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Advertisement Questions: 

Look at the ad and READ the question.  Usually you are asked for general 

opinion about the CB theories expressed in the ad – with a specific 

emphasis on one or more theories. 

Ask yourself – who is the target audience? 

• Is this high involvement or low involvement? 

• What type of appeal is it – utilitarian (functional), hedonic etc. 

How do I know? (look at the content of the ad – picture, 

information) 

• Perception/information procession 

[exposure/attention/interp/memory] 

• Self 

• Demographics/social class 

• Reference groups 
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Consumer behaviour/buyer behaviour 

“We’ve moved from thinking about  customers to thinking like customers”   

Kevin Kenrick, National marketing director, Lion Breweries 

• Consumption isn’t always just about the economic side 

o Social marketing – considers behaviour rather than 

economic exchange; trying to alter consumer’s behaviour 

o People are complex; and thus it is important to understand 

them 

o Hedonic experiences – make you feel good; supporting 

rituals and ceremonies; create social experience; 

conspicuous consumption – purchasing a good because 

of what it represents in society; conscious consumption 

– but is it sometimes conspicuous too? 

 

What is consumer behaviour? 

Consumer behaviour – study of the processes involved when 

individuals or groups select, purchase, use or dispose of products, 

services, ideas or experiences to satisfy needs and desires (Solomon, 

2012) 

 

Three characteristics 

i) how consumers differentiate between products 

• based on attributes; and their specific meaning to individuals 

(e.g. cheap is good for some, expensive is good for some) 

ii) why we buy and consume 

• to do with motivation – consumer centric 

• image or personality of the brand – marketers must construct 

that personality 

o this cannot be done for anonymous people. Must know the 

customer to form a relevant personality 

iii) how they think and act when buying 

• Involvement – how much time and effort goes into decision. Very 

consumer centric 

 

Why is buyer behav important? 

Understand variables affecting purchase → predict purchase → design 

strat based on controllable variables → achieve obj 



 

A few generalisations 

-consumption behaviour is purposeful (rational vs logical) 

• human beings are RATIONAL not LOGICAL. Logical is predictable. 

Rational to the individual. 

-behav can be understood, therefore purchase behave can be influenced 

• need to get as close to the consumer, and have as narrow of a 

target market as possible for best results 

-consumer is sovereign 

• their opinion is much more relevant (prevalence of social media) 

-there is a need for consumer education 

• do not patronise; must co-partner with audience 

 

Why study buyer behaviour? 

Three viewpoints: 

• Managerial, strategic 

o Wants to change C behaviour – make them want to $$ our 

product 

• Social 

o Aims to change C behaviour 

• Personal 

 

How do we study buyer behaviour? 

Rough classification: experiments, surveys, observations, interviews 

 

READINGS FOR NEXT SESSION: Perception, Learning and Memory 
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Perception – Chapter 8 

Perception – process by which we notice, attend to and interpret stimuli 

– objects, messages and events – that we encounter in the world around 

us. Thus it is how consumers make sense of information and marketing 

communications 

 

The nature of perception 

Information processing – a series of interlinked activities by which 

stimuli are transformed into info and stored 

-comprises of four main steps 

• Exposure – occurs when a stimulus comes within range of a 

person’s sensory receptors 

• Attention – occurs when a stimulus activates one or more 

sensory receptor nerves and the resulting sensations go to the 

brain for processing 

• Interpretation – assignment of meaning to sensations 

• Memory – how the meanings given to the perceptual sensations 

are recorded as info, either for short term use or long term 

storage 

o These stages follow a linear process, but occur almost 

simultaneously 

Duplex theory of memory – theory that proposes a distinction between 

short and long-term memory 

Perceptual selection – consumers do not just passively receive 

marketing messages. They are active in the process of perception and 

play a significant role in determining the messages they will encounter 

and notice, as well as the meanings they will assign to them. 

 

Exposure 

-for an individual to be exposed to a stimulus requires only that the 

stimulus be placed within their immediate environment 

-marketers must decide on which promo and distribution channels will 

expose their products to the right target market 

Absolute threshold – lowest level of stimulation necessary for detection 

by a person’s sensory receptors 

Selective exposure – process by which individ delib seek out exposure 

to certain stimuli and avoid exposure to others 



-generally consumers seek out info that they think will help them to 

achieve goals 

 

Attention 

- occurs when a stimulus activates one or more sensory receptor nerves, 

and the resulting sensations travel to the brain for processing. 

-consumers are exposed to thousands of times more stimuli than can be 

processed 

-influenced by the stimulus, the individual, and the situation 

 

Stimulus factors – physical characteristics of a stimulus itself 

-Size and intensity – larger stimuli are more likely to be noticed 

than smaller ones (e.g. larger ads in Yellow Pages generate more 

enquiries). Intensity (to do with loudness and brightness) has 

the same influence as its size 

-Colour and movement – people prefer highly saturated and 

bright colours. Consider number of colours used, but also the 

contrast. 

-Position – location of a stimulus within a medium or at the PoS. 

those near the centre of the visual field are more likely to be 

noticed. 

-Isolation – separation of a stimulus object from other objects. 

E.g. using whitespace 

-Format – refers to manner in which a message is presented. 

Elements increasing effort to process message tend to decrease 

attention. Those that lack a clear visual point or use 

inappropriate (speed of) movement or an inappropriate level of 

content increase processing effort and decrease attention 

-Contrast – refers to consumers tendency to attend more closely 

to stimuli that contrast with their background than blend into it 

o Adaptation theory – people adjust to the level and type 

of stimulus to which they become accustomed 

o Differential threshold – a consumer’s ability to notice 

changes or differences in levels of stimulation. Marketers 

must consider this to make sure marketing messages 

stand out 



o Just-noticeable difference – minimum amount of 

change in a stimulus needed to occur for consumers to 

notice the difference 

o Weber’s Law – law stating that the stronger/larger the 

initial stimulus, the bigger the just-noticable difference 

needs to be, in order to be noticed 

-Compressed messages -  message that has been sped up to 

increase attention 

-Information quantity – relates more to the total stimulus field 

than to any particular item within that field. There are no general 

rules to how much info a consumer will/can use. 

o Information overload – when a consumer is confronted 

with so much info that they cannot or will not attend to all 

of it. 

 

Individual factors – personal characteristics likely to influence 

how an individ cosumer perceives and processes info. 

-interests, needs, prior exp, learning 

A consumer’s interests and needs or motivations seem to be the 

primary individual characteristic that will influence their 

attention. Interests are a reflection of overall lifestyle as well as 

short and long term goals. Individuals with a high need for 

cognition (problem solving etc) concentrate more on stimuli than 

those with low cognition 

Perceptual vigilance – the tendency for consumers to 

demonstrate heightened awareness of those stimuli that are 

relevant to their current needs or interests 

Perceptual defence – tendency for consumers to demonstrate 

decreased awareness of those stimuli that are not relevant to 

their current needs or interests, or for consumers to block out 

unwanted stimuli 

  

Situational factors – elements in the env other than the focal 

stimulus that are likely to influence C behaviour. If you’re busy, 

you’re less likely to attend to all the available stimuli. 

o Pay attention to new things 

o Enjoy pleasant environments – willing to stay longer 

o Need to know their target market to appeal 



Program involvement – more interested in a TV show = more 

interest in the advertisements displayed 

 

Non-focussed attention – superficial and distracted allocation 

of processing ability to stimuli 

Hemisperhic lateralisation – concept that each of the two sides of 

the brain control different types of activities. Left = rational 

thought – verbal info, symbols, sequential analysis. Right = 

pictorial, geometric, and non-verbal. 

Subliminal messages – not consciously attended to by the 

exposed audience 

 

 

Application of perception to marketing 

-both stimulus and personal interest factors are used to attract attention 

to advertisements and packages 

-characteristics of the tgt mkt and the message are studied to ensure that 

accurate interpretation occurs 

-the meaning that consumers assign to words and colours etc. are 

important in choosing brand names and colour; also consider 

international influences 

-also be careful about the interpretation by vulnerable groups (e.g. kids) 

 

SUMMARY – can you answer these if they were made into questions 

• Perception consists of those activities by which an individual 

acquires and assigns meaning to stimuli 

• Perception begins with exposure 

• Stimulus factors such as size, colour etc (physical characteristics) 

influence this process 

• Individual factors such as interest and need also influence the 

process 

• The situation (context) also plays a role 

 

 

Interpretation – concerns the assignment of meaning to the stimuli to 

which we attend 



Gesalt Psychology – school of psych which examines the processes by 

which info about a stimulus is organised and categorised into patterns by 

the brain 

 
Cognitive interpretation – a process whereby stimuli are placed within 

existing categories of meaning. Interactive process – addition of new info 

to an existing category also alters that category and the relationship with 

other categories. Consider when the CD player was introduced; would 

have, at first, been classified within a general category of record players, 

in order to eval it. 

Must distinguish between the: 

Semantic meaning – conventional meaning assigned to a word 

in the dictionary 

Psychological meaning – specific meaning assigned to a word 

by a particular individ or group based on experiences and 

context 

Affective interpretation – emotional or feeling response triggered by a 

stimulus. Has normal as well as individual responses. 

 

Individual characteristics 

Gender and social class affect meaning assigned to owning 

various products. Two important personal variables are: 

Learning – meanings we attach to natural phenomena as time, 

space, friendship and colours are learned, and vary widely across 

culture. 

Expectations – as with gaining attention, individ tend to interpret 

stimuli consistently with their expectations. E.g. with people 

given brown pudding, they will immediately assume its 

chocolate. 

 

Situational influences 

Individual + 
Stimulus + 
Situational 

Characteristics

GESALT
Interpretation -

cognitive and 
affective



Can include hunger, loneliness, etc., which influences our 

interpretation of a stimuli. The amount of time available also 

affects meaning assigned to marketing messages. 

Context surrounding an adv message will influence its 

interpretation, as people tend to perceive objects or events that 

are close to one another as being related – proximity 

 

Stimulus characteristics 

Basic structure to which an individ responds. Indeed, it is the 

stimulus that the individual is truing to assign meaning in the 

first place. Configuration and nature of the product, package, 

adv, or sales presentation have a great effect on the nature of 

the mental processes that are activated 

o Semiotics – study of how meaning is created, maintained 

and altered; focuses on signs, which are anything which 

conveys meaning, including words, pictures, music, 

colours, forms, smells, gestures, products and prices 

 

Misinterpretation of marketing messages 

Widespread agreement on, and accurate interpretation of, mass-

media messages, is hard to achieve. No workable set of 

guidelines to eliminate this problem has been developed yet. 

 

How children process info 

Stage Description 

Sensorimotor 

(0-2yrs) 

Motor and cognitive development. Learns that 

objects still exist when they are hidden 

Pre-operational 

(2-7) 

Language, memory and conceptual thinking 

develop 

Concrete 

operations (7-

11) 

Apply logical thought to concrete problems and 

can adapt other points of view 

Formal 

operation 

(11+) 

Dev abstract thinking, hypothetical reasoning 

and ability to apply logic to all classes of 

problem 

Piaget ^ 

 

Marketing applications of the perception process 



(Retail strat, brand name and logo dev, media strat, adv and packaging 

design, warning labels and posters, adv eval, regulation of adv and 

packaging) 

 

Retail strategy 

-Most retail env have lots of info; need to beware of info overload 

-use exposure carefully (e.g. supermarkets placing highly-consumed 

items far apart to increase consumer exposure) 

-shelf position and space influence what items are given attention 

-total mix of in-store info cues and external building characteristics and 

adv combine to form the meaning or image assigned by consumers to 

that store 

 

Brand name and logo dev 

-many marketers believe that the name of a co. or product affect its 

perception. 

-with respect to brand names, concrete terms with relevant, established 

visual images are easier to regonise than abstract terms. 

-a logo is how the name of a g/s is visually presented 

 

Media strat 

-the fact that exposure is selective rather than random is the underlying 

basis of effective media strats. Must determine where target market are 

most exposed, and place adv messages in those media 

-for some products/target markets, consumers are highly involved with 

the product category, and will seek out relevant info. For others, there is 

only limited involvement 

 

Advertisement and packaging design 

-they must perform two critical tasks, capture attention and convey 

meaning 

-however, techniques appropriate to accomplish one tasks are often 

counterproductive to the other 

-if the target market is interested in the product category/brand/firm, 

gaining attention is not a problem; however if they are not, it is a major 

concern. Therefore, marketers are communicating with them at times of 

little/no interest 

• use stimulus characteristics, such as colour 



• tie the message to a topic that the target market is interested in 

• humor can be useful, as well as fear and sex appeals 

• brand distinctiveness over differentiation 

• need visual cues, or else their motivation to search amongst a 

sea of alternatives is diminished 

 

Warning labels and posters  

-ethical and legal considerations require marketers to place warning labels 

on a range of products. 

-warnings can be Incorp into commercials, packaging, and POS displays 

-generally they are less obvious than they should be, to not scare away 

customers. Thus they are often unnoticed 

 

Advertising eval 

Must accomplish: 

• Exposure – reach the C 

• Attention – attended to by C 

• Interpretation – properly interpreted 

• Memory – must be stored and retrieved under proper 

circumstances 

 

Measure of exposure 

-print media is often done based on circulation, provided by commercial 

businesses. However, data is often not broken down in a manner 

consistent with the target market of the firm seeking info 

-tv is done mainly by viewers’ diary reports and ‘people metres’, which 

are devices that auto determine whether a TV is on and to what channel 

 

Measures of attention 

-eye-pupil dilation – changes in size measure attention to a message 

-eye-tracking – can track movements relative to the ad being read of 

watched. Can determine what was attended to, the sequence, how much 

time is spent on each part 

-tachistoscopic tests – slide projector with adjustable projector speeds 

and levels of illumination. Can be tested to determine when an ad is best 

recognised 

-brain-wave analysis – there is evidence indicating it can indicate the 

amount and type of attention  being given to an ad 



Eye-tracking is said to have the best potential 

Indirect tests of attention include: 

-theatre test – method of measuring attention given to commercials; 

shown commercials along with TV programs, to indicate that ads caught 

their attention 

-day-after recall – most popular method; interviewed the day after a 

commercial was aired in a program they watched 

-recognition test – MR test aimed at estimating how many respondents 

will recognise an ad, if shown it 

-starch tests – most popular technique for evaluating the attention-

attracting power of print ads. Shown ads from magazines they read 

recently and which ads they recall reading 

• Noted - % who recall seeing the ad in that issue 

• Seen-associated - % who recall having read a part of that adv. 

which clearly associates w/ brand/advertiser 

• Read most - % who recall having read 50%+  

 

This is generally based on magazine subscribers and not the 

target market however, and can lead to misinterpretation of 

the effectiveness of an ad 

 

Regulation of advertising and packaging 

-e.g. heart foundation tick; some firms/products will not pay for the 

royalty, and thus do not have the tick, even if they are healthy. 

-regulatory agencies are deeply concerned with interpretation of 

marketing messages – however determining the exact meaning is not a 

simple process 

 

Adv aimed at children 

-studies show children under 7 cannot distinguish between a show and an 

ad, so regulations have been put in place 

-also less able to determine the selling intent 

-words may also be mistinterpreted 

 

Learning and Memory – Chapter 9 

Learning – any change in the content or org of long term memory; result 

of info processing 



-many marketing activities aim to result in C learning about a product or 

the benefits offered by the product, and influence ‘C learning’ 

-info processing may be conscious, non-focused or even non-conscious in 

low-involvement situations 

 

Learning and involvement 

High-involvement learning situation – situation in which the C is 

motivated to learn or process the material; puts in some effort 

Low-involvement learning situation – has little or no motivation to 

learn/process the material 

-the degree of involvement in relation to other possible purchases is what 

is important 

-related to characteristics of the individual, and object and the situation. 

• Some individuals are more meticulous than others in decision 

making 

• The particular object will affect the involvement. Objects with 

high risk or high propensity for a negative outcome require more 

involvement. 

-highly involved customers are more responsive to advertising messages 

-high involvement learning approaches = operant conditioning, vicarious 

learning/modelling, and reasoning.  

-low involvement learning approaches = classical conditioning, iconic rote 

learning and vicarious/modelling learning (diagram on page 266) 

 

Conditioning 

Conditioning – learning that is based on association of a stimulus and a 

response. Through repeated exposure to a stimulus and response, we 

learn they go together. 

 

Classical conditioning [LI] Pavlov – process of using an 

established r/s b/w a stimulus and a response to bring about the 

association of that same response to a different stimulus. In a 

marketing context, normally condition consumers to associate 

positive emotions elicited by some stimulus with a particular 

product, so, in time, the product will elicit those positive 

emotions too. 



o E.g. get hungry around a certain time. If Dominos puts 

adds on at that time, we may begin to feel that Dominos is 

associated, and calling the number becomes a response. 

Commonly used for low involvement situations. 

 
Requires repetition 

-prevents decay 

-marketers use actors; hoping that response the celeb brings is 

transmitted to product 

-consider stimulus generalisation too 

 

Operant/instrumental conditioning [HI]– process of 

learning whereby the consumer’s response to a stimulus is 

reinforced by a reward or discouraged by a punishment. Differs 

from classical in terms of role and timing of reinforcement – after 

the behave. For example, this can be done by trials in malls – 

trying the product = desired response. Once they try the sample 

and find it pleasant, the chances of repeating this are increased. 

Reinforcement plays a much bigger role here. 

Unconditioned 

Stimulus

(US)

Food

Unconditioned 

Response 

(UR)

Salivating

Conditioned 

Stimulus

(CS)

Bell

A Representation of Classical Conditioning

Figure 11.2



o Shaping – process of encouraging a partial response (such 

as consuming a free sample) which leads to the final 

desired response (such as purchasing at full price) 

-also works the other way with a negative experience 

-most common application is keeping products at a consistent 

quality 

-occurs in high-involvement situations 

 

-consider reinforcement - +ve, -ve, intermittent 

 

Cognitive learning 

Cognitive learning – mental activities of humans as they work to solve 

problems or cope w/ situations; involves learning the ideas, concepts, 

attitudes and facts that contribute to the ability to reason, solve 

problems, and learn r/s w/o direct experience or reinforcement 

-as C, we form hypotheses about a brand/product, and act on these 

-if they are challenged, we must rethink our schema 

 

Iconic rote learning [LI] – learning association between two 

or more concepts, in the absence of conditioning; frequent rep 

-a lot of low-involvement learning involves iconic rote learning. 

Many reps of a simple message may lead to it being learned. 

-may form opinions without being aware of the info’s source 

 



 

Vicarious learning model [HI] – type of learning based on the 

observation and imitation of the behaviour of others. 

-C learn by observing the outcome of other consumer’s actions 

-closely linked with socialisation; how kids learn to consume by 

watching their parents 

o Consumer socialisation – processes by which people 

acquire the skills, knowledge and attitudes relevant to their 

functioning as consumers in the marketplace [fam DMING] 

 

Reasoning [HI] – most complex of cognitive learning; in this 

process, the individual engages in creative thinking to 

restructure and recombine existing info as well as new info, 

forming new associations and concepts as a result 

-info from credible sources that contradicts our existing beliefs 

will often trigger reasoning. 

Theory Def High invol Low invol 

Classical Cond Response elicited 

by one object will 

be elicited by the 

second object if 

both objects often 

occur together 

Favourable emotion 

response evoked by 

‘Australia’ by the 

brand Qantas after 

a consumer has 

read that Q will 

remain majority 

Aus owned 

Association of 

Labrador puppies 

with Kleenex 

evokes a fav 

emotional response 

Operant cond A response that is 

given reinforcement 

is more likely to be 

repeated when the 

same sitch arises in 

the future 

Airline loyalty 

programs use the 

idea of regular 

reinforcement to 

shape purchase 

behave by giving 

rewards 

Coffee cards 

Iconic rote 

learning 

Through freq 

repeated adv w/ a 

simple message, 

2+ concepts 

become associated 

Basketball player 

hears about new 

Nike ‘Kobe 8 

System’, following 

Kobe Bryant’s 

success 

C learns there are 

various types of 

Colgate without 

really thinking 

about Colgate 



Vicarious 

learning/modelling 

Behav are learned 

by watching the 

outcomes of others’ 

behave and/or by 

imagining the 

outcome of a 

potential behav 

Woman watches 

the reactions of 

other people to her 

friend’s new latest-

fashion outfit before 

buying a similar 

one 

Child watches adult 

using remote to 

switch off the TV 

and learns to do so 

Reasoning Individuals use 

thinking to 

restructure and 

recombine existing 

info and new info in 

order to form new 

associations and 

concepts 

C knows that 

baking soda 

removes fridge 

odours. Noticing an 

unpleasant odour, 

consumer decides 

to sprinkle baking 

sode 

Finding that local 

supermarket is out 

of black pepper, 

decides to 

substitute with 

white peper 

 

Applying learning theories to mktg 

-associate [classical conditioning] your product w/ 1+ rewards 

-repeat communications to increase learning [iconic rote] 

-associate product w/ already learned responses to increase learning 

-subjective world of C will determine what is learned 

• Recognition of perception, experience etc. 

 

Process in which behaviour capabilities are changed as a result of 

experience. 

Three major theories 

• Stimulus response (Classical conditioning) 

key word ASSOCIATION 

• Operant learning 

key word REINFORCEMENT 

• Cognitive 

key word RELATIONSHIP/MEANING 

 

 

General characteristics of learning 

Strength 

Influenced by six factors: 

 



Importance – value that the C places on the info to be learned. 

More important = more efficient and effective at learning. HI 

learning is more complete than LI. 

 

Message involvement – extent to which the C is involved w/ 

the message. Includes making interesting ads with a plot etc. 

 

Mood – a transient state of mind that is generally not tied to a 

specific event or object. Produces a more complete and stronger 

set of links among a variety of concepts and brand, enhancing 

retrieval. 

 

Reinforcement – anything that increases the likelihood that a 

given response will be repeated in the future. Learning can occur 

without, but reinforcement increases the speed.  

o Positive reinforcement – a pleasant or desired consequence 

o Negative reinforcement – removing a negative 

consequence (e.g. face wash and acne) 

o Intermittent reinforcement – know we will get a reward; 

just do not know when → thus the most compelling 

schedule [see operant learning] 

 

Punishment – any consequence that decreases the likelihood 

that a give response will be repeated in the future. 

 

Repetition – repeated exposure to info; increasing speed and 

strength of learning. If subject matter is important, less 

repetition is needed. 

o Pulsing – rapid, frequent, close-together repetitions of an 

advertising message 

-patterns of intensity of adv over any campaign cycle should be 

carefully planned around the purchase cycle of the product. 

-must find right balance of repetition. 

 

Imagery – forming of mental image. Can store in both the 

verbal and pictorial dimensions (high-imagery words), as 

opposed to low-imagery words. 

 



Extinction – also known as forgetting, occurs when the reinforcement for 

a learned response is withdrawn, or the learned response is no long used. 

Rate of extinction is inversely related to the strength of the original 

learning. (The more important the material, the more reinforcement, the 

more repetition and the greater the imagery = more resistant learning is 

to extinction) 

Corrective advertising – advertising undertaken when a 

commercial or other source has cause a group of consumers to 

learn false info about a brand; a second series of commercials, 

designed to cause “unlearning” and speed extinction of the 

incorrect info. Less than completely effective though. 

 

Stimulus generalisation – principle that, whenever a response is 

learned in one stimulus situation, other stimulus similar to those in the 

initial situation acquire some tendency to produce that response. (e.g. 

children that like Milo as a drink may generalise and ask to try Milo 

Cereal). 

• Often used for brand extension 

• When introducing a new brand, should make it similar to other 

brands, to generalise consumers previous learning [consider 

legal and ethical issues] 

 

Stimulus discrimination – process of learning to respond differently to 

somewhat similar stimuli 

• Stim gen becomes dysfunctional at a point, because fewer 

similar stimuli are still being grouped together 

• Most obvious technique is to point out brand differences 

 

The response environment 

-consumers generally learn more info than they can readily 

retrieve/relevant info not always accessed when needed 

-this is affected by (1) strength of original learning and (2) similarity of 

the retrieval environment to the original learning env, and type of 

learning 

-marketers should: 

• configure the learning env to resemble the most likely retrieval 

env OR 

• configure the retrieval env to resemble the original learning env 



o this requires an understanding of when and where 

consumers make brand and store decisions 

o decisions made on brands or stores made at home do not 

have the same cues as available at a retail store etc., thus 

ads show the product as they would be at the P.o.s. 

 

Memory 

Memory – is the total accumulation of prior learning experiences 

Short term memory – potion of total memory that is currently activated 

or in use; aka working memory 

Long term memory – unlimited, permanent storage of learned items; 

can store many types of info, such as concepts, decision rules, processes 

and affective (emotional) states 

-can be though to involve 3 phases; experience → passage of time → 

second experience relating to the first 

-some leave a physical trace 

-internal memory is retrieving info from your own head; external memory 

is used as a cue to prompt memories 

Heuristics – a lot of info in a small form (e.g. a logo) 

 

Sensory memory – info we gather from our senses, but for no more 

than a few seconds. Can prompt purchase. If interesting to us, we may 

(subconsciously) process the info further 

 

Short term memory 

-Closely related to thinking. Is an active, dynamic process 

-two basic info processing activities 

Elaborative activities – use of previously stored experiences, 

values, attitudes, beliefs and feelings to interpret and eval info in 

working memory as well as to add relevant previously stored 

info. Redefine or strengthen info. 

Maintenance rehearsal – activities that occur in short-term 

memory and involve the continual repetition of a piece of info in 

order to hold it in current memory for use in problem solving 

or transferral to long-term memory 

-involves both concept and imagery manipulation 

• Concepts are abstractions of reality that capture the meaning of 

an item in terms of other concepts 


