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VALUE AND ALTERNATIVE
Ll L .

To understand how alternatives are evaluated
and how finad choices are made, we must again
highlight the key role that value plays in deeision
making. The value that consumers believe they
will receive from a product has a diveet impact on
their evaluation of that product. In fact, the word
crafiate lterally means toosel a valie or worth
to an object. Remember that benefits we at the
heart of the valie equation, and value is o fosction of
both benefits and costs.

Exhibit 13.2
Product, Feature, Benefit

Product Feature Benefit
Screen size
FProgrammable code

 Detachable front

Easy viewing

ﬁaragsaﬁwapener Secunty

ma a&s

Easeof use

resalt that is derived from the presence of a particular fea-
ture! Sereen size on phone is a feature. The benefitis ease
of viewing, These concepts are illustrated in Exhibit 132,
Benefits play an oportant role in the value equa-
tion. Consumers don't really buy a garage door beeanse
of programmable codes. They are secking security! 1If

13-2a Hedonic and Utilitarian Value

1t should be clear that consumers seek both hedonic and
utilitarian vahie. The eriteria that consumers use when

there was some other way to deliver this benefit without
the feature, consumers would be quick to by this other
solution. You may remember that benefits represent
“what you get” in the value equation.

. Value

,ma}u‘stmg a product can also often be classified as eie

ther hedonic or utiliturian,” Hedonice eriteria mgimﬁé
emotional, symbolic, and subjective attributes ot ben-
efits that are associated with an alternative. For example,
the prestige that one associates with owning a BMWis o

hedonie criterion. These criteria are largely experiential.

Utilitarian criteria pertain to fimetional or economic as-
pects assoriated with an alternative. For example, safety
of a BMW is a utilitarian critevion.
Muarketers often promate hotl the utilitarian and
hedonic potential of a ptfﬁ.hg*t For example, the adver-
tisements presented i

13-1b Determinant Criteria

Not all evaluative eriteria are :*f;%mih 1mpmmm
Determinant eriteria (sometimes ealled determinant
attributes) are the evalnative Lnkerm that are related to
the actual choice that s made *

Exhibit 13.3 promote utilitarian
and hedonic atonmwbile attrilnstes. Conswmers often use

Consumers don't uhwas reveal, or may not even launw,
the criteria that truly are determinant. This is true even
when several pdmim{ea a!'ﬁmnmiwwi to be importunt. For
exaniple, mhm‘ aah*h is definitely an important feature of
an airline, and consumers wonld quickly voice this opinion.
But becanse eonsuners do not perceive a difference in
safety among hx:q'e w airdines, safety does not actually deter

mine the airline that is eventually ‘selected. For this SO,
statistical tools are often needed to establish determinance.
Which criteria are determinant can depend. lapzeh
om the situation in which a product is consamed. For ex-
ample, a consumer might consider gus mileage as a deter-
inant eriterion when buving a car for himsell, However,
the safety of a car would hiei\ be a determinant factor if
he were buving a car for his
danghter. Marketers there-
fore position pl‘nifu(‘t& ol
the determinant eriteria that
apply to a specific sitaation.
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determinant criteria
criteria that are most carefully
considered and directly related to
the actual choice that is made

Screen size is an important feature on a phone.
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Exhibit 13.3

Utilitarian and Hedonic Criteria in Advertising

Ads promote utilitarian and hedonic value.
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Utilitarian Ad—Nissan

hoth categories of eriterin when evaluating alternatives
and making a finad choice. ‘

RATIONALITY, EFFORT, AND VARIETY

As discussed previously, conswmers are not always ra-
tional when they are evaluating and chousing from pos-
sible sulutions to a problem. What's more, consumers
often have limited ability to process all the information
that’s awvailuble in the environment. The term bounded
rationality describes the idea that perfectly rational de-
cisions are not always feasible due to constraints found in
information processing,

Even when consumers have the ability to consider

all possible solutions to a problem, they do not always do

su. Quite simply, sometimes the task just isn'tworth it, Tn
fuct, consummers often minimize the elfort that they put
into alternative evaluation and choice. As we discussed
in our need recognition and information searclichapter,
conswners often settle for a solution that is simply good
enough to solve a problem. Realistically, there are just
tue many choices out there. In fact; even though variety
is u gm)d thing, studies indicate that toe much variety
actually contributes to feelings of discontent and unhap-
pmvw“ﬂw attractiveness of alternatives also tmpacts
satisfaction. More attractive alternatives reduce satisfac-
tion with a selected product, while more unattractive
ones increase this satisfuction.”

EOTH Ceng

Hedonic Ad—Alfa Ramec

13-2b Affect-Based
and Attribute-Based
Evaluations

We can distinguish between twe
nujor bpes of evaluation Processes:
affect-based  and  attribute-based.
With affect-based evaluation,
consumers evaluate produets based
on the overall feeling that is evoked
by the alternative
m‘ni\ like *T'm not even sure why

A consuiney re-

1 bonght this sweater; T just like d
it" yeflects an affect-hased pro-
eess. Emotions play a big role in
alfect-hased evaluation, as do mond
stutes.”

I general,” positive  mood
states lead to positive evaluations,
while negative maond states itmd Les
negative evahiations. Meodiis also
influential when limited informa-
tion is found about ap alternative”
For example, when veu are in a
good mood, you may evaluate & pmdmt positively
even if there is not a ot of inférntation given about the
product. Isz;}me-xs aiimts pmdmi choices in many
ways. And being “happy™ can mean diffevent things at
different times. For ex ;npl{: sowne people mav need
to feel nice and calm®o be happy. In this case, they
wight seek out & whmug trip to a day spa. Others may
seek escitement as a mems 1o Em;hwr happiness. In
this ease. they might decide to go to an wmusement
park. In either case, the decision is influenced by the
overall feel ing that is svught”

As discussed elsewhere, consumers often seek va-

giety in order to combat the feeling of baredom. Fast

ood wmarketers are constantly adding variety to their
wenns. For example, restanrants like Subway and Taco
Bell have moved into the breakdast market. These
woves not only fulfill consumers” needs, but they also
help build escitement to-
ward the brand. The fust
foud industry knows that

bounded rationality

rationally within their information-

cunsHner excitement ;
plavs a key role in sue- PRAcassing consuaimte
cess. The selection of a affect-based evaluation

evaluative process wherein
consumers evaluate products
based on the averall feeling
that is evoked by the alternative

restaurant is often based
on hedonic eriteria, and
variety plays a role in the
decision. ™

CHAPTER 13 Decisio

tdea that consumers attempt to act
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