makiqg. Laddering thus helps to reveal the key descriptors at
L Y

all levels as also the linkages and structural aspects of

the consumer’'s knowledge. In other words, it reveals how

——— — " —— T — L1 23 T BB PO S i s o s e g o o ot e o e T m Spatp i e Ty S —rn ——— R

* An initial categorization/dichotomy of similar product category
{(say health beverages, Bournvita, Horlicks, etc.) may be done
through a repertory grid. Respondents are then asked which
category they prefer and why (see Reynolds and Gutman, 1984).
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consumers pProcess and'urganize information'fur taking deciﬁinns.

(Olson and Reynolds, 1983; Butman 1982).

To analyse a large number of laddering responses, a thorough
cnntent'analysis of the responsgs is carried out. Each responsa
or thought is assigned a category code and e#prassed in a
standard concept. The aggregated valued structure represents the
consumers’ knowledge structuﬁe. ' Each branch of a ladder
represents a perceptual point of view, an orientation,

+

identifying a segment of the market.

Sample Selection

State of infrastructural facilities (non-availability, etc.),

education, and income can inhibit attitude. lLack of facilities

could result inp non-participation, despite positive attitude.

Besides, poor edu;ation and income could result ih indifferent

attitude or ‘neutkal segment, either engaged or not engaged in

behaviour,

The above factors were taken into account in selecting the
sample, Care was taken t; have reﬁresentétions from various
ethnic and regional groups of India. The subjects were educated,
and belonged to upper income groups to control for inhibiting
factors. Thus the sample was expected to reflect. attitude

largely influenced by ethnic background.

A quota éample of 100 was drawn from the residents on the campus
of an educational institution and neighbouring areas,
representing different ethnic groups.  The socio-economic

profile was similar: educated; 35~40 years old men and wamen from
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upper—middle—income groups. Use of mean—end chain analysis was
made to identify the various arientations. The respondents were
initially examined on their understanding of conservation and
cleanliness. This was follqwed by @ question as to why they
thought they should advocate or practise them. This led to
laddering. Frobing was generally in the upward direction from
attributes %o values. A total of 40 1adders were obtained.
Cading was done in discussion with respondents.

The advertising strategy was develupéd by using the Mecca Model
(Gutman and Reynnlds, ..198%). In the Mecca model, five
components havé' teen suggested for advertising strategy: 1)
driving force defined as the end levélf géal to be focused on
in | advertisingj 2} leverage point, the manner by which
adyertising leads ta end levél focusy 3I) executional framework,
the ﬁverall scenario, the tone and style of the ad; 4) consumetr
benefit, the majoﬁ positive cunsequénces to be communicated
verbally | or visually in the adj; and 5) message elements, the
product attributes to be communicated verbally or visually.

The suggesied ad strategies are based on this framework since

would be to
*
achieve comprehension or affective conditioning or both.

the —orfertivedis in social communication

For

comprahension the following alternatives were considered to test

for the efficacy of the advertising strategy.

# Affective conditioning results in a mental state which could be
QEscribed as being cheerful/receptive (positive condition-
ing) or hostile/alienated (negative conditioning). Positive

conditioning can be achieved by rousing compassion and
sympathy.



(1) Select some of the available ads using similar themes.
Evaluate effectiveness and relate the findings to the
Mecca model.

(2) Design ads as above (Macca model) and compare them with
existing ads.

(3) Test for identification of fhe inherent theme through a
questionnaire. A number of scenarios to be presented
and the respondent would be asked to associate the
concept or theme that seemed closest to the scenario
created by the five elements of the ads._

Given the constraints of time and cost, the last altérnative was
chosen. This basically tested the compréhension aspect. For
testing conservation, no changes were made in the format. For
cleanliness the message element was modified from “foster the
habit of cleanliness" to "foster this habit" fsee Exhibits A and
B) This was done to keep other options open and examine the

strength of other elements in the ad. In all 15 judges were used

for the purpose.

Findings

The summary of the attributes, 'Edéséquences. and values as
obtained from laddering are providea in Table i. The resulting
hierarchical maps are shown in Figures 1 and 2 and the
orientations in Table 2. For cleanliness two broad segments
emerge. Orientations 1 and 4 are more ‘inward directed" while 2 '
and 5 are ‘outward’ directed’ and 3 1is a mixed ane. Foe
conservation the Drientatfdn is‘basically of one kind, 1i.e.

outward directed with ' orientation 3 being mixed in nature. A

10



suggested advertising .strategy is described in Table 3. For
cleanliness, the strategy is targeted at the inward directed
segment responding to "gelf-goal fulfilling message. For
. conservation, the message is targeted at the outward directed

segment responding to social and global concerns.

Ad Strateqy

For cleanliness, the perceptual orientation stems from mental
-peace)gnod health to the ultimate goalgachieving more efficiency
and sense pof well being. Hence at thé value‘level the driving
force seems to be anchored at getting most out of life and taking
pride in oneself. Connecting links or means appéaf to be through
achiéving efficiency by beiﬁg methodical. This can provide a
leverage point for advertising. ‘Execution should communicate
the message and bring out the means and end. This could he
through & contrast message or visual as depicted in the
executional framework. The benefits should state explicitly the
attributes such as mental peace, etc. and the message could be an
explicitly Eoncluding'type. The respondent having gone through
the various stebﬁ may accept the conclusion. The message could
alse end with a gquestion where the respondent can clearly make
his own judgement (implicit conclusion). The strategy is based
on inward directed arientatiun, hence the emphasis is on self-

achievement.

Far conservation the orientation is outward directed.’ The
starting point is eco-balance leading to the value/goal of
preservétion of life and mental harmony. The linking chain d

value to specific features seems to be through ‘saving naw t

11



enjoy later’. The execution of the framework again should bring
out the contrast effect, consequences of following or rot
following caonservation. The benefits could be explicit such as
realization of'pqllution control and less inequality. Thae message
could be conclusive or left to the respondent %o draw his .
conclusicn. The oather alternative could " be conditional
avoidance approach. This can act as a leverage point guiding the -
executional framework and bHinging out the message and benefite

with much more emphasis.

The efficiency of communication in achieving comprehension Was
nearly perfect for conservation. For cleanliness, modificatiaon
resulted in multiple choice (Table.4). However, the message
element indicated in the design (Table 3) should shift the number

from a multiple choice cateqory to a single choice. category.

Discussion

The findings of the study are encouraging in that that the
results were as expected. The success of such an approach
theoretically should rest on the congruity principle. Use of
laddering  helps in tracking the thinking process of the
respondents. Using the cues from thése Erocess advertising can

achieve comprehension and acceptance.

Laddering not only highlights pEPsunal values and goals, but
identifies the linkages between attributes, .consequenceg, and
goals - a major gap in any social marketing. The eaxercise
involves subjects and elicits spantaneous responses énd reflects

the inner feelings of the subjects. This is evident in testing



the effectiveness of the advertising.

Even with bare framework of statements we could achieve a fairly
accurate comprehension level. The strategy mix model (Sheth and
Frazier, 1982) suggests various approaches, but failsrto identify
the linkages.. Laddering can uncover the key discriptors at all
levels aé well as the 'linkages that serve - to
provide the structureicnmponents of the ccgniti#e Feepnnsef This
helps an advertiser to tap into the consumer ‘s mind through
linkages and achieve ready acceptability of the message. Emphasis
should be on strueture components and linkages as both goals,

along with attributes, reflect beliefs and values,: contributiﬁg_

to the affective component.

In’teéting_the eficienty of the advertising design a quick method
of aséociatiun has been suggested. This basically tests the
comprehension aspect. It can indicate that the given approach
chid he effective but does not establish the supremacy of .this
approach over others. However, this is.a cheap and quick
procedure - and could bg fe%t@d over time with others to prove its
utility. | |

Implications

Currently government is using both channel and nessage as
instruments in family planning, prohibition, and conservation.

Emphasis is more on comprehension especially in the message. Use

— s d—n—_—!ﬂl—-——-——--——-—;n——.—_n——-—-n—u—hw——u‘-—.-—
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* Cognitive structure relates to beliefs held by an individual
and evaluations of these beliefs (good or bad). Evaluation
treflects values, eg. Medicine is bitter (belief).

Bitterness is good {evaluation).

13



of fear appeals has also been made. Conditional avoidance
(reinfoﬁcing "pPrevention is better than cure") also featureg .to
encourage early cancer detection ang road safety measureg by the
Loss Frevention Association, India. These instruménts have been
applied-aCFDSE all groups-without proper segmentafion. Laddering
could be used to indicate both segments 45 well as specific
communication objectives and developing advertising strategy.
Initially, brpad 'segments can be defined through the use of
attitude and behayiuour {Sheth and Frazier, 192, Sub- segments
Can then be obtained through laddering fopr developing the

advertising strategy.
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Teble 1: Suamary of Atiributes, Consequenses, and Values obtained  fros laddering

supply, price control, deple-
tion of resowrces, halts cli-

matic changes, avoids imbalance

in economy, pollution control,
political  economic  ¢ysted
stability, onsures future of
current anf coming generation,
helps cptimus utilization of
resaurces, prevent dust, dird
and health. hazards, without
presecvation  precious things
are lost for ever.

Attributes Consequenges f - Valuss
Concrete fbstract Functional Psychio-bocio
ol appearsnce, boood feeling, Mental| Better  health, sethodical, Feeling of fresh- |Reflects upbringing,
55 sickness, firee peace, saticfaction, | better efficiency, more work, ness, good appear- |enhance  self  and |
‘roa geras and dirt, feels good, self] congenial working ataosphera,  ance, develops | isage of the caintry
%o health hazards, concept, reflection] cost saving {reducing lass of  favourable atti- [Fart and parcel of
wderliness,  phy- of perscnality, | #an hours and waste of time, tudes, reduce tens- (the  civilizatio,
dcal  cleanliness. plessant wood, | less disturbances) afiects one-  ion, happiness acce- |sense of sesthetics,
cleanliness of wind, | self and ipthars, drives away ptable to the saciety|care and corcern for
asthetics b beauty, | pests, ‘ others,
gcrmary spalre RAR MAENY '
o Comseration, .
Conceguentes
 ftteabutes Valuyes
"Loncrete Abstract Functicnal Feycho-Socip ‘
imited resource, Feace and haraony, | Eco-balance, stopping environ- Mental peare, living |6ood for hunsnily,
ostly resourcs, preservation of| sental degradation, less health made wbre Jduty of recponcible
eprived  segaentg: life,energy, heri-| hazards, saving of mon2y, @esningful, good for (citizens.  Man is
ood for  nations, tage and tradition,| better resuld!, avoids turmoil  husanity. not ‘master but part
rban pleasant husan welfare,| wnrest in  society, avoids BN of nature and would
urroundings. judicyous  use 1ot} drought,famine snd other chain perizh if he
resources, reaciion, athieve  better . distances  hiaself

frod nature.



Values/
" goals

Consequences

" Gttributes

Saial , Self and country FReflectian

acceptability image celf and
' ' sGCiety

)
_ - Cost saving
! \ Independ-
| ence
i
)
Hore
| effigiency
i
' Develop Chain effect
favourable methodical on children,
i attitude friends and
i ’ society
i Good feeling ‘
1 .
Better health d looks
' for self and ‘
! others .
| Baod health ’
l .
|
I L}
i Feeling of - . Mental
| freshress health
| sical . Fhysical and \ Cleanliness both in
| tleanlingss gental cleanliness : ! physical and
habits ' surroundings
sense of aesthetics

1

Cleanliness

Figure 13 Sumnary sap of ladders for Cleanliness



Attributes

- e - e e wme e s e e

A

- e— o —

Baves Peace and ‘mental
Mankind haraony pRacE
- T Frace
LLonbrol
"Bood Physical Balanted
health economy
No unrest No Aram
in soicipty climatic changes
fvailability Better suppl
for a1l
Bood fuL nation _- - depletion of
: rEsoUrces
avoids
crisis

balance ~

Malts pollution

Conservation of
forest, wealth,

Judicious use of
resources

for society

thingés;d
Saving of heritage,

traditjon '

eneryy
Conservation
Figure 2: Summary map of defers for canservation

Life is
preserved

. Secdri-ty or
. turrent and
toming generation

Precious

—




Table:2 . Percepetual Drientation

re———_—

a)  Cleanliness

m
l. Cleanliness — Feeling . ~ Bood  — Better -~ Socia) ._
of freshngss  appearance  health _ acceptability :
.\ - ) . i : i N .
2, —do— Hental =~ better health ~- Develups . == Self and
' health —  for self and favourable - country
others attitude inage
3 --do— Good - > Bood  —Bood  ~ Mcthodical -- More — (gt
‘health looks feeling efficiency  saving. -
4 o Bood - T Bood  —Good - More - Ingepen- -~ pental
health looks feeling  metho-  dence peace
‘ dical
S , ~do— Good -~ Enad —Bood -~ Multiplier - keflects on
health loaks feeling - effect/chain  self ang
' effects society,
b} Corservation
1. Canservation — Eco balance —Avoids—- o depletion -~ Bocd -- Saves
trisis  of resources  for wankind
' nation
] 1 . . N
2. o~ = Eco balance —-Avoids=- No depletion - vaila- - No -~ Peace
’ £risis bility ' In~ ° and -
. for a1 rest  harsony
- - Era batawg - -Avpids— Na depletion = No un-  — Good —  Mentgl
C crisis rest physical  peace
o ‘ health _
4 —do- — Eco balance ~Mvoids— No depletion — No un~ —Balanced — Price
’ crisis desirable econaay control
' climatic : '
: changes
S, -do - Eco l;alance —Good for ~-Security for — Life is
o Society  current and . preserved ©
’ o coming generatipn. | } ﬁ T
: C ' ' ) ! : '
b do-  — Eco balance —Precious things - Happiness ~ ~
- v . preserved
7. -do-  :— Eco b,almc_e-r-._-- halts pbllutio_n



Table 3: Likely Choices of Advertising Strategy Emerging frow the Experisent

Strateqy Elesents

1. Driving Force

2, Levgrage Point

3. Executional Frasewark

¢

A, Consuser benefits

8. Message elesents

Cleanliness

Make the best of your
life, Achieve efficiency

Prevention is better than
curg,
Make life exciting and

enjoyable by  being
efficient. '

Clear attractive.
surroundings  indicating’

freshness, calej contrast’
it with scene of chaos,

. Wasted tise and energy.

Baining . social  acce-
ptance, esteea; saving
(money, tise, energy),

achieving efficiency and
sental peace,

Foster the habit of
cleanliness, enjoy life.

Conseryation

Praserve lifg and

PESOUrCES

Save for a rainy day,

learn to relax, look
forward  to 2  secure
future.

Use conditional avoidance
technique,  show ' rich
backgraund of  nature
{nature’s bounty) against
visual of barren land,

Less pollution and filth

controls inequality,
achieve  balance in
ecology, provides a

secure future.

Preserve gifts of nature,

-learn to relax byhuilding

a secure fubure, Lleave a

better world for the

coaing generation.  Lock

forward to leisure and

security, having provided

far them, - = i
!



Exhibit A

fead the set of sentances shith creates a  scenario that
*. ghould evolve from practising certain hehaviour or adopting
certain measures,
" tick/circle the word you think closest to the above scenario
~that would result fros the word you have chosen.

‘lsreserve bife and resources.

. Save for a rainy day, learn t0 relax,
_secure fugure, -

Ll_Less pollution and filth, controls ' inequality, achieve
balance in ecology, provides a secure future.

: Preserire gifts of nature, learn ta relax by building a
secure future.  Leave a better world for the coming
generation. Look forward to leisure and security.

_Rich background of nature contrasted with visual'
ot harren land,

Visuala

- Conservation, Rids and Brants, Develupmentul Activities of

Governsent, Saall Saving Schese, Cleanliness, Welfare
Scheses, Faaily Planning, Health Insurance, Other Insurance
Alite, fire, property}, Purchase of Securities,

List of words are provided below, Please

look foruard t:'; al

|

Exhibit B

= ——— . —

Read tha set of sentences which creates a scenario that
should evolve from practising. certain behaviour or adopting
ertain seasures. List of words are provided below. FPlease
tick/circle the word you think closest to the abpve scenarxn
that would result froa the word you haye chasen.

Hake the best of your life. " Achieve efficienty,
Frevention is better than cure, | -
Make tife excitin’g ahd enjoyable bybefﬁg etficient.

Gaining social acceptance, estaem, savmg {norey, tme.
ghergy), achigving efficiency and mental PRALCE,

\
. Foster this hahit, keep good health, eniny life,

Visual: Clean attractive surroundings x'ndlcahng freshness

i and caola environgent with contrasting stene uf
thads, uasted time and enerqy. '

Welfare Schenes, Cleanliness, Small SBaving Schcm,

Developaental Activities of Sovernsent, Aids and Brants,
Conservation, Fawily Planning, Health Insurance, Other
Insurance (life, fire, property}, Purchase of Securifies, .

Table ¥: ‘Frequencv of Right ldentification = |
P mmmemere ; . (Tntal fysber o} respances -15)|
v T
] ' Ratia to tatal.
._Tﬁem&s Single rlultiple,'Tutal ‘ Single‘ Hulciple
~ fhoice  choice  identified choice choice
Consarva~ - ‘ _ . _
, tion BT 1% - 583 4
Clean~ | _ S
liness 2 b 8 13,3 0 40,0

" #These were chosen along with others in the list. |
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