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Use the word in
the next 24 hours.

Analyze
word parts.

dic-tio-n;ry

Pronunciation; \'dik-sha- ner-g, - ne-re\
Function: noun

Inflected Form(s): plural dic:tio-nar-ies

Etymology: Medieval Latin dictionarium, from Late
Latin diction-, dlictio word, from Latin, speaking

Date: 1526

1. A reference source in print or electronic form
containing words usually alphabetically arranged

pronunciations, functions, etymologies, meanings,
and syntactical and idiomatic uses.

Read beyond » 2. A book giving information on particular subjects
the first definition. or on a particular class of words, names, or facts,
usually arranged alphabetically: a biographical
dictionary; a dictionary of mathematics.

3. (computing) An associative array, a data
structure where each value is referenced by a
particular key, analogous to words and definitions in
a physical dictionary.

along with information about their forms, <

Say and spell new

words to boost recall.

Listen to the pronunciation on
a handheld electronic or online
dictionary and repeat it out
loud. Then, practice writing the
word to verify that you know
the spelling. This is a good way
to “learn by doing.”

Restate the definition
in your own words.



















boxed text]









—-@ Chapter5  Learning

Classical (or Pavlovian) condition-
ing The type of learning in which a
response naturally elicited by one stimu-
lus comes to be elicited by a different,
formerly neutral stimulus,

Unconditioned stimulus (US) A
stimulus that invariably causes an organ-
ism to respond in a specific way.

Unconditioned response (UR) A
response that takes place in an organism
whenever an unconditioned stimulus
occurs.

Conditioned stimulus (CS) An origi-

nally neutral stimulus that is paired with
an unconditioned stimulus and eventually
produces the desired response in an
organism when presented alone.

Conditioned response (CR) After
conditioning, the response an organism
produces when only a conditioned stimu-
lus is presented.

you are experiencing insight. When you imitate the steps of professional dancers
you saw last night on television, you are demonstrating observational learning. Like
conditioning, cognitive learning is one of our survival strategies. Through cognitive
processes, we learn which events are safe and which are dangerous without having
to experience those events directly. Cognitive learning also gives us access to the
wisdom of people who lived hundreds of years ago, and it will give people living
hundreds of years from now some insight into our experiences and way of life.

Our discussion begins with classical conditioning. This simple kind of learning
serves as a convenient starting point for examining what learning is and how it can
be observed.

Classical Conditioning

How did Pavlov’s discovery of classical conditioning help to shed light
on learning?

Ivan Pavlov (1849-1936), a Russian physiologist who was studying digestive
processes, discovered classical conditioning almost by accident. Because animals
salivate when food is placed in their mouths, Pavlov inserted tubes into the salivary
glands of dogs to measure how much saliva they produced when they were given
food. He noticed, however, that the dogs salivated before the food was in their
mouths: The mere sight of food made them drool. In fact, they even drooled at the
sound of the experimenter’s footsteps. This aroused Pavlov’s curiosity. What was
making the dogs salivate even before they had the food in their mouths? How had
they learned to salivate in response to the sound of the experimenter’s approach?

To answer these questions, Pavlov set out to teach the dogs to salivate when food
was not present. He devised an experiment in which he sounded a bell just before
the food was brought into the room. A ringing bell does not usually make a dog’s
mouth water but, after hearing the bell many times just before getting fed, Pavlov’s
dogs began to salivate as soon as the bell rang. It was as if they had learned that the
bell signaled the appearance of food, and their mouths watered on cue even if no
food followed. The dogs had been conditioned to salivate in response to a new stim-
ulus—the bell—that would not normally have prompted that responsc (Pavlov,
1927). Figure 5-1, shows one of Pavlov’s procedures in which the bell has been
replaced by a touch to the dog’s leg just before food is given.

Elements of Classical Conditioning

Generally speaking, classical (or Pavlovian) conditioning involves pairing an
involuntary response (for example, salivation) that is usually evoked by one stimulus
with a different, formerly neutral stimulus (such as a bell or a touch on the leg).
Pavlov’s experiment illustrates the four basic elements of classical conditioning. The
first is an unconditioned stimulus (US), such as food, which invariably prompts a
certain reaction—salivation, in this case. That reaction—the unconditioned
response (UR)—is the second element and always results from the unconditioned
stimulus: Whenever the dog is given food (US), its mouth waters (UR). The third
element is the neutral stimulus—the ringing bell—which is called the conditioned
stimulus (CS). At first, the conditioned stimulus is said to be “neutral” with respect
to the desired response (salivation), because dogs do not salivate at the sound of a
bell unless they have been conditioned to react in this way by repeatedly presenting
the CS and US together. Frequent pairing of the CS and US produces the fourth
element in the classical conditioning process: the conditioned response (CR).
The conditioned response is the behavior that the animal has learned in response to
the conditioned stimulus. Usually, the unconditioned response and the conditioned
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Chapter 10: Understanding Marketing P and ¢ Behavi 297
How does target markehng and market segmentation help companies sell product?

Marketers have long known that products cannot be all things to all people. Buyers De{m‘ho";
have different tastes, goals, lifestyles, and so on. The emergence of the marketing con- lz
target market

cept and the recognition of consumer needs and wants led marketers to think in terms rget
& R : Group of people that has similar
of target markets—groups of people with similar wants and needs. Selecting target Seants daid tosedd and (bt caz bé

markets is usually the first step in the marketing strategy. expected to show interest in the
Target marketing requires market segmentation—dividing a market into cate- same products

gories of customer types or “segments.” Once they have identified segments, compa-

nies may adopt a variety of strategies. Some firms market products to more than one <« G e@

segment. General Motors (www.gm.com), for example, offers compact cars, vans,

trucks, luxury cars, and sports cars with various features and at various price levels. market segmentation
. : : < Process of dividing a market into
GM’s strategy is to provide an automobile for nearly every segment of the market. categories of customer ¢

In contrast, some businesses offer a narrower range of products, each aimed
toward a specific segment. Note that segmentation is a strategy for analyzing con-
sumers, not products. The process of fixing, adapting, and communicating the nature GIV) mak
of the product itself is called product positioning. maxe

cars for di (
How do companies iden’rif‘g market ;egmenfs? market segments

Identifying Market Segments

By definition, members of a market segment must share some common traits that
affect their purchasing decisions. In identifying segments, researchers look at several
different influences on consumer behavior. Three of the most important are
geographic, demographic, and psychographic variables.

What effect does geography have on segmentation strategies?

Geographic Variables Many buying decisions are affected by the places people

call home. The heavy rainfall in Washington State, for instance, means that people 2 B“‘jmﬁ dec's'ong
there buy more umbrellas than people in the Sun Belt. Urban residents don’t need ‘“ﬂ“”‘ced b‘j where
agricultural equipment, and sailboats sell better along the coasts than on the Great people l\ve
Plains. Geographic variables are the geographical units, from countries to neighbor- geographic variables
hoods, that may be considered in a segmentation strategy. Geographical unlts that may be
T3 . . considered in developing a

These patterns affect decisions about marketing mixes for a huge range of prod- ion strategy
ucts.”For example, consider a plan o market down-filled parkas in rural Minnesota.
Demand will be high and price competition intense. Local newspaper ads may be = 900& e G-

selling parkas in Minnesota
Thou (XS
ravhical cariables change
Geo@w\’rk the eason’
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demographic variables
Characteristics of populations that
may be considered in developing a
segmentation strategy

psychographic variables
Consumer characteristics, such as
lifestyles, opinions, interests, and
attitudes, that may be considered in
developing a segmentation strategy

Demographic Variables

Part IV: Understanding Principles of Marketing

effective, and the best retail location may be one that is easily reached from several
small towns.

Although the marketability of some products is geographically sensitive, others
enjoy nearly universal acceptance. Coke, for example, gets more than 70 percent of its
sales from international markets. It is the market leader in Great Britain, China,
Germany, Japan, Brazil, and Spain. Pepsi’s international sales are about 15 percent of
Coke’s. In fact, Coke’s chief competitor in most countries is some local soft drink, not
Pepsi, which earns 78 percent of its income at home.

Demographic Variables Demographic variables describe populations by iden-
tifying such traits as age, income, gender, ethnic background, marital status, race, reli-
gion, and social class. For example, several general consumption characteristics can
be attributed to certain age groups (18-25, 26-35, 36-45, and so on). A marketer can,
thus, divide markets into age groups. Table 10.1 lists some possible demographic
breakdowns. Depending on the marketer’s purpose, a segment can be a single classi-
fication (aged 20-34) or a combination of categories (aged 20-34, married with chil-
dren, earning $25,000-$34,999). Foreign competitors, for example, are gaining market
share in U.S. auto sales by appealing to young buyers (under age 30) with limited
incomes (under $30,000). Whereas companies such as Hyundai (www.hyundai.net),
Kia (www.kia.com), and Daewoo (www.daewoous.com) are winning entry-level cus-
tomers with high quality and generous warranties, Volkswagen (www.vw.com) tar-
gets under-35 buyers with its entertainment-styled VW Jetta.*

Psychographic Variables Markets can also be segmented according to such
psychographic variables as lifestyles, interests, and attitudes. Take, for example,
Burberry (www.burberry.com), whose raincoats have been a symbol of British tradi-
tion since 1856. Burberry has repositioned itself as a global luxury brand, like Gueci
(www.gucei.com) and Louis Vuitton (www.vuitton.com). The strategy, which
recently resulted in a 31-percent sales increase, calls for attracting a different type of
customer—the top-of-the-line, fashion-conscious individual—who shops at such
stores as Neiman Marcus and Bergdorf Goodman.®

Psychographics are particularly important to marketers because, unlike demo-
graphics and geographics, they can be changed by marketing efforts. For example,
Polish companies have overcome consumer resistance by promoting the safety and
desirability of using credit rather than depending solely on cash. One product of
changing attitudes is a booming economy and the emergence of a robust middle class.

Age Under 5, 5-11, 12-19, 20-34, 35-49, 50-64, 65+
Education Grade school or less, some high school, graduated high school, some
college, college degree, advanced degree

Family life cycle Ye ingle, married without children, married with
Chat I« Ly 1 b o b=
children under 18, older single, other
Family size 1,2-3,4-5, 6+
Income Under $9,000, $9,000-$14,999, $15,000-$24,999, $25,000-$34,999,
$35,000-545,000, over $45,000
Nationality African, American, Asian, Brifish, Eastern European, French, German,

Irish, ltalian, Latin American, Middle Eastern, Scandinavian
Race Native American, Asian, Black, White
Religion Buddhist, Catholic, Hindu, Jewish, Muslim, Protestant
Sex Male, female
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CIRCULATION DESK BOOK AREA

Al publications are checked Books, magazines, and journals
out at this location. are often stored in the stacks,
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PERIODICALS AREA

| Here you'll find recent
magazines, journals, and

REFERENCE AREA
Here you'll find a variety of
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reference books, computer newspapers.
terminals containing the  —> [___] D D
library catalog and online AUDIO-VISUAL
databalses, arrlld infor(tjnation D D D MATERIALS AREAS
specialists who can direct :J ;
Look here for a variety of
0U t0 sources. NI
! D D D D nonprint materials including
[:] D D video, art and photography,
: and recorded music
collections.

ELECTRONIC LIBRARY RESOURCES

Networked systems allow you to access to online
materials via computers. If your school has a wireless
Wi-Fi system, you can conduct research anywhere on
campus.




Start with
general
reference works

Examples include encyclopedias, almanacs, dictionaries, biographical
references.

Move to
specialized
reference works

Examples include encyclopedias and dictionaries that focus on
a narrow field.

Search the library catalog by author, fitle, or subject to locate specific
books, periodicals, and journals. Most library catalogs are virtual and
can be accessed by computers throughout the library. Ask a librarian
for assistance, if needed.

Use the electronic
catalog to locate
materials

Browse through
relevant books
and articles

Using your results from the catalog search, dive in deeper by looking
through the books and articles related to your topic.











































