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REVIEW+Rewind
Define conditioned and unconditioned stimuli, 1. 
giving examples of each.
Explain extrinsic versus intrinsic rewards, citing 2. 
examples. What are their relative merits and 
demerits?
In your own words, explain each of the four models 3. 
of learning. Cite two consumer examples of each 
from personal experience.
Compare and contrast high-involvement and low 4. 
involvement learning. 
Describe what is meant by stimulus generalization 5. 
and stimulus discrimination. Explain how marketers 
use these concepts. 
How short is short-term memory? How long is 6. 
long-term memory? Explain your answer.
Name and briefly describe the three processes 7. 
by which information is placed into long-term 
memory. 
Explain the difference between semantic and 8. 
episodic memories. 
List any six criteria that an innovation should meet 9. 
in order to attain consumer acceptance.
Explain what is nostalgic marketing. What value do 10. 
retro products bring to consumers?

limited.com/about/exp/index.jsp ) and Dolce & 
Gabbana Website (http://eng.dolcegabbana.it). You will 
notice that each uses a combination of methods to convey 
its message and brand story. Can you describe which of 
the four models of learning each Web site is utilizing? 
Be specific about what is it you learned and through 
which method. Also try to memorize a few items you 
see; comment on how you memorized them. 

PRACTICE+Experience
Collect advertisements that illustrate, separately, 1. 
how advertisers base their messages on one or the 
other model of consumer learning.
Interview 2 or 3 consumers who may have adopted 2. 
a new product recently. Ask questions to understand 
how they viewed the new product on innovation 
characteristics described in this chapter.
Assume you have recently accepted a position as 3. 
marketing director of a local museum. You recall the 
concepts of instrumental conditioning, and wonder 
if it can help you develop ideas for getting your 
member patrons to visit the museum more often. 
Write a memo for your director, outlining various 
approaches (utilizing both intrinsic and extrinsic 
rewards, specifying which is which) to get consumers 
to visit the museum more often.
Interview two consumers and ask them if they 4. 
remember any commercials they saw the last time 
they watched TV. Ask them which ones (let them 
describe the storyline so you may assess how much 
they remembered). Next, ask them questions that 
would help you understand what factors help 
consumers remember or not remember commercials. 
Write a brief report on what you learned.

In the Marketing Manager’s Shoes 
Put yourself in a marketing manager’s shoes. Most 
concepts in the chapter have some lessons for the 
marketing manager, i.e., they suggest what to do 
differently in practice; indeed, often these applications are 
implicit in our explanations of the concepts and models 
in the chapter. Identify at least five specific applications 
of the chapter’s concepts, all of which should be entirely 
new, different from the examples cited here.

THINK+Apply
Should marketers try to transform consumers from 1. 
low involvement to high involvement mode of 
learning? Why or why not?
Given your understanding of how consumers’ short 2. 
and long term memories work, what three things 
you would do to make the consumer memory work 
for your product: (a) a car and (b) yogurt.
Evaluate the following products/services in terms 3. 
of the desirable characteristics of innovation that 
facilitate their adoption:

Roomba automatic vacuum cleaner a. 
Teeth whitening strip (b. www.crestwhitestrips.
com)

How will you use 4. modeling in promoting a social 
cause, say an anti-drug program?

5. Visit two Web sites: Limited Express  (http://www.

Conditioned stimulus 
Elaboration
Episodic memory 
Innovation 
Innovation adoption 
Instrumental conditioning 

Associative network 
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Classical conditioning
Cognitive learning 
Communicability
Complexity 

Learning
Modeling
Nostalgia 
Problem solving
Rote memorization
Semantic memory

Stimulus discrimination
Stimulus generalization
Relative advantage 
Value compatibility 
Unconditioned stimulus
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WHAT THE CONSUMER WILL NOT LEARN

Learners—that is us. We are constantly 
learning something. Without learning, our 
progress as people would stop. Can you visualize 
your life if today you knew only as much as you 
had known, say, 10 years ago? Learning empow-
ers you, in life and in the marketplace.

Fortunately, much of that learning comes 
naturally—without any effort, just by being 
exposed to stimuli in our world as we go about 
living everyday life. 

All learning is, in essence, the learning of 
associations. Association between two stimuli 
(classical conditioning), between an act and a 
reward (instrumental conditioning), between an 
act and what that act will make us (role model-
ing), and between an object and a property or 
consequence (e.g., a brand claim —also cognitive 
learning). 
  These associations occur in our physical and 

social worlds, some created by nature, some 
by society at large, and not an insignificant 
number of them by marketers. 

As marketers, we pair our brand with a 
celebrity; pair it with certain lifestyle depic-
tions; pair it with a trendy store; pair it with 
product benefits; with certain emotions; with 
certain consumer values and aspirations. 

But we can‛t “manufacture” these associa-
tions in our image, in isolation from the 
pairings (i.e., associations) consumers have 
learned in their world-at-large. We can‛t put 
together a pairing of just any two entities we 
desire to be associated in the consumer mind, 
and say “Viola! The consumer will have learned 
(i.e., accepted) that association.” 

Consumers will accept only those pairings 
(associations) they find intuitively sensible.  
As marketers, WE need to LEARN THAT! 
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