

















































































































































































































































































































































































































































































































































































































































































































The familiar modes of consumer behaviour - extended
problem-solving (EPS), limited problem-solving,(LPS), and
routine response behaviour (RRB) - are each identified by
the above analysis with a peculiar pattern of controling
contingencies. All occur in relatively open settings but
each is associated with a distinctive pattern of reinforcer
effect (Table 5.2).

In contrast to the cognitive explanation which depicts the
progression from EPS through LPS to RRB (see Chapter 1) in
terms of the gradual growth of Brand Comprehension and
strengthening of Brand Attitude as the consumer processes
information and acquires experience (Howard and Sheth 1969),
the Behavioural Perspective Model stresses the situational
factors that are systematically related to such behaviours.
In the case of EPS, these are an open setting in which both
hedonic and informational reinforcers are available in
volume. A range of discriminative stimuli signal these
reinforcers contingent upon buying and/or using this or that
brand or product. Several means of obtaining the reinforcers
are available in the form of differing versions of the
product, based on function and styling rather than merely
marketing differentiation, which precede the establishment
of a generally accepted product design in the case of
innovations and the proliferation of benefits presented by
luxury goods. There are also many alternatives to being in
the situation: other products, services and venues offer
high levels of both types of reinforcer. Marketers strive in
these circumstances to manipulate setting and reinforcer

variables to control choice, but the innovations and
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luxuries on offer are secondary commodities, hardly matters
of life and death, and consumers enjoy substantial
discretion. Their behaviour is unpredictable and occurs in
settings that are far from closed.

LPS occurs in less open settings: by this time most brands
have been tried and some are bought regularly, even
frequently, for the reinforcers they supply. A new verion is
likely to be considered only if it provides large relative
advantages. RRB occurs in settings that are less open still.
The range of brands and products, and thus of sources of
reinforcement, considered by the customer is typically
restricted. Extensive marketer action makes much of the
small variations in the primary reinforcers offered by
brands, which are usually based on marketing
differentiation. Considerable managerial effort is also
expended in closing the setting by physical manipulation of
store traffic, shelf positioning, and so on. Although it is
relatively open compared with that depicted in Category 8,
the setting increasingly resembles the closed environment
depicted by Schwartz and Lacey as that in which operant

conditioning is likely to be effective.

Purchasing and consumption

The discussion of the Behavioural Perspective Model
highlights the importance of distinguishing purchasing and
consumption behaviours, which are separately controlled and
reinforced but which impinge directly upon the rate of
emission of each other. Making sense of consumer behaviour

as operant response depends on the conceptualisation of the
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scope of the behaviour involved. The molecular unit of a
response and its immediate, contiguous consequence, which is
appropriate to the observation and recording of animal
activity in an experimental chamber, is often insufficient
to the understanding of complex human choice. Here, a more
molar approach which takes account of the longer-term as
well as the short-term consequences of specific behaviour
and which considers the correlative rather than contiguous
relationship of response and consequence is required (Baum
1973, 1974). The immediate and contiguous consequence of
banking up a fire is a colder room; yet the response is
reinforced rather than punished (Rachlin 1970). The
relationship between the behaviour and its controlling
consequence (warmth) is intelligible only as the longer term
benefits of adding coal to the fire are consideredz.

Much consumer behaviour is in the same vein and requires a
molar perspective which embraces both buying and consuming.
To focus on the former, as does Alhadeff ’s (1982) theory, 1is
to emphasise the punishment of buy-behaviour, notably by the
forfeiture of money, and to assume that the strength of the
approach behaviour is at least equal to that of the
.alternative escape response which it overcomes. This ignores
the strength of the buy response which accrues from the
positive consequences of prior consumption of the item 1in
question. Refuelling one’s car, for instance, incurs the
“contiguous punishing consequence of giving up spending
power; it is positively reinforced only as as a stream of
consumption benefits is released over a long period of time
and involving travelling many miles as well as performing

the exacting tasks inherent in prolonged driving. A more
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molar perspective is required to encompass within a
behavioural explanation consumer behaviours such as the
purchase of life assurance. Here, the regular payments of
premia are maintained - and their contiguous punishing
consequences overcome - by a verbal promise from a financial
institution of either a lump sum payment on maturity of the
policy or benefits for one’s dependants in the even of one s
prior decease. Only the consequences of previous dealings
with finance companies can influence one’s acceptance of the
former; the latter relies entirely on vicarious
reinforcement.

In less dramatic ways, explaining most consumer behaviour
in operant terms requires a molar view that encompasses both
buying and using if repeat purchase is to be fully
comprehended; it also implies the correlational relationship
between operant and reinforcer suggested by the matching
law. Such reasoning strengthens the argument that the
relevant unit of analysis may subsume the whole sequence of
consumer behaviour, including pre- and post-purchase

activities as well as the act of purchase.

Brands, products and stores

The analysis of Contingency Categories also draws attention
to the importance of distinguishing brand and product levels
of analysis behaviourally. A product class is defined
behaviourally as a set of reinforcers common to each brand
in the class, though appearing in slightly different
quantities and combinations from brand to brand. A brand 1is

then defined in terms of the discriminative stimuli by which
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marketers seek to differentiate it from competing brands;
this is especially evident in the case of brands whose
conspicuous purchase and consumption are reinforced by
outcomes other than those that derive directly from the
characteristics of brand or product such as social approval
or manifest jealousy (Veblen 1979; see also Mason 1981).

Brand purchase and consumption is largely associated with
relatively open situations where primary reinforcer
deprivation is not at issue (except in the case of variety)
and where brands are physically similar in terms of
reinforcer effectiveness, the post-response delay, quantity,
quality, and scheduling of reinforcement each provides.
Product purchase and consumption are more likely to occur in
relatively closed situations where response strength is more
a function of deprivation. Not all of the odd-numbered
behaviour patterns in Figure 5.2 occur in situations of
equal openness, however. In the case of Category 7 which
includes routine rebuying, discriminative stimuli contained
in the physical setting may well be more important than in
other open situations, and reinforcer control is, by
definition, weaker.

The above discussion and examples of behaviours typical of
the situations defined by the eight Contingency Categories
also demonstrates the capacity of the model to embrace store
choice, something lacking from both animal-based economic
psychology/behavioural economics and the analysis of human

buy-behaviour presented by Alhadeff.

A behavioural portrayal of consumer involvement
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Consumer involvement is generally conceived to be related to
the cognitive and affective processes that mediate
consumption-related behaviours. Conceptual complexity marks
the rapidly developing analysis of invovlvement but it is
usually defined in terms of the personal relevance of the
stimuli provided by advertisements, products and
purchase/consumption situations to the individual consumer.
(Among useful reviews and extensions of the concept are
Antill 1984; Costley 1988; Park and Mittal 1985; Slama and
Tashchian 1985; Zaichkowsky 1986). Peter and Olson (1987:
126-8) note that all of the many available definitions of
involvement stress “the importance of the product to the
consumer = and define involvement as ‘the degree of personal
relevance, which is a function of the extent to which the
product or brand is perceived to help achieve consegquences
and values of importance to the consumer.’ Wilkie (1986:
350) emphasises the inevitability of an affective as well as
cognitive component of involvement, though the relative
importance of each varies, defining it in terms of arousal,
the directed energy in which motivation consists.

Krugman (1965, 1967) proposed that involveméent with
advertisements be operationally understood and measured as
the quantity of °‘bridging experiences’ or personal
references made by the viewer each minute between the
advertisement and his or her life. Zaichkowsky (1986)
distinguishes two additional types of consumer involvement:
involvement with the product, i.e. the perceived relevance
of the product class to the consumer, and involvement with
purchase decisions, assessed by behavioural criteria such as

the amount of time spent or the number of stores visited in
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prepurchase search.

Involvement is not a property of the individual but a
relationship between individual characteristics, such as
personal goals and experience of the consequences of buying
and consuming, and the stimuli presented by the
communication, product or situation. The dynamic and
persisting nature of the relationship is reflected in the
distinction between ‘enduring involvement’, which is
influenced by the experiences of the consumer over time, and
‘situational involvement’, which results from immediate
stimuli (Bloch and Richins 1983; Rothschild 1979). The
former refers to the overall relevance to the consumer of
consumption-related activity and thus to his or her
knowledge of the consequences of acquiring, owning and
consuming the product. Over time, such experience changes as
the individual develops and as different consumption
patterns become salient (e.g. as one acquies new interests,
a new job, or progresses through the family ife cycle).
Hence enduring involvement itself is modified. Situational
involvement refers to the immediate consequences of
behaviour within a situation of purchase or consumption. It
may vary as those consequences become more salient to the
individual, e.g. as the consumer completes the task of
shopping for groceries for the family and begins to buy
personal items, and again as personal shopping gives way to
gift buying.

The Behavioural Perspective Model suggests a behavioural
understanding of consumer involvement. Instead of
involvement being conceived primarily in terms of

intrapersonal cognitive and affective processing, the
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behaviourist perspective depicts it in terms of observable
behaviours and emphasises the environmental determinants of
the activities associated with high and low involvement. The
behavioural conception of involvement views it as
instrumental behaviour which is maintained by hedonic and
informational reinforcers encountered either during the
consumer ‘s reinforcement history or in the immediate
situation. What has been termed ‘enduring involvement ’
would, therefore, result from the individual “s reinforcement
history with the product, the stimulus control and
consequences of prepurchase, purchase and postpurchase
responses previously performed. The consumer ‘s reinforcement
history would influence situational behaviour by determining
the strength of immediately available purchase- and
consumption-related stimuli to shape and maintain purchase
and/or consumption.

A behavioural definition of involvement emphasises what
might be called “actualised involvement’, i.e. observed
activity characterised by sustained attention to
consumption-related behaviours and artifacts. Behaviour
maintained by high levels of both hedonic and informational
reinforcements (characteristic of Categories 1, e.g. EPS,
and 2, e.g. gambling) would be that described as most
involving. Behaviour maintained principally by situational
factors (characteristic of Categories 7, e.g. RRB, and 8,
e.g. secondary escape), would be those described as least
involving. Those found between these extremes would be
described as moderately involving, with greater or less

involvement being ascribed as informational or hedonic

reinforcements became more relevant.
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Among the behaviours emitted in the presence of high
hedonic and high informational reinforcement (or the
antecedent stimuli that signal them) are verbal responses
relating to search and evaulation and/or the receipt and
handling of information. It is not surprising, therefore,
that high involvement has been associated primarily with
‘reasoning’ behaviour, in contrast with the ‘mindlessness”’
of low involvement routine response (Lea 1981). However,
whilst reasoning may be a function of the pattern of
reinforcement encountered in high involvement, it is not
simply the case that involvement can be defined in terms of
rational information processing alone. Peter and Olson
(1987: 259-65) view the nature and outcome of consumers’
problem-solving processes as determined by the interaction
of involvement and knowledge. The highly involved consumer
who has a high level of knowledge relevant to the product
and/or situation (gained presumably as a result of his
reinforcement history) may engage in reasoning with the
intention of optimising the satisfaction gained from
purchase and/or consumption. But high involvement coupled
with a low level of relevant knowledge is likely to lead to
confused decision-making and problem-solving: goals poorly
defined, choice criteria unclear and unsatisfactory search.
The result is as likely to be limited problem-solving as
extensive-problem solving.

Involvement conceived as a behaviour is independent of
specific products, decisions, communications, and contexts.
It avoids the vague definition of involvement as perceived

or felt relevance which may easily become no more than an

explanatory fiction: as when a person s involvement 1s



inferred from the actions resulting from his or her
sustained attention, with the result that research effort is
diverted from any external factors might be controlling the
behaviour. Reasoning is treated on this view as a behaviour
in itself which may of may not include rational,
goal-directed information processing, and recognises that
reported cognitive activity may amount to ex post
rationalisation of purchases made rather than eX ante mental
activity which can be consistently related to manifest

choice.

MARKETER ACTION IN BEHAVIOURAL PERSPECTIVE

This analysis also highlights several aspects of a marketing
level of analysis, involving the actions of marketing
managements in its attempts to shape consumer choice, which
have often not received attention in economic psychology and
behavioural economics.

The Behaviour Perspective Model recognises the role of the
marketer in attempting, through branding and other forms of
differentiation, to redefine (primary) commodities and
generic purchase situations as special (repositioning
commodities as secondary reinforcers in the form of brands
and enhancing store-based experiences) by emphasising the
pertinent informational or hedonic consequences of purchase
and consumption. Marketer action also attempts to alter the
situation of buying or consuming, perhaps most often by
creating closed settings (through the merchandising
techniques described in Chapter 3). Occasionally, e.g. in

the attempt to modify the rebuy situation, a seller who does
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not currently supply the prospect, attempts to broaden the
customer's evoked set by suggesting that the requirements of
the buyer have altered in ways which only a drastic change
of product and supplier can accommodate.

Whether the further behavioural analysis of consumer
choice will lead to novel prescriptions for marketing
managers remains an open question but an empirical one.
Although several authors have cast marketing strategy in
operant terms (Peter and Olson 1987; Rothschild and Gaidis
1981), rigorous demonstration, experimental or otherwise, of
operant principles applied to marketing management lags
behind. Furthermore, the portrayal of marketing mix
management in terms of operant conditioning suggests that
marketing managers appear to make good use of operant
principles already; it is unlikely that a major outcome of
the behavioural analysis of marketing will be empirical
results that dramatically impact managerial practice even
though they lead to a better or alternative understanding of
the procedures involved and their efficacy.

It is fruitful, nevertheless, to analyse the activities of
marketers on the basis of the EAB-derived model s capacity

to elucidate the working of the marketing system as a whole.

Closure of purchase and/or consumption settings

Much marketer action can be interpreted as attempting to
close the settings in which purchase and consumption occur
in order to increase the probability of certain exchanges.
This may be accomplished by modifying the physical and

social environment (as in the casino example) to ensure that
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escape behaviour is punished or even extinguished (i.e its
frequency of occurrence is reduced or it is eliminated).
Other purchase settings can be rendered relatively closed
once the consumer has shown some interest in buying or has
tacitly agreed to a purchase. Hence purchase agreements may
be finally negotiated and concluded not in the relatively
open store setting where the merchandise has been inspected,
sales claims (discriminative stimuli) presented, and
consequences of purchase and consumption (hedonic and
informational reinforcers) outlined, but in offices or
corners of the store, separated by desks or other furniture,
where potential interruptions (in the form of alternative
discriminative stimuli and reinforcers) cannot obtrude,
frivolous or other nonpointed behaviour is discouraged, and
escape or avoidance is thus less probable.

Banks and other financial institutions often conclude
business in settings that reinforce only the serious
behaviour of transacting, and remove stimuli that would
impede this. The effect is not to create an entirely closed
setting as in Schwartz and Lacey’s definition - the operant
chamber is not a marketing option! - but to achieve a
setting closed within limits for the effective and efficient
execution of a temporary purpose (Baker et al. 1988). The
uses of instore merchandising techniques noted in Chapter 3
can now be seen as attempts at creating relatively closed
settings in which the reinforcers provided and controlled by
the seller predominate, other sources of reinforcement being
unavailable and escape/avoidance behaviours being largely or
entirely ruled out.

The consumption of some modern personality and social
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training methods and quasi-religious services takes place in
relatively closed settings (as closed as the factory
workplace example employed by Schwartz et al. 1978; see
Chapter 4) in which the most salient reinforcers and
punishers are wielded by the seller (trainer, auditor).
Therapeutic seminars such as est (Erhart Seminar Training)
require consumers to remain in the training environment
(typically a hotel ballroom) for many hours, devoid of
timepieces, and having to attend to the trainers who are in
full control of the environmental contingencies (Rhinehart
1976). Some modern religious groups base their training on
the isolation of individuals from family and friends, which
is achieved through voluntary attendance on residential
courses. Within these settings, rewards and punishments are
manipulated by the leaders who use social approval and
disapproval to influence chosen behaviours and who retain
control over the performance standards required (Lamont

1986).

Manipulation of reinforcers

When it is not possible to accomplish closure through the
manipulation of social and physical settings, the use of
hedonic and informational reinforcers may achieve similar
effects, by restricting the overall purchase or consumption
situation, especially when these reinforcers are clearly
linked to appropriate discriminative stimuli. Again, the
intention is to strengthen approach and/or reduce escape
responses and this may be accomplished by substituting

hedonic for informational reinforcement (as in popular
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entertainemnt) or by presenting strong hedonic and
informational reinforcers in combination.

The determinants of response strength described by
Alhadeff (see Chapter 3), are the basis of the marketer s
range of techniques for increasing the probability of
purchase and/or consumption on the part of customers.
Reinforcer effectiveness can be increased by delaying the
presentation of the reinforcer, something difficult in an
entirely open settings (say, a street market) in which a
competitor can step in to satisfy demand, but the more
easily accomplished the more closed the setting. Theatre and
cinema entertainment is, therefore, often arranged such that
the biggest star or most strongly promoted movie appears
last on the bill and, as long as discriminative stimuli
informing the audience of their eventual appearance are
properly designed and presented, the intermediate behaviours
of watching preceding acts, short films, or advertisements
are likely to come under stimulus control.

The concepts of shaping and chaining, and Premack s
concept of a hierarchy of reinforcers (described in Chapter
2) are all relevant here: watching the preceding acts or
films is eventually reinforced by enjoyment of the main
attraction and is therefore more likely to occur on
succeding occasions. The presentation of preceding acts
shapes behaviour by reducing the negative influence of
response-reinforcer delay. Some reinforcements are not
deliberately delayed in this way by marketers but cannot, by
their nature, be made available instantly. Vacations may be
purchased well in advance of their being taken, but payment

and waiting are strengthened by the presentaion of
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intervening reinforcers (e.g. letters of thanks and
acknowledgement, receipts and brochures for part payment and
instalment credits.) The benefits of saving are also
necessarily delayed, though prompts and vicarious
reinforcement relating to the gaining of interest and the
future consumption contingent upon saving are used to
strengthen the response.

Marketers also take steps to increase the quantity and
quality of the positive reinforcers that strengthen approach
and to reduce the quantity and quality of aversive stimuli
likely to provoke escape and avoidance. Promotional deals
that require repeat brand purchase simultaneously accomplish
both. They often involve reinforcers that are qualitatively
different from the purchased items, such as prizes or
collateral products and, if a prize is contingent upon a
sequence of purchases and/or consumption responses, a bigger
reinforcement may be forthcoming. They are, moreover,
usually hedonic in character or, 1if informational (such as
trading stamps or collectable tokens) redeemable for hedonic
rewards. Products that come in weekly parts (such as the
familiar magazines that build into encyclopaedia) may be
promoted and delivered such that nonresponse is punished:
missed parts may not be available after a certain time or
may cost more. Competitions and deals encouraging repeat
brand selection are also an attempt to change the schedule
of reinforcement, albeit temporarily, for those consumers
not already 100% loyal to the brand.

Mass visual communications are obviously susceptible to
the presentation of reinforcers on schedules chosen to gain

and keep viewers  attention in the face of strong
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competition from alternative media and pursuits. A primary
function of advertising is the presentation of
discriminative stimuli which portray social rules which may
be followed through purchase and consumption of the featured
brands. They include rules for ‘being a good parent”, for
instance, and show what can be eaten or worn on special
occasions (Branthwaite 1984). The specification of verbal
rules for behaviour in complex social situations is
consonant with the work described in Chapter 4 which
demonstrates the importance of rule-governed behaviour in
the absence of direct exposure to contingencies. But this is
not the only function of mass marketing communication:
advertisements do not only present discriminative stimuli
that signal the availability of the rewards of purchasing
and consuming extrinsic products and services, in line with
social rules. They themselves provide certain rewards and
reinforcers in order to ensure that potential consumers
receive their messages. Television advertisements, usually
encountered in open settings which offer multiple, immediate
rewards for nonviewing activities, generally provide many

potentially reinforcing informational and hedonic stimuli

contingent upon sustained, attentive watching. Competition
for the viewer s attention - from alternative reinforcers
contingent upon talking, eating, preparing drinks, thinking
about something else, and so on - mean that the
advertisement must itself reinforce continued viewing. When
attention is maintained by strong informational and hedonic
reinforcers, the continued viewing is a high involvement
activity (defined according to the behavioural portrayal of

involvement described above). Postmodern advertising,
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especialy in the United Kingdom, France and Japan, is
especially sensitive to this (Grafton-Small and Linstead
1989; Linstead and Grafton-Small 1989).

The constant reduction in consumers’ attention spans -
American viewers are reported to change TV channels on
averge every three minutes; others watch two programmes
simultaneously using split screen techniques - implies a
constant search for informational and hedonic reinforcement.
Some TV programmes incorporate the sustained presentation of
high levels of informational and hedonic reinforcers. The
‘happy talk’ news format, in which reports are made as
entertaining as possible, feature ‘action, pace, [and] an
almost dizzy attempt to keep the audience from getting
bored” (Tunstall and Walker 1981: 123). In California, where
this approach was developed during the 1970s, local news
programmes feature a series of sensational and entertaining
stories, each of which receives one or two minutes
concentrated coverage in a half hour bulletin, interrupted
by three two-minute commercial breaks and a five minute
weather forecast presented with similar pace and verve
(Tunstall and Walker 1981). The result is a sophisticated
manipulation of reinforcer strength, frequency and
effectiveness undertaken in order to shape and maintain

behaviour on highly involving schedules.

CONSUMER BEHAVIOUR MODIFICATION

Empirical testing

Because of the derivative nature of the Behavioural
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Perspective Model, it cannot be subjected to direct
empirical testing to a greater extent than the theoretical
base from which it stems. It was argued in Chapter 4 that
operant behaviourist explanations of human behaviour in
complex social situations would eventually become
programmatic rather than directly empirically verifiable.
The difficulty of accurately identifying environmental
discriminative and reinforcing stimuli in such situations
would ultimately rule out an entirely operant explanation.
If this were true of all of the situations to which the
Behavioural Perspective Model could be applied, it would
still be capable of contributing to the understanding of
consumer choice. Its contribution would, however, be wholly
hermeneutic: it would suggest an alternative interpretation
of complex consumer behaviours which are frequently-observed
and well-documented, and it could be subjectively appraised
on the extent to which it rendered purchase and consumption
more intelligible to researchers with specific and limited
purposes. It can be argued that the chief benefit of any
theory is of this kind: it is true of interpretivist
theories by definition; it follows, by implication, for
cognitivism and other inner-state ideas which interpret
observed actions by reference to inferred information
processing constructs; and it is evident, on the basis of
the programmatic character ascribed to radical behaviourist
explanation in Chapter 4, of even so empirically-based a
paradigm as the EAB.

The model can, therefore, perform a useful hermeneutic
function, as is indicated by the interpretation of marketer

behaviour suggested above. But it does not follow that the
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model must be confined to the interpretation of complex
situations through extrapolation of the results of operant
experimentation in closed and confined situations. Whilst
the full predictive capacity of the model ‘s independent
variables cannot be definitively gauged in the absence of
empirical testing of specific hypotheses derived from it,
the existing literature on the environmental conditioning of
consumer choice in relatively open settings provides
valuable evidence of the relevance of its independent
variables, contextually-based discriminative stimuli and
hedonic and informational reinforcement, to the explanation
of consumer behaviour and marketer intervention.
Accordingly, this chapter now reviews studies of attempts
to modify consumer ‘s purchase and consumption behaviours in
an area where extensive behaviour analytic experimentation
has taken place. This research, which is concerned with the
reduction of socially and ecologically deleterious effects
of consumption, was not conducted with the Behavioural
Perspective Model in mind. Nevertheless, the results of the
many investigations summarised below indicate the relevance
of all three of the model s principal explanatory variables

to the analysis of consumer and marketer behaviour.

The management of commons

The following analysis is concerned with a particular facet
of marketer action and consumer response: the demarketing of
products and services which, in the long term, prove
socially or environmentally damaging. The purpose of the

discussion is to illustrate further the relevance to an
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understanding of consumer choice of the independent
variables incorporated in the Behavioural Perspective Model
and the ways in which they interact to shape consumer
behaviours. In addition, it demonstrates the need for
researchers to appreciate the separate and combined effects
of both proximate and remote causes of consumer behaviour.

The idea of marketing as economic interaction based on the
reciprocal reinforcement of market exchange behaviours
(developed in Chapter 3) is sufficiently flexible to embrace
consumer activity outside the usual realm of business
marketing. Several social issues involving consumer
behaviour fall into this category and can be described by
the three-term contingency; in line with the reasoning that
has been advanced, the examples considered below involve the
use of behavioural analysis and technology to influence
literal exchange relationships. The purpose of this
discussion is exploratory: to elucidate the causal
mechanisms that control consumer choice in the context of
social concern. First, the general nature of such issues and
the problems they raise is described in behavioural terms.
Secondly, examples are given of the use of behaviour
modification methods in the attempt to solve them. Thirdly,
a general interpretation of the findings is made 1in terms
of the salient components of the Behavioural Perspective
Model.

The “tragedy of the commons’ refers to the depletion or
spoliation of . public natural resources as a result of
their accessibility to individuals whose immediate interests
lead to the exploitation of those resources in ways

inconsistent with their effective long-term use (Hardin

- 241 -



1968). Even when such resources are already over-exploited,
the positive utility enjoyed by any individual user from
further consumption is high, almost +1, whilst the negative
utility thereby immediately imposed on other users is only a
fraction of -1 since the deleterious consequences of
over-use are widely shared. Eventually, however, the result
is a reduction in the utility available to any user of the
common resource and perhaps its total depletion and
ruination. In the case of common agricultural land, the
benefits to any owner of rights of common from grazing one
more sheep are considerable, whilst the deterioration in the
quality of the land has only slight immediate implications
for him, or for other graziers and any additional users
(Foxall 1979a). Once the problems stemming from
deterioration of the land are well-progressed, however, the
costs of rectifying it are sufficient to deter any
individual from attempting singularly to effect improvements
which would be generally enjoyed (Foxall 1979b). In Hardin's
famous phrase, ‘Freedom in a commons brings ruin to all.’

In behavioural terms, the unrestricted acquisition of
short term reinforcements by a limited number of individuals
leads to long-term aversive consequences for all users. In
some cases involving the ownership and and use of the
environment, voluntarily-entered, legally-controlled
co-operative action - ‘mutual coercion mutually agreed upon’
(Hardin 1968) - may be feasible to prevent the misuse of
commons (Foxall 1979b). But, in the absence of technical,
scientific solutions to such problems, and the improbability
that persuasive appeals to conscience will change the

behaviours in question, political, adminsistrative or market
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interventions have been prescribed (Hardin and Baden 1977).

Behavioural demarketing

Consumer behaviour modification has frequently been pursued
with the intention of reducing demand for products or
services with socially- or environmentally~deleterious
effects; such action is akin to “social demarketing . The
resource-exploitive behaviours which environmental behaviour
modification programs have addressed occur in relatively
open settings and are strengthened by primarily hedonic
reinforcers. Draconian interventions which have the effect
of closing settings in some degree can effectively produce
behavioural change - e.g. the bottle laws initiated in 1971
in Oregon and since then replicated in several other states
- which outlawed no-deposit drinks containers, and which
were followed by a significant reduction in litter (up to
65%) from this source (J.H. Skinner 1977). However, such
dramatic changes in purchase and consumption settings are
generally either politically or economically unviable as
well as difficult to monitor and police. Behaviour
modification programmes have, therefore, as a rule employed
specific, behaviour-related antecedent and consequent
stimuli in order to alter situations. The chief antecedent
interventions have been in the form of prompts -
discriminative stimuli such as warnings, resoned argument
and fact, threats, pleas and so on relating to the demerits
of continued environmental exploitation (e.g. as a result of

pollution).

Consequential interventions are of two types: feedback and
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incentives. Feedback comprises information provided to
individuals or groups relating to the actual implications of
their pre-specified actions, e€.g. the amount of electricity
consumed by a household in a recent period, or the cost of
recent car trips. In the terminology developed earlier,
feedback is principally informational reinforcement, though
insofar as they indicate savings or social approbation,
these reinforcers also have a hedonic content. Incentives
consist of rewards, usually financial though sometimes in
the form of social approval or praise, that are contingent
upon the performance of specified prosocial behaviours such
as car pooling, reducing domestic energy consumption, or
riding the bus rather than travelling by private car.
Incentives are, therefore, primarily hedonic reinforcers,
though they also inform to some degree, and usually take the
form of generalised secondary reinforcers such as money or

tokens redeemable at selected local retail outlets.

Summary of empirical research

Litter reduction. Several experiments have monitored the

effects of changing situations directly. Burgess et al.
(1971) provided children in theatres with bags in which they
were to place litter: the effect was slight. When, in
addition to the bags, the children received an announcement
about the disadvantages of littering, during an
intermission, the effect was moderate. Only when a small
reward (one dime) was provided for a bag of litter was there
any appreciable effect on littering; indeed, a massive

improvement ensued. All of these improvements reduced to the
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initial baseline level during the final return-to-baseline
phase of the research. Another form of hedonic reward, the
provision of a ticket for a movie, had a similarly
substantial effect on littering (Burgess et al. 1971; Cone
and Hayes 1984). Exhortations, lectures, and relevant
general education were ineffective, however.

Similar effects have been found for litter reduction in
streets, around buildings and wihin buildings (Cone and
Hayes 1984). The depositing of rubbish in waste bins may be
brought under stimulus control simply by increasing the
availability of suitable containers and reinforcing their
use. The provision at football games of refuse containers
that resembled fans” hats, displayed the word “Push’ on the
flap, and revealed the word ‘Thanks’ to their users, had
precisely this effect (0O’'Neill et al. 1980). In general,
however, whilst the availability of trash cans, their
attractiveness and the initial cleanliness of the
environment all reduce the rate of littering in these
contexts, only positive reinforcements in the form of
payments has any dramatic effect on behaviour; prompts such
as verbal appeals are ineffective, especially when used
alone. One difficulty is that such prompts rely on promises
of punishment: getting away with littering is, therefore,

reinforced by the failure of punishment to materialise.

Recycling of waste materials. As has been noted, a dramatic

change in the situation that includes effective
legally-enforced punishments (e.g. the bottle laws) is most
effective in modifying behaviour. But this is not always

practicable. Attempts to increase sales of returnable
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bottles based on prompts informihg customers of the savings
inherent in such behaviour and that they would be fighting
pollution by adopting such containers have had mixed
results. In a small convnience store, customers for
returnables increased 32% over baseline, their numbers being
reduced during the return-to-baseline phase. However, this
effect was not noted in the relatively open setting provided
by supermarkets (Geller et al. 1971). Although prompts have
some effect within the relatively closed context of the
convenience store, it is short-lived (Geller et al. 1973,
1977). The provision of small financial rewards for
customers’ re-use of eqg ccartons, milk containers and
grocery bags has been shown to result in small increases in
custom, though factors that slightly close the setting,
e.g. instore prompts and enthusiastic behaviour on the part
of salespersons, are also helpful (Greene 1977).

Bottle laws place considerable costs of transactions,
inventory space and time on retailers which are subsequently
passed on to consumers (Geurts 1986). Both parties are
penalised for their participation in the waste reduction
campaign and, although legal sanctions may force compliance
on the part of the distributors, there is no reason to
believe, on the basis of behaviour theory, that customers
will in general voluntarily incur discomforts involved in
prepayment of deposits and returning glass bottles. Research
in this area shows few successes, partly because the
‘prosocial © behaviours encouraged are themselves punished by
the customers’ having to pay out deposits on returnable
containers and carry empty cartons back to the store. In

absolute terms, such punishments may be small, but given the
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slight hedonic and informational reinforcers available for
the target behaviours, they are probably sufficient to deter
compliance.

Experimental attempts to encourage the recovery of waste
materials such as paper which can be recycled show, in
similar vein, that prompts alone have minimal effect and
only the provision of reinforcers, preferably hedonic,
changes behaviour significantly. Students offered prizes in
contests and raffles are more likely to reduce wastage than
those exposed only to educational promptings. The clear
implication is that consequential reinforcements rather than
antecedent education change behaviour (Cone and Hayes 1984;
Couch et al. 1978; Geller et al. 1975; Ingram and Geller
1975; Witmer and Geller 1976). Closing the setting by
providing convenient containers for the collection of
recyclable waste also has a significant effect over
prompting on performance of the desired behaviours (e.g.
Reid et al. 1976). Again, the results indicate the
importance of moderately high cosequential rewards to
overcome the moderate punishments involved in recycling.

Prompts and manipulation of the physical environment may,
however, have synergystic interactions. Whilst Jacobs et al.
(1984) found promopting alone to be ineffective in
encouraging recycling, prompting coupled with the provision
to households of containers into which recyclable rubbish

could be sorted had the required effect on householders

behaviour.

Transportation. The aims of behaviour modification

programmes in this area have been to reduce fuel
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consumption, urban congestion and pollution by discouraging
the unilateral use of private cars and promoting travel by
public transportation (Cone and Hayes 1984); The most
prevalent and successful interventions have provided direct
finanacial incentives - €.g. paying commuters to travel by
bus. Several ABA-design studies have shown that when
individuals are given such inventives as they board the bus
(typically 25c for a 10c fare) or 5¢/10c tokens redeemable
for merchandise at a neighbourhood store, the number of
users of the public transport system increased by between 50
and 180% (Everett 1973; Everett et al. 1974; Deslauriers and
Everett 1977; Everett et al. 1978). Once the incentive is
removed, bus travel usually drops to the baseline level or
below. The provision of free-ride tokens also significantly
affects the rate of bus travel, something which usefully
induces trial of this service, but which is a long term
behaviour modification strategy.

The main difficulty with such programmes is their cost:
paying riders two to three times their fare is obviously
uneconomcal, though rewarding only every third passenger can
be just as effective as rewarding all. Bus riding is often
punished by inconvenience and discomfort and the hedonic
rewards of using one’s car are considerable - comfort,
speed, control, privacy, choice, etc. The fact that most of
the induced passengers, 80%, would otherwise have walked,
bears this out. Another strategy is the encouragement of
alternative car use. Studies have been conducted in whcih
students were rewarded for reducing their daily car mileage;
between $5 and $25 were given to those who reduced mileage

by between 10and 50% of the baseline mean. Though the large
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experimental period effects were shortlived, the mileage
levels during return—to-baseline were slightly lower than
during the initial baseline period (Foxx and Hake 1977; Hake
and Foxx 1978), an example of the over-justification effect
mentioned in Chapter 4. Simply providing feedback
(informational reinforcement) is less effective: data on
operating costs, depreciation, mileage travelled, social
costs, singly and in combination, had no effect in terms of
mileage reduction (Hayward and Everett 1976). Once again,
hedonic reinforcement emerges as the most effective means of
changing behaviour (Foxx and Schaeffer 1981).

Research conducted with commercial truck fleets indicates
that hedonic reinforcement need not be financial, and that
hedonic and informational reinforcements combined can be
most effective. Drivers were provided with informational
feedback on fuel consumption and mileage, and teams of
drivers were entered in competitive prise draws for economy.
Information on current performance was publicly posted where
all drivers and teams could see it and supervisory staff
also provided informal praise for successful performance.
Small but commercially significant reducions in fuel use per

mile driven resulted (Runnion et al. 1978).

Domestic energy conservation. Attempts to reduce the peak

consumption of energy by households have involved the
antecedent use of information, and consequential feedback
and incentives, both separately and in combination.
Information alone - e.g. relating generally to such
environmental effects of peak consumption of electricity as

the building of unattractive and waste-producing power
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stations to cope with maximal demand - had no effect at all
on peak energy usage. Feedback - specific information on
current energyuse gained through consumers’ self-monitoring
- was effective, however, reducing peaking by about 30% of
baseline mean. (Such feedback is not entirely informative:
its signalling financial savings gives it a hedonic content,
too). Combined feedback and monetary incentives reduced
peaking by about 65% of baseline, another indication of the
joint effectiveness of strong informational and hedonic
reinforcers (Cone and Hayes 1984).

Experiments designed to effect reductions in overall
energy consumption have produced a similar pattern of
results. Information-based appeals appear to be ineffective
even at times of steep energy price increases such as
occurred in the mid-1970s (Heberlin 1975), though feedback
can be effective in reducing consumption below baseline
levels, expecially when combined with prompts (Palmer et al.
1978). Daily feedback on usage, especially when combined
with group feedback and mild social commendation also works;
weekly or monthly feedback, (the latter was particularly
economical in coinciding with normal electricity billing),
is especially effective (Cone and Hayes 1984; Hayes and Cone
1981).

Information and feedback coupled with incentives (such as
payments of up to $5 per week for the reduction of
gas/electricity consumption by 20% or more of baseline mean)
is more effective still (Kohlenberg et al. 1976).
Separately, information, even if gained by close monitoring,
has only a very weak impact on consumption, and feedback is

moderately effective, whilst incentives are very powerful
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indeed in modifying consumption (Hayes and Cone 1977).
Direct experimental comparisons bear this out. In a study
contrasting four conditions - information (on the positive
benefits of conservation) alone; information and feedback;
information and feedback plus small incentives; and
information and feedback plus large incentives (up to 240%
of energy bills) - only the last condition was effective in
reducing consumption (Winett et al. 1977, 1979; Seaver and
Patterson 1976; Hayes and Cone 1981). Other studies indicate
that prompting may strengthen ‘specific, low cost
energy-conservation behaviors” like turning out lights in
unoccupied rooms (Winett 1977); that contests leading to
cash prizes, and other competitions reduce energy
consumption and can be more effective than straightforward
feedback alone (Newsom and Makranczy 1978; McClelland and
Cook 1977).

The delivery of aversive consequences for unnecessary use
of energy may have a similar effect to payment for positive
conservation responses, at least where an alternative to the
punished behaviour is available. Van Hooten et al. (1981)
report experiments which incorporated the punishment of
energy use rather than payment for its reduction. Making an
elevator in a university building less convenient by
incorporating a 10, 21 or 36 second delay in the time
required for the door to close led to a reduction in power
consumption of one-third, and was far more effective than
providing feedback on the amount of power consumed by the
l1ift machinery. Posters which contained prompts were also
ineffective. There have also been experiments employing the

modelling techniques of social learning theory in order to
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discourage energy consumption. However, whilst vicafious
reinforcement of home energy consumption, achieved through a
specially-made cable TV programme, appears effective in
quickly producing energy savings of up to 10%, maintenance
of such behaviour modification is yet to be demonstrated

(Winett et al. 1982, 1985; cf. Ollendick et al. 1983.)

EVALUATION

The settings in which attempts at environmental behaviour
modification or social marketing usually take place are
relatively open. In such contexts, depending upon one’s
preference for explanation, either the individual is said to
have a “free choice’ or his or her behaviour is acknowledged
to be difficult to predict simply from a knowledge of the
topography of the physical and social context. The
behaviours occur in complex circumstances and are of
interest, therefore, given the chapter’s earlier discussion
of the types of influence on behaviour in open settings. On
the basis of conclusions reached earlier, it is acknowledged
that a full explanation of purchase and consumption in these
settings may require the input of explanatory systems other
than the EAB. The present discussion is confined to the
capacity of the EAB to elucidate such behaviour and, on the
whole, it is reasonable to expect the nature and relative
availability and strength of reinforcement to influence
considerably the pattern of emergent behaviour in these
settings. The evidence from the environmental behaviour
modification programmes reviewed above suggests not only

that this expectation in justified but that, at least in the
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relatively complex situations reviewed, the environmental
determinants of behaviour can be identified and their

relative effects compared.

Prompt-based discriminative stimuli

It emerges clearly that prompts are of very limited
effectiveness in the relatively open settings in question,
especially when used alone. What influence they may exert is
also temporally limited. This is not surprising on technical
grounds alone, since it is obvious that, in the brief
duration of the experiments described, the prompts would
hardly have had an opportunity to assume the status of
discriminative stimuli which control responses: until they
have been paired repeatedly with positive reinforcers, they
remain no more than neutral antecedent elements of the
situation. In view of the theoretical discussion pursued in
Chapter 4, we would expect them to be most effective in open
settings only after having been internalised by the
individual, i.e. having become part of his or her private
verbal repertoire3. Only then are they likely to act as
within-the-skin discriminative stimuli, proximate causes of
overt behaviour. Such internalisation requires long term,
repeated pairing of antecedent and consequent stimuli, after
which the locus of behavioural control might shift from the
remote environmental contingencies to proximate,
internalised verbal cues which echo and are initiated by the
external prompts provided by the researcher or
administrator. This interpretation (which will not appeal to

unreconstructed behaviourists, but which is nonetheless
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consistent with the argument of the preceding chapter) is
depicted in Figure 5.3.

Other evidence confirms the inability of antecedent
stimuli with respect to influencing behaviour in the absence
of the reinforcers that transform them into discriminative
controlling stimuli. From several instances of attempted
behaviour change - e.g. towards ‘healthy eating’ or
involving road safety - it has emerged that citizens are
well aware of the deleterious consequences of, say,
consuming excessive amounts of saturated fats, failing to
use car seat belts, or driving while under the influence of
alcohol. Research indicates further, however, that whilst
respondents” verbal behaviour may change accordingly -
interviewees provide the ’‘correct” answers to questions
about the ‘right” way to eat or drive - their eating and
driving behaviours remain under the control of quite
different contingencies. Hence food consumers who have
recently acquired new beliefs (verbal repertoires) with
respect to the content and importance of healthier eating
patterns, they often continue to cook, serve and consume
traditionally (Foxall and Haskins 1985); moreover, in the
absence of changes in the law and close monitoring of seat
belt use and alcohol-free driving (i.e. factors that
restrict the situation), only the provision of hedonic
reinforcers is likely to alter behaviour (Geller et al.
1982a).

Consumers ~ beliefs about ‘correct’ patterns of eating and
driving are, like the prompts employed in behaviour
modification experiments, highly generalised statements

about outcomes; they are only remotely relevant to those
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consumers specific behaviours, which are controlled by far
more immediate contingencies of reinforcement and
discriminative stimuli, the significance of which is derived
from long reinforcement histories. Such verbal events can
influence the specific behaviours involved in selecting,
buying, preparing, perhaps serving, and eating food, and in
preparing to drive a car only if (i) they consist of
particularised messages indicating that stated consequences
will be contingent upon denoted behaviour, and are thus
capable of becoming discriminative stimuli; (ii) relevant
reinforcers, both positive and aversive, are actually made
contingent upon performance/failure to perform the
appropriate approach or avoidance behaviours, and follow
those responses relatively quickly; and (iii) the antecedent
and consequent stimuli are deliberately linked, in order
that the proximate causes of behaviour can be established
through direct experience of both antecedent events and

remote contingencies.

Reinforcerment and behavioural change

It also emerges from the studies reviewed that, in straight
comparison, hedonic reinforcement is far more effective in
changing behaviour than informational reinforcement. In a
hierarchy of factors inducing behavioural change, hedonic
reinforcement alone is more effective than informational
reinforcement alone which is, in turn, more effective than
prompting aimed at creating discriminative stimuli alone.
Hedonic reinforcement is often prohibitively expensive,

however, and if the altered behaviour is to be realistically
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and economically maintained, informational reinforcers and
discriminative stimuli must assume control. Since a
combination of the two, backed up by prompts capable of
developing into genuine discriminative stimuli, appears to
be the most effective means of changing and maintaining
behaviour, the necessary relationships and associations can
be built from the beginning of a campaign.

Nevertheless, the studies reviewed make a vitally
important theoretical point which confirms the explicatory
relevance of the independent variables of the Behaviour
Perspective Model. Although the hedonic reinforcers may be
impracticable on a large scale, the results of the
experiments identify dramatically the locus of important
causes of behaviour: they are to be found ultimately in the
environment rather than within the individual, though
internal verbal events which, through pairing with the
reinforcing consequences of behaviour, acquire the status of
discriminative stimuli, may act as
environmentally-conditioned proximate causes. To the extent,
therefore, that social marketing campaigns are based on
attempts to alter cognitive processes in the absence of
contingent modification of the environment, they are
unlikely to have the desired effect. Attempts to modify
environment-impacting behaviour that rely on vague,
prompting messages, dissociated from appropriate
reinforcers, and poorly designed and delivered, are
similarly unlikely to be effective unless reconceptualised
and redesigned based on behaviour modification principles
(Beales et _al. 1981; Fox and Kotler 1983; Foxall 1984e;

Mazis et al. 1981l; Winett and Kagel 1984; Winett et al.
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1982; Winkler and Winett 1982; Wright 1979).

The results and conclusions of the reviewed experiments
confirm the usefulness of the Behavioural Perspective Model
in another respect. They support the distinction between
hedonic and informational reinforcement, indicating not only
that these conceptual categories can be made operational but
that both types of reinforcement are required to account
fully for complex consumer behaviour. Based on the reasoning
developed in the earlier part of the chapter, behavioural
change can be expected to be greatest when both hedonic and
informational reinforcers are employed simultaneously
(assuming, in line with the practical case in ’‘free market ’
economies, that closure of the relevant setting is not an
option). In instances of behaviour modification where such
dual reinforcement ( high hedonic, high informational 7)
occurs, the rate of change of behaviour is indeed high. This
effect is apparent from attempts to increase domestic energy
conservation by providing almost immediate rewards as well
as information relating to recent fuel conservation and the
longer term financial savings that would result. The most
probable reinforcement schedules analogous to the rate of
presentation of the reinforcers is VI, possibly VR, though
the interval and/or number of responses required to effect
reinforcement would probably be lower in these circumstances
than for the consumption behaviours given as examples of
Category 1 responses above. Considerable behavioural change
would also be expected where hedonic reinforcement is
emphasised and the rate or level of informational feedback
is relatively low ( ‘high hedonic, low informational “). Where

this obtains - as in the examples provided for the promotion
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of transportation, fuel economy and bus ridership - the
effect on behaviour is strong while the reinforcer is
present but weak during the return to baseline phase.
Reinforcement is probably provided in ways analogous to the
low VR/VI schedules suggested for Category 3.

Where informational reinforcement predominates, as in
recycling and some domestic energy reduction programmes in
which frequent feedback, provided by the investigator or
through self-monitoring, is the norm ( high informational,
low hedonic’), attempts to influence behaviour have been
moderately effective. Reinforcement in such instances 1is
provided (by analogy) on low VI/FI schedules, as for
Category 5 behaviours. This is somewhat at variance with
Wearden s expectation that informational reinforcement would
predominate over hedonic in the analysis of human behaviour;
the concept of informational reinforcement is, in some
circumstances, an essential component of a behavioural
explanation, but its effects are, in general, not as
farreaching as those of hedonic reinforcement. Finally, when
neither type of reinforcer is emphasised and the target
behaviours are sometimes overtly punished ( “low hedonic, low
informational’) - as in the case of some anti-litter (bottle
return) and recycling (bundling and sorting rubbish)
programmes, behaviour change has usually been small.
Reinforcement in these cases is typically FI or VI, as for

Category 7 behaviours4.

Relevance to social marketing

Social demarketing campaigns often operate in contexts where
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strong hedonic reinforcement cannot be provided for the
adoption of novel behaviours, and where informational
feedback alone has a very limited effect on behaviour
change. Anti-smoking campaigns and attempts to promote a
low-fat diet, for instance, encounter this problem: the
positive reinforcers contingent upon abstinence are usually
available only in the remote future whilst consumption
results in immediate gratification. The biggest rewards of
not smoking or not overeating are in the long term future
and somewhat vague in that increased longevity cannot be
incontestably demonstrated to result from avoidance, whereas
the hedonically reinforcing consequences of inhaling and
gorging are not only immediate but momentary. Their very
nature tends to induce a schedule which ensures that the
deleterious behaviours recur. In situations of this type,
even vicarious reinforcement may be difficult to arrange,
and the would-be behaviour modifier must depend upon prompts
and informational feedback.

An obvious managerial strategy in those instances in which
high hedonic reinforcement cannot be provided is the attempt
to close the situation. In publicly supported social
demarketing directed towards to the reduction of
environmentally harmful or wasteful consumption, it may be
possible to effect situational closure through legal
enforcement of prosocial actions. Campaigns could,
accordingly, link prompting discriminative stimuli directly
to the consequences of antisocial and prosocial actions.
Whilst this can certainly be effective, as bottle laws and
legislation enacted to encourage the wearing of seat belts

in cars and to curb drink-driving attest, it is often not a
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practicable option for economic and political reasons, or
because a high level of enforcement cannot be achieved.
Furthermore, for actions not likely to result in death or
injury, legislative intervention is often seen as an
unjustifiable infringement of individual liberties. Again,
however, the causal relationships suggested by the model are
upheld and, in the absence of more socially acceptable means
of curbing wasteful behaviour based on an alternative model
of human nature, some of the problems to which social

demarketing is addressed may remain unresolved.

CONCLUSION

The aim of this discussion has been to evaluate the
relevance of the independent variables comprising the
Behavioural Perspective Model to the analysis of consumer
behaviour, and to do so as far as possible on the basis of
rigorously designed experimentation providing
thoroughly-evaluated empirical evidence (the studies cited
all appeared in fully refereed academic publications) rather
than interpretation based on programmatic extrapolation.
All-in-all, the review of behaviour modification programmes
in social demarketing contexts confirms the reasoning behind
the model and gives confidence that further empirical
testing may establish it as a useful means of comprehending
consumer behaviour in general. The extent to which this can
be achieved by empirical investigation as opposed to a
programmatic account is itself an empirical question.
However, the incorporation of informational as well as

hedonic reinforcers, and open as well as closed settings,
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within an essentially operantlframework implies significant
theroretical deviations from Skinner ‘s radical behaviourism.
The move reflects paradigm erosion in order to ascertain the
extent to which a modified operant model can account for the
phenomena of consumer choice in ways neglected by the
prevailing information processing perspectives, by relating
it systematically to its environment. The analysis presented
above indicates that distinct modes of consumer behaviour
can be systematically related to the settings in which they
occur and the reinforcers consequent upon their emission:
each of the eight behaviour patterns depicted has a rate of
recurrence which can be related to the relevant
configuration of these independent variables.

But the model does not simply attempt a translation of
familiar descriptions of consumer behaviour phenomena into
the language of a behavioural analysis. Rather, it
demonstrates the contribution of the modified EAB, for which
the last chapter argued, to understanding and categorising
patterns of consumer choice that would be absent from or
deemphasised by a cognitvely-based account. This is not, of
course, to to preclude the future extension of cognitive
consumer theory to embrace environmental influences more
explicitly (Wessells 1982); nor does it diminish the value
of social learning theory as a consumer research paradigm.
It simply permits appraisal of the somewhat abstract
analysis of the focal paradigm of this thesis undertaken in
Chapter 4 in the context of the more concrete phenomena of
consumer behaviour. Such appraisal, linked to a viable model
of consumer behaviour, indicates the necessity of including

in a behaviour-based account of consumer choice the very
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explanatory elements that emerge from a critique of the EAB
= relative openness of situation, the dual functions of
reinforcement, and the causal nature of internalised
discriminative stimuli - and thereby supports the
configuration of independent variables incorporated in the
Behavioural Perspective Model.

Yet this positive conclusion begs the question of the
empirical scope of the model, especially in its application
to consumer behaviour in general. It is evident, for
instance, that the settings in which social marketing
campaigns are conductd are not open to the extent of those
encountered in the more familiar contexts of ‘commercial ’
marketing. Within the latter, the structure of the physical,
social and economic setting and the augmented range of
hedonic and informational reinforcers employed by competing
marketers combine to create a far more complex situation
than that which usually encompasses the promotion of
ecologically sound and healthy living.

This complexity contains several components which are
salient to the extension of the model to cover all consumer
behaviour. For example, social marketing proceeds usually at
the product or commodity level in that consumers face the
blunt choice of altering their consumption habits in
response to promises of closely specified contingent gains,
or of continued adherence to the status quo, of which the
immediate consequences are usually well known. Commercial
marketing presents the consumer with a multiplicity of
choices, albeit based on configurations of broadly similar
reinforcers in the form of brands or stores that share

near-identical physical and functional properties. The
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consumer of such items is faced with more extensive
problem-solving, even if it is of a less engaging and more
trivial kind, than the citizen who is the target of a social
campaign. From one purchase occasion to the next, the brand
or store level selections of the individual consumer in a
commercial context do not, as a result, lend themselves to
accurate prediction. Furthermore, the choices which were the
subject of the demarketing studies reviewed above can be
assumed to be considerably more involving than those of
typified by most brand and store selection. Again, the
outcomes of social marketing are more precisely identifiable
and measurable than those of purchase and consumption in
general. On the whole, the campaigner s vision of prosocial
behaviour provides the criterion of success and it is taken
for granted that the adoption of the advocated conduct
increases customer wellbeing and satisfaction. The benefits
gained from individual brand and store choices are often far
more ambiguous.

In view of these differences, it cannot be asserted that
the appraisal of the Behavioural Perspective Model on the
basis of studies of social marketing constitutes a
comprehensive empirical evaluation of its relevance to
consumer behaviour in general. Although, within its
limitations, the appraisal undertaken supports the broad
structure and contentions of the model, empirical testing at
a more disaggregated level might seem to be a logical next
step. Such work would eventually have to investigate brand
and store choices in naturalistic, open (rather than
laboratorial, closed) settings. Whilst this is

unobjectionable in principle, however, it should be noted
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that the complex situations implied, which evoke 1low
consumer involvement, are those least likely to yield
results that demonstrate uﬁequivocally that buyers
discriminate behavioural:iy on the basis of clearly
identifiable brand and store based reinforcers. The
principle reinforcer associated with the multi-brand,
multi-store patterns of purchasing typical of buyers in
steady-state markets for both consumer and industrial
nondurables is apparently variety.

The possibility that empirical tests will demonstrate the
differential capacity of brand and store features to
reinforce relevant discriminated behaviour must not be
preempted through speculation. In the cases of
infrequently-purchased and innovative items, such responses
may indeed occur. Nevertheless, the reasoning developed in
Chapter 4 on which the model is founded suggests that the
high relative openness of the settings in which the bulk of
purchasing and consumption takes place may confine the
behavioural explanation of consumer choice in typical
marketing contexts to a programmatic account based on
extrapolative interpretation. As a predictive and
controlling device, the EAB apparently performs well in the
moderately open settings in which social marketing occurs,
but perhaps less so in commercial marketing contexts. (Even
the field experiments conducted by Greene et al. 1984, and
Greene and Neistat 1983 occurred in less open settings than
does everyday consumer marketing practice). It is a moot
point whether it performs any worse in the latter situation
than do the cognitive and other inner-state approaches. If

that is all that can be said, the exercise has still been
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abundantly worthwhile, for it has doubtless revealed a
fundamental charateristic of consumer choice itself.

The existénce of a behavioural perspective does not
exclude others, any more than they preclude it. The
marketing level of analysis may yet reveal the limits of the
EAB contribution to consumer psychology. If so, it will also
mark the bounds of inner-state theories and, perhaps, reveal

the way for a viable, comprehensive synthesis.
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Figure 5.1
Behavioural Perspective Model:
Hypothesised Causal Sequence
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Figure 5.2
Summary of Behavioural Perspective Model
of Purchase and Consumption
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Figure 5.3
Hypothesised Sequence of Prompts,
Behaviour and Consequences
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Table 5.1

Contingency Categories and Response Patters

Contingency Category Typical Apparent
resonse reinforcement
pattern schedule

Setting Reinforcement

component component

Relatively:

1. Open High hedonic, EPS/new task High VI/VR

2. Closed { high informational Gambiling High VR

3. Open High hedonic, Popular entertainment Low VR

4. Closed { low informational Primary escape Low VI

5. Open Low hedonic, LPS/modified rebuy Low VI

6. Closed { high informational Mandatory consumption FI

7. Open Low hedonic, RRB/straight rebuy Low FI/VI

8. Closed { low informational Secondary escape Low FI
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Table 5.2
Selected Purchase Responses and Situational Contingencies

Purchase Situational contingencies  Typical schedule Typical NPD

response pattern

EPS/new task  Setting: open High variable Discontinuous
Reinforcement: innovation

high hedonic
high informational

LPS/ Setting: open Low variable Dynamically-
modified rebuy Reinforcement: continuous
low hedonic innovation

high informational

RRB/ Setting: open Low fixed Continuous
straight rebuy  Reinforcement: innovation
low hedonic

low informational
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Chapter 6

CONCLUSION

...[Tlhe received wisdom of today is that behaviorism has
been refuted, its methods have failed, and it has little
to offer modern psychology. Attacks against behaviorism
have reached the frequency and vehemence that marked
behaviorism’s assaults against its own predecessors.

Polemics, intemperate invective, ad hominem argument, and

caricature pervade discussions of behaviorism by those who
seek its demise. Such is the nature of Oedipal conflict.
Factors other than effectiveness hold sway, and the search
for truth is lost in the battles between movements.
Clearly this is not useful to psychology, or to society.
What is needed rather is an accurate portrait of
behaviorism and an honest search for what is still

valuable in it.

- G.E. Zuriff, Behaviorism: A Conceptual Reconstruction,

(NY: Columbia University Press, 1985), p. 278.
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This thesis has explored some implications for consumer
research of a philosophy of psychology, radical
behaviourism, which emphasises objectivity and
empiricalness. It makes no pretension of having contributed
to the philosophy of science as a result, though its
argument has been firmly grounded in the awareness that
theoretical and metatheoretical considerations always
accompany, indeed underlie and permeate, any attempt to
create, develop or criticise knowledge. The need for such
awareness is obvious enough to scholars in many other areas
but has been emphasised only comparatively recently in
economic psychology.

The foregoing argument has supported the emergent
relativistic perspective on consumer research, espousing an
“objective epistemic relativism~’ (Muncy and Fisk 1987) and
thus recognising above all that, whatever the ﬁature of
(social) reality may be, our conceptions of it are bound to
be multiple and partial, and that the researcher’s viewpoint
and purposes determine his or her ontological and
methodological outlook significantly, if not totally. It has
also suppported the consistent stance that, where théories
are concerned, the more the better - for the scientific
community as a whole, if not necessarily for the cognitively
constrained individual researcher - and that a decisive
element in intellectual progress inheres in the mutual
encounter of competing explanations and the outcomes of the
“active interplay’ so aroused and stimulated.

Although this prospect recognises that any intellectual
field is likely to contain an influential normal science

component as a consequence of the governing paradigm adopted
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by a substantial portion of its research community, it
acknowledges, too, the abiding presence of alternative,
potentially subversive paradigms, coexistent though not
coeval with that which dominates theory and investigation.
The absence of such competitors, or their failure to impinge
markedly upon the orthodox wisdom, as well as upon one
another, would suggest the stagnation of scientific and
intellectual endeavour, the prevalence of dogma over free
and vigorous enquiry.

The effects of the dominant position of cognitivism in the
consumer research programmes of the last three decades or
more must not be exaggerated or dramatised, but the
expansion of the vitalising intervention provided by an
array of variously-grounded alternative explanations is,
nonetheless, a current requirement. Fortunately, it is a
need that is discerned by some consumer researchers, even if
their somewhat selective attention largely confines their
ensuing quest to ‘post-positivistic’ methodological realms.

Whilst we might not welcome the demand to consider every
myth and fairy tale enjoined upon us by Feyerabend, we
should surely be concerned at the omission from our
theoretical canon of any major, developed and
empirically-founded approach to the interpretation of
behaviour. Indeed, the foregoing analysis has deliberately
avoided the fairy-tale utopianism derived from the extension
of operant principles to the design of cultures on the basis
of ‘behavioural technology’ (Skinner 1948b, 1971, 1987).
Still, our intellectual repertoire is seriously incomplete
as a result of our overlooking, to say nothing of our

deliberately ignoring, any sophisticated explicative system
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because it is unfashionable, or because its limitations are
apparent, or because its unwarranted extrapolation has
produced a social philosophy with which we are at odds.

A comprehensive plurality of paradigms is inescapable if
authentic understanding of consumer behaviour is preferable
to the doctrinaire parochialism that would follow the
domination of consumer research by one ontology and
associated methodology, or even by a few contenders for the
normal science crown. No one model can capture human nature
in its entirety; nor can a handful of theoretical
perspectives embrace the scope of human interaction. No one
researcher can embrace all available viewpoints: but a
community of researchers can embody many.

Enter the experimental analysis of behaviour. To advocate
the EAB, even as no more than a means of establishing a
critical standpoint, founded upon antithetical tenets of
scientific method and and a separate explantory agenda, from
which to overhaul the taken-for-granted assumptions of the
prevailing orthodoxy, would seem to be a logical enough
outcbme of these considerations. It would enable consumer
researchers to push the idea that behaviour is fuly
environmentally determined to its limits, to decide whether
so extreme a paradigm provided adequate, feasible or even
usable explanations and, if not, at what point it was
necessary to resort to alternative sources of theory. But to
do so is to promote the unfashionable (readily mistaken for
the outmoded): both the EAB and its proposed, severely
limited, use in this sphere are easily misunderstood by

inner-state theories and radical behaviourists alike. To the

former, it represents a retrogressive lapse 1nto an
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antiquated and restrictive physicalism; to the latter, a
betrayal of scientific principle, for, as anyone who
accurately perceives the nature of the unreconstructed EAB
would confirm, its disciples have no truck with beliefs in
scientific relativism, or theory-ladenness, or the deductive
logic of explanation that underpins them. Adoption of the
relativistic spirit entails tightrope walking, and the
advocacy of deliberate paradigm erosion requires the
abandonment of the safe ground.

The erosion of the paradigm resulting from the critical
analysis conducted in Chapter 4 removes any claim it might
have had to providing an exclusive metatheoretical framework
for consumer research. But its philosophical basis, radical
epiphenomenalism, is nevertheless an enduring foundation for
the assessment of thee conventional wisdom (as Chapter 3
indicates) within a relativistic consumer research. Above
all, the “honest search for what is still valuable’ in
Skinner ‘s radical behaviourism reveals a central
contribution of this philosophy in drawing attention to the
uncritical employment of highly abstract unobservables in
theory devélopment. It does so not simply on the basis of a
commonsense concern with the procedures of theory-building
but on that of a wealth of data derived from rigorous
operant experimentation which is the foundation of an
alternative and viable interpretation of behaviour in terms
of its environmental rather than interpersonal determinants.
It is impossible to survey the current state of explanation
in consumer research without appreciating the need for a
critique of this kind.

At the level of empirical investigation of consumer
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behaviour, the EAB offers valuable insight but is ultimately
circumscribed. It refers primarily to research in relatively
closed situations, both experimental and real world. Animal
experimentation itself is a possibility that most consumer
researchers in the marketing context have not recognised. It
facilitates a hypothetico-deductive approach to the
resolution of theoretical issues at the commodity or product
level of analysis. But it does not extend to the analysis of
brand or store preference; norcan it address the nonprice
elements of the marketing mix. Nevertheless, operant
psychology holds out to instore and other forms of real
world experimentation of human market simulation not only an
investigative technique but also a theoretical guide to
explanation.

The theoretical limits of the ’‘pure’ radical behaviourism
that stems directly from Skinner s insight and work are
reached through consideration of the analysis of more
complex instances of purchase and consumption. It is evident
that the EAB is itself a theory-dependent device which is
not (how could it be?) free of theoretical terms that relate
to unobservables. In any case, such freedom, were it
empirically available, would close off certain routes to the
development of knowledge which depend upon speculative
theoretical initiative. The necessary, if undervalued,
emphasis of operant psychology on the role of the
consequences of behaviour in the control of its rate of
emission must be tempered by the recognition of the
programmatic character of its explication of human choice
and action in the complex circumstances of everyday life. In

such situations, typified by purchase and consumption,
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constraints upon the isolation of the very variables by
which the EAB account proceeds, i.e. the contingencies of
reinforcement, with the certainty axiomatic of a theoretical
stance that rests foursquare upon the criteria of
objectiveness and empiricalness, make an eloquent case for
the incorporation of complementary, if not supplementary,
modes of explanation at this point. The contribution of the
EAB to the understanding of human behaviour in complex
social situations is ultimately hermeneutic; like other
systems, some of which also purport to provide scientific
analyses, it offers, at least at the individual level and
perhaps beyond, critical interpretation rather than
predictiVe system.

Yet the identification of a paradigm’s limited sphere of
applicability is an essential component of a relativistic
perspective which ought not to obscure its positive
contribution, especially if, after some erosion of its
tenets, the framework in question emerges as a more powerful
explicator of observed behaviour. Indeed, the input of
operant psychology to consumer research becomes apparent
only after the theoretical adjustment of the EAB indicated
by the critique conducted in Chapter 4 which recognised:
first, the proximate causative influence of private verbal
stimuli and their direct relationship to overt motor
behaviour (which does not, of itself, infer a dualistic
portrayal of private and public events as, respectively,
mental and physical); secondly, the continuum of closed-open
behavioural settings (highlighting the inadequacies of an
objective-empirical framework as a means of self-consistent

explanation of the latter, and the interpretive essence of
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the EAB’s extrapolative account of complex behaviours); and,
thirdly, the dichotomy based on hedonic and informational
reinforcement (either or both of which may be required in
order to effect behavioural change, for the efficacy of
behaviour modification programmes, and, most pertinently
here, for the explanation of consumer behaviour.

These represent considerable theoretical deviations from
the radical behaviourist orthodoxy. They are, moreover,
consistent with explanations based on a synthesis of
behavioural and inner-state conceptions (social
behaviourism, for instance). But, as developed and applied
in Chapters 4 and 5, they retain much of the spirit of the
EAB and their incorporation in the Behavioural Perspective
Model makes available an operant taxonomy of the established
patterns of purchase and consumption as well as their
noncognitive explanation. The analysis and model which are
the subject of Chapter 5 demonstrate that it is feasible to
explain and interpret consumer behaviour in terms of a
conceptual and analytical framework derived from, if not
entirely faithful to, orthodox operant psychology, and
thereby to clarify the nature and role of marketer
behaviour, make appropriate policy recommendations, and
evaluate policy interventions. Indeed, whilst the
comprehensive models merely acknowledge the influence of
marketing management upon consumer choice by representing
its influence in terms of basic S-R links, the Behavioural
Perspective Model explicitly links consumer and marketer
aspects of marketing behaviour and provides an understanding
of managerial marketing in similar terms to those in which

its analysis of consumer behaviour proceeds.
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The emergence of a unitary “coherent theory of human
behaviour ~ is improbable and, almost certainly, undesirable.
The experimental analysis of behaviour is, in any event, not
such a theory, though its achievements can extensively
influence social science in general and consumer research in
particular. Failure to incorporate the EAB in a relativistic
consumer research will undoubtedly impede progress in that
subdiscipline as surely as would its exclusive and dogmatic
adoption as an unchallenged professional paradigm.
Nevertheless, those of us who are reluctant to lose the
unique input of operant psychology to consumer research but
who see human beings as more than elements in its subject
matter know that we can control our paradigms before they

control us.
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Appendix

COGNITIVE BEHAVIOUR MODIFICATION:

PARADIGM EROSION IN PRACTICE

Contemporary psychotherapy provides an example of the
process of paradigm erosion which is elaborated here because
of its closeness to the potentially emergent position in
consumer research. Behaviour therapy, which began during the
1950s to rival psychodynamic approaches, is strictly defined
as a behaviour modification technology derived from research
on classical and operant conditioning. Its practitioners
describe their approach as one that concentrates directly
upon the behaviour of their patients rather than upon
factors such as speech, thought and emotion that are
conceptualised by cognitive and psychoanalytical therapists
as causal processes that mediate behaviour (Eysenck 1952;
Ledwidge 1978).

Behaviour therapies, on this view, are located at the
opposite pole of the therapeutic continuum from the
cognitive therapies which rely extensively upon the
patient s internal verbal representation of his or her
situation (e.g. Beck et al. 1979; Ellis 1979). Over the
years, however, some behaviour therapists have incoporated
cognitions or self-statements into their perspective,
sometimes referring to them as behaviours; the resulting

‘cognitive behaviour modification’ (CBM) therapy consists
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for these practitioners in changing patients” verbal
behaviours in order to modify their maladaptive social
behaviours. (This appendix does not attempt to provide a
comprehensive description of recent developments in
psychotherapy. An historical account of the development of
CBM can be found in Dobson and Block 1988).

Some behaviour therapists, maintaining the traditional
definition of their field, have stressed the conceptual
incompatibility of behaviour therapies, such as
assertiveness training, desensitization, and aversive
control procedures, with psychodynamic methods - Freudian,
Jungian, Adlerian, etc. - and cognitive techniques, such as
fational—emotive therapy, training in cognitive coping
skills and self-instruction training (Ledwidge 1978). Franks
(1984) claims in addition that the behavioural and
psychodynamic approaches are clinically incompatible, so
much so that “Acceptance of the rights of psychoanalytical
clinicians and thinkers to pursue and work within their own
conceptual and clinical framework should not detract from
the behavior therapist s obligation to avoid condoning that
which, in his or her view, is demonstrably not in the public
interest ° (p. 244). Ledwidge (1978) similarly argues that
the distinctiveness of genuine behaviour therapy be
maintained; CBM ought, accordingly, to be accurately
labelled ‘cognitive therapy  to indicate its separate
approach, for the efficacy of which, he claims, there 1is no
convincing evidence (cf. Mahoney 1974; Meichenbaum 1978).

Other psychologists, whilst remaining staunchly
behaviourist in outlook, admit the therapeutic contribution

of CBM. Thus, Lowe and Higson (1981) reaffirm the
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theoretical imperative that radical, as opposed to
methodological behaviourism deal with private events and
conclude from their review of the behaviour modification
literature that internal self-instructions can, as cognitive
therapists argue, control behaviour. However, they interpret
private speech as a behaviour under contingency control
which influences other behaviour: as long as ‘cognition’
means no more than such internal behaviour they do not see
CBM as something in opposition to radical behaviourism, but
if the term refers to some nonphysical ‘mindstuff’ or a
conceptual explicator, it must be excluded from a rigorous
behavioural analysis.

Davey (198lc) emphasises that for a therapy to be
genuinely behaviouristic: (1) diagnosis must refer to
observable behaviours: the therapist is not seeking to
identify or treat internal processes such as anxiety unless
these can be operationally defined; (2) the causes of
behaviour must “in the last analysis’, be found in the
environment rather than in mental or cognitive functioning;
and (3) treatment manipulates the contingencies that relate
behaviour to its antecedent or consequent stimuli on the
basis of techniques derived from classical or operant
conditioning. Many so-called behaviour therapies, he claims,
are based on one of these principles but are not

behaviouristic in a pure sense because they do not conform

to all three.

Mahoney and Kazdin (1979), despite being
behaviourally-oriented psychologists, refuse to accept the
limitations of a perspective that is confined to

traditionally-defined behaviour therapy. They respond to
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Ledwidge "s attack on CBM by arguing that cognitivism does
not imply mentalism: in spite of authors such as Skinner
equating the two, most cognitively-orientated therapists do
not, they say, believe in a nonphysical mind any more than
do behaviourists. Moreover, therapies cannot be strictly
divided conceptually or practically into cognitive and
behavioural: both types of therapy assume that patients
think and all therapies are a mixture of cognitive and
behavioural. In fact, the irony is that many practitioners
of CBM believe that traditional behaviour modification is an
essential activator of the cognitive changes required for
the patient s readjustment, while behaviour therapists rely
on verbal communication in the course of their clinical
work. They add that empirical evidence shows that CBM
techniques enhance treatment and that it is premature to
claim that these methods are not effective when so little
evaluative research has been carried out. (From a
quantitative analysis of the available research evidence,
Miller and Berman 1983 conclude that cognitive behaviour
therapies are as effective as, though no more effective
than, other forms of psychotherapy; moreover, those forms of
CBM that emphasise behavioural techniques were found to be
no more effective than therapies that were primarily
cognitive; see also Dush et al. 1983).

Like Mahoney and Kazdin, Locke (1979) argues that a ‘pure’
behaviour therapy does not exist: the methods employed by
behaviour therapists are ‘highly cognitive’” in that they
rely on speech and thought on the part of both therapist and
patient as a necessary part of treatment. Further, studies

show that cognitive therapy is as efficacious as behaviour
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therapy, though because all therapies employ mediating
events to alter explicit behaviours, the real distinction
between different techniques lies in the degree to which
they are cognitive rather than whether they are cognitive or
noncognitive. Clinical practice and observation also lead
some behaviourists to accommodate the possibility of
non-behaviourist explanations. Hence Rachman (1977) argues
that conditioning theory is inadequate to account for the
clinical data on agoraphobia which justify the exploration
of psychodynamic explanations.

Finally, there are therapists who minimise the role of
behaviour therapy as a curative agent in itself, but who,
nevertheless, indicate its usefulness and its relationship
to other approaches. Hence Seron (1985) argues that
behaviour and cognitive therapies have distinct merits but
confines the former methodologically as a means of
establishing that treatment has produced change in the
patient that cannot be attributed to nontherapeutic
influences. Cognitive therapy, by contrast, ‘seems better
able to generate hypotheses about the nature of the
neuropsychological disorders, to propose adequate remedial
procedures, and to determine the general re-education
strategy. In this respect, behaviour modification has lost a
great deal of its influence as the ideas underlying the
various therapies derive from cognitive neuropsychological
investigations ~ (p. 181).

In the midst of paradigm erosion, the extreme positions
remain intact: those who claim to adhere to and use only
unadulterated behaviour therapy are balanced by those who

claim theoretical and clinical integrity with respect to
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cognitive therapy. In between are those who maintain
pragmatically that integration and synthesis not only offer
the most complete perspective but also provide the most
effective methods of treating patients. Wilson (1982), in a
theoretical overview of trends in psychotherapy, concludes
that, in spite of the merits of conditioning theory, it is
incomplete insofar as it avoids mediational factors, and
that therapists and theorists should embrace a broad
paradigm such as social learning theory which takes both

environmental and personal factors into account.
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NOTES

Chapter 1: The Cognitive Consumer and Beyond

1. “Inner state’ explanation is not derived solely from that
branch of cognitivism concerned with information processing.
Other actual or conceptual inner events, states and
processes are also frequently adduced as causes of observed
behaviour. In particular, personality traits and types
fulfil this function. Recourse to personality variables is
generally less common now than it was a decade or so ago,
largely because of the poor empirical correspondence
reported by dozens if not hundreds of investigators between
measures of personality and observed consumer choice
(Kassarjian 1971; Kassarjian and Sheffet 1981; cf. Foxall
and Goldsmith 1988). But they assume on occasion great
significance in theoretical accounts of certain aspects of
consumer behaviour such as innovativeness (Foxall 1988a,
1989b). Whilst this thesis is concerned primarily with
cognitive explanation, it refers on occasion to the related
but independent personality theory, particularly in the
light of the increasing association of the two approaches in
cognitive personality theory (e.g. Ajzen 1988; Cantor and

Kihlstrom 1981; Kirton 1989; Loehlin 1968; Messick 1976;

Mischel 1973, 1981; Pervin 1984).

2. Organisational buying behaviour has been described in
terms of three purchase situations: the new task, the
modified rebuy, and the straight rebuy (Robinson et al.

1967) which have much in common respectively with EPS, LPS,
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and RRB. New task buying occurs when the purchaser ’s

uncertainty is greatest: because the problem in question has
not previously arisen, the decision-maker must draw upon
whatever general experience he has. But, because his
specific experience is nil, he relies heavily upon
information from marketer-dominated sources to compare and
evaluate as many feasible solutions as possible. These
situations do not occur often, the decision processes they
involve are thorough and careful (since not only the firm
but the buyer s career may be at risk) and, frequently, the
decision outcome plays a decisive part in determining future
choices of supplier and make. A typical new task situation
would occur when a novel make of capital equipment is
introduced into a new product-market at the beginning of the
life cycle of an innovative technology; e.g. the development
of advanced manufacturing techniques. In this situation, the
buying decision requires a number of formal and informal
stages ( ‘buyphases’).

Straight rebuys are, by contrast, recurring purchases

which can be dealt with by routine procedures. Previous
suppliers are most likely to be considered at this stage and
it is most probable that the present supplier will receive
the new order. Most industrial/organisational buying
decisions fall into this category; there is no need for the
buying organization to go through all of the buyphases in
order to reorder satisfactory products and the sequence of
buyphases is thus severely telescoped. Any seller other than
the current supplier is clearly at a disadvantage. His
strategy is usually, therefore, to persuade the buyer that

some element of the purchase situation has changed: he may
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offer a major price advantage, new technology, a more
extensive system, or other inducement. Buyers faced with
such new information normally attempt to obtain the benefits
from their existing supplier before considering a switch.
Nevertheless, some change has been introduced into their
routine buying behaviour if even a modest modification has
been made to their decision criteria. If the seller is
successful in persuading the buyer that some major facets of

his purchasing situation have altered, the task situation

becomes a modified rebuy.

3. A similar concept to that of a paradigm is employed in an
applied social research context by Thelen and Withal (1949:
159) who note that any researcher ’‘perceives and interprets
events by means of a conceptual structure of generalisations
or contexts, postulates about what is essential, assumptions
about what is valuable, attitudes about what is possible,
and ideas about what will work . Such an ontolgocial and
methodological frame of reference, providing the
metatheoretical context of research and explanation within a
particular scientific community, is referred to in this
thesis as a ‘paradigm’, though without acceptance of Kuhn's

wider philosophy of the nature of scientific advance.

Chapter 2: The Experimental Analysis of Behaviour

1. Skinner has not necessarily been consistent, however,

over the years in his presentation of radical behaviourism.

This chapter attempts to provide a current view of the
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nature of this philosophy of psychology as presented by
Skinner, but draws upon the interpretations of other
psychologists and philosophers in order to clarify certaian
points. See, for instance, Catania and Harnad (1988); Modgil
and Modgil (1987); Zuriff (1985). The account of the EAB
provided is largely confined to research on operant
performance in animals. The interpretations of human
behaviour in operant terms are intended to link the formal
analysis with the subject of consumer choice; they bear
reconsideration in the light of the empirical evidence on

human operant performance discussed in Chapter 4.

9. An alternative theory of money, in which it is not
considered to be a generalised secondary reinforcer, is

presented by Lea et al. (1987, Chapter 12).

3. In classical conditioning, through the pairing of two
antecedent stimuli, each on its own comes to elicit a given
response (or, more accurately, two responses that resemble
each other), where only one had been capable of eliciting
the response initially. Specifically, associative learning
may be described as follows. A reflex relationship between
an unconditional stimulus (UCS), say a piece of food placed
in the mouth, and an unconditional response (UCR),
salivation, in which the former elicits the latter, 1is
unlearned. The repeated pairing of a neutral stimulus (one,
such as the ringing of a bell, which does not initially
elicit the UCR) with the presentation of the food, results
in the capacity of that stimulus (now termed the conditioned

stimulus, CS) to elicit a similar response (known as the
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conditioned response, CR) even in the absence of the UCSs,

(i.e. the ringing of the bell elicits salivation though no

food is presented.)

Chapter 3: Radical Alternatives

1. Measures of purchase intentions for previously-bought,
established brands are, however, often more accurately
reflections of past purchasing and usage than of future
brand selection on the next purchase occasion (Ehrenberg and

Goodhardt 1989;:; Foxall 1983).

2. If reinforcement by food is available in the periods
between experimental sessions, the pattern of responses on
either FR or VI schedules is different from that found when
extra-experimental availability of food is denied. Most
experiments with animals involving food as a reinforcer have
been conducted as open economies: in order to ensure a state
of deprivation, the animal s body weight is maintained at
80% of its normal body weight throughout the experimental
period, a procedure which requires that food be available to
the subject between experimental sessions. However, when
feeding is made available only during the experimental
sessions, (i.e. there is a closed economy), quite different
results are obtained. In open economy experiments, whether
based on FR or VI schedules, there is an initial increase in
rate of responding as the schedule parameter increases, but
this is followed by a marked decline in response rate as the
parameter continues to increase. Demand for food appears

elastic. However, in a closed economy experiments, the rate
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of responding goes on increasing as the schedule value

increases (again whether it is FR or VI). The demand for

food seems inelastic.

3. The buy-response curves shown in Figure 3.5(c) differ
from economists’ demand curves in that they indicate the
proportion of consumers sampled who would be willing to

purchase at all at a given price but give no indication of

quantity demanded at each price.

Chapter 4: Human Operant Behaviour

1. Another phenomenon, over-justification, consists in the

tendency of human subjects in ABA-design experiments to emit
responses following the removal of the reinforcer at a rate
lower than that established during the baseline period
(Lepper and Greene 1978). Over-justification implies that
rewards may provide an incentive in the short term (as long
as their presentation follows the performance of the target
behaviour) but that their longer term effect may be to
inhibit that very behaviour: extrinsic rewards may actually
reduce intrinsic motivation (Deci 1971; Lea et al. 1987).
This effect is encountered in consumer behaviour when the
demand for a promoted brand in an established market falls
below the pre-promotional baseline once the deal is
withdrawn. The effect is usually temporary, however, and may
be due to an inventory effect inasmuch as regular brand
users are likely to overstock during the promotion

(Ehrenberg and Goodhardt 1989).
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2. However, the contention that adult behaviour is
essentially rule-governed must not be over-generalised to
non-laboratory contexts. Attempts to change behaviour (e.qg.
with respect to consumption of high cholesterol foods and
driving while under the influence of alcohol) often result
in the internalisation of rules but little or no
modification of eating and drink-driving patterns unless the
individual “s direct exposure to the contingencies is also

altered (Foxall and Haskins 1985; Sherman 1988).

3. Other critiques can be found, for instance, in Dilman
(1988); Margolis (1984); Modgil and Modgil (1987); Malcolm
(1977); Schellenberg (1978); Stevenson (1974) and Zuriff

(1985). In addition, a recent issue of Behavioural and Brain

Sciences (1984) was devoted to the reprinting of Skinner s

key works with critical commentaries by psychologists and
responses by Skinner himself, and has been republished in

book form (Catania and Harnad 1988).

Chapter 5: Purchase and Consumption in Behavioural

Perspective

1. Theoretically, therefore, the designations ‘relatively
open setting’ and ‘relatively closed setting’ reflect the
character of the discriminative stimuli that indicate the
deteterminants of response strength for approach and escape
behaviours. In terms of Alhadeff’s (1982) analysis: for
approach behaviours, the appropriate discriminative stimuli

foreshadow reinforcer effectiveness (reciprocally related to
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deprivation), response-reinforcer delay, reinforcer quantity
and quality, and reinforcement schedule. In the case of
escape behaviours, they foreshadow reinforcement
effectiveness, response-reinforcer delay, and the quantity
and quality (opportunity costs) of the reinforcer to be
yielded in the event of an exchange. Thus the behaviours
which fall into each of the Contingency Categories, defined
in terms of setting-type and reinforcer-type, are the
equilibrium outcomes of the probabilities of these two

responses.

2. The meaning of "‘molar” in this passage reflects an
extension of its frequent use in operant psychology. It
refers in the latter to a whole sequence of responses and
reinforcers rather than to the separate kinds of event which
make up the stream. Here and elsehere in Chapter 5, I have
reasonably expanded the term, employing it to denote a
series of heterogeneous but related responses (prepurchase -

purchase - consumption).

3. One means of discovering the rules formulated and
followed by consumers is protocol analysis. For recent
applications and discussion, see O ’'Shaughnessy 1987). The
use of the technique in the analysis of low commitment
consumer behaviour, in which verbalisation concurrent with
purchasing is usually thought to be minimal in the absence
of the attempt to establish and record protocols, remains
problematic. Compare, however, Ericsson and Simon (1980,

1984), and Nisbett and Wilson (1977).
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4. Costs of responding must also be borne in mind in
predicting rate of response. In spite of the availability of
powerful hedonic and informational reinforcers in some
cases, and the high variable schedules inferred, the number
of responses between reinforcers may be small if (a) the
response is punished, e.g. by the surrender of financial
assets, or (b) reinforcement of purchase is delayed until
consumption occurs. These behaviour patterns, once learned,
may extinguish slowly. Where costs of responding are low,
however, e.g. in brand selection, purchase and consumption
may be fairly frequent, though maintained on FI schedules,

and may extinguish more rapidly (see Rachlin 1976:256-7).
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