Modely hierarchie ucinku



* Model: zjednodusuje

* Popisuji faze nakupniho rozhodovani
* Od “Nic nepotrebuji” az k “tady jsou penize”



AIDA

e St. Elmo Lewis 1889

ATTENTION — INTEREST — DESIRE - ACTION



AlIDA (a jeji varianty)
Modely staré, ale jednoduché => Casto pouzivané

Pavodné urcené pro obchoddaky — jak vést rozhovor

Do 1960’s v podstate jediny model



AlIDA (a jeji varianty)

e St. Elmo Lewis 1889

ATTENTION — INTEREST — DESIRE - ACTION

e Sheldom 1911
FAVORABLE ATTENTION — INTEREST — DESIRE — ACTION — PERMANENT SATISFACTION



Model hierarchie ucinku

e Lavidge & Steiner 1961

* Prubéh formovani postoje:
Néco neznam, ale formuiji si o tom nazor

Related Movement
Behavioral Toward
Dimensions Purchase

CONATIVE PURCHASE
the realm of motives.
Adsstimulate or direct
desires. CONVICTION
AFFECTIVE PREFERENCE
the realm ofemotions.
Ads change attitudes
and feelings. LIKING
COGNITIVE KNOWLEDGE

therealm ofthoughts.

Ads provide

information and facts.

T

AWARENESS



Model hierarchie ucink

e Lavidge & Steiner 1961

* Mam potrebu a dozvidam se o
resenich
* Dozvidam se o novych potrebach

o

u

Related Movement
Behavioral Toward
Dimensions Purchase
CONATIVE PURCHASE

the realm of motives.
Adsstimulate or direct
desires. CONVICTION
AFFECTIVE PREFERENCE
the realm ofemotions.
Ads change attitudes
and feelings. LIKING

COGNITIVE

therealm ofthoughts.
Ads provide

information and facts.

KNOWLEDGE

T

AWARENESS




Model hierarchie ucink

e Lavidge & Steiner 1961

Rozhodujeme se racionalné? Radi si to
myslime

“tohle je vtipna a pratelska znacka”

o

u

Related Movement
Behavioral Toward
Dimensions Purchase

CONATIVE PURCHASE
the realm of motives. T
Adsstimulate or direct
desires. CONVICTION

AFFECTIVE

the realm ofemotions.
Ads change attitudes
and feelings.

COGNITIVE

therealm ofthoughts.
Ads provide
information and facts.

PREFERENCE

T

LIKING

KNOWLEDGE

T

AWARENESS



Model hierarchie ucinku

* Lavidge & Steiner 1961

* Je néco jiného rozhodnout se ke koupi
a opravdu nakoupit

Related
Behavioral

Movement
Toward

CONATIVE

the realm of motives.

Adsstimulate or direct
desires.

AFFECTIVE

the realm ofemotions.
Ads change attitudes
and feelings.

COGNITIVE

therealm ofthoughts.
Ads provide
information and facts.

PURCHASE

T

CONVICTION

PREFERENCE

T

LIKING

T

KNOWLEDGE

T

AWARENESS



Model hierarchie ucinku
* Rychlost postupu je rlizna

e Cim riskantné&;j&i a nakladné&jsi nakup,
tim pomalejsi postup

(jak moc mi Spatna volba muze uskodit?)

Related Movement
Behavioral Toward
Dimensions Purchase
CONATIVE PURCHASE
the realm of motives.
Adsstimulate or direct
desires. CONVICTION
AFFECTIVE PREFERENCE
the realm ofemotions.
Ads change attitudes
and feelings. LIKING
COGNITIVE KNOWLEDGE

therealm ofthoughts.

Ads provide

information and facts.

T

AWARENESS



Model DAGMAR

* Russel H. Colley — 1961

* DAGMAR: Defining Advertising Goals
for Measured Advertising Results

* Abychom mohli efektivitu pocitat,
potrebujeme cile. Jejich vyzkum
ukazal: skoro nikdo SMART cile nema.



Model DAGMAR

* Russel H. Colley — 1961

* Marketingovy cil: prodej

* Komunikacni cil: tyka se oblasti
modelu, pomaha posouvat se k
nakupu

DAGMAR

Awareness

T : . - - .
Comprehension

Conviction

Action

Defining advertising goals
to measure advertising results



McGuire model

—» Behaviour

Receiver pays Receiver
attention agrees with
to message message
content argument
Presentat- Compre- _
. r —» Attention —* o — Yielding —* Retention
ion hension
, Comprehension Message is
Presentation P 9
: of arguments retained
of persuasive . :
conveyed in the or stored in
message
message memory

Receiver
loehaves in line
with the
message
argument

s




McGuire model

* Analyzuiji, ktera faze selhava. Pokud
selha byt jedna, nedojde k nakupu

, . Receiver
Receiver pays Receiver e
. . behaves in line
attention agrees with il the
to message message
message
content argument
argument

TR VRV
A

h 4

. Comprehension Message is
Presentation .
. of arguments retained
of persuasive ) :
conveyed in the or stored in

message
message memory




Foote Cone Belding Grid

e Richard Vaughn 1981



Foote Cone Belding Grid

The Doer The Reactor

e Richard Vaughn 1981 Thinking Feeling
=
| . | 0 1 2
* Matice pomaha formovat to, jak -%g Informative Affective
o kterém produktu komunikuiji T 5| The Thinker The Feeler
e
gl 3 4
s £ Habit Self-
o= Formation Satisfaction
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FCB Grid




Drive away a
new TRANSIT

Custom from
just £199°
per month

Drive away a brand new Ford Transit Custom for just £199 per
month. Choose from 12 to 24 easy monthly payments and backed
by the Transit’s legendary reliability there is no better time to buy.

Visit Bougourd Ford at Bulwer Avenue or call us on 247111 to find
out more.

Bougourd Ford

For more information contact our sales team on 01481 247111

Bougourd Ford, Bulwer Avenue, St Sampsons
We are open from 8:30am - 5:30pm Monday to Friday.

T
W TRANS!
RERITE

www.bougourdford.co.uk
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FOR THOSE WHO BEMOAN
THE LOSS OF THE CONCORDE.

WWW.LAMBORGHINLCOM

LAMBORGHINI MURCIELAGO LP 640



Foote Cone Belding Grid

Figure 3
FCB U.S. Grid Study
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Rossiter-Percy Gi

e Upraveny FCB grid,
doplnény o awareness

* Recognition / Recall

* Nizké zaujeti: koupim a
uvidim

* \/lysoké zaujeti: nastuduiji,
rozhodnu, koupim

* Informacni: resim problém

Transformacni: chci zlepsit

LOW
Involvement
{trial
experience
sufficient)

Type
of

Decision

HIGH

Involvement
(search and

CONVICHION
required
prior to
purchase)

BRAND AWARENESS

Brand Recognition

(at point-of-purchase)

Brand Recall

I:pri{}r o pu rchase)

Plus

Brand Attitude

Type of Motivation

Informational
(negative motivations)

Transformational
(p{mirix-& MOtivarions)

Typical producr categories
{brands may differ):

s ASpIrin

» light beer

* detergent

Typical producr caregories

» candy

(brands may differ):

» regular beer
* ficrion novels

s rontine induscrial
products

* Brand loyals
* Rourtinized favorable
brand switchers

Typical producr caregories
{brands may differ):

« microwave oven

* insurance

* home renovations

* new industrial

Typical producr categories
(brands may differ):

* VACA[IONS

* fashion clothing

* Cars

* cOFporare image

products

* New caregory users

. ]:'xperj[nem:ll or routinized
other-brand switchers

* Other-brand loyals




Elaboration Likelihood Model

* Richard Petty & John Cacioppo
* Rozhodovani které predchazi nakupu formuje postoj

* Formovani postoje periférni vs. centralni cesty
* Periferni cesta generuje nestabilni postoje, nutno je prikrmovat

e Jak jsem motivovan k tomu, abych informaci poradné zpracoval?



Central Route

IC Message )

|

Does the receiver have sufficient motivation?

Genuing interest, requirement and urgency
can provide receivers with motivation.

J/"r’es

Doesthe receiver have the ability to process?

preccoupation, tiredness, sress and boredom
can inhikita
receivers ability to process
Whilst
experience and prior knowledge can improve
a recaivers
abvility to process

\I;!FES \t‘ES

Attitude has Attitude has
undergone a undergone a
positive shift? negaitve shift?

\t’ES \b‘ES

Has an impression been made on
the receiver!?

‘%

Ma

Yes

Yes

-We

Peripheral route attitude change
for receiver

T‘I"ES

Is the receiver using the peripheral
route?

lﬂu

Receievers attitude remains
unchanged

Central route attitude change for
receiver

Peripheral Route



Elaboration Likelihood Model

* Co brani centralnimu zpracovani:
* Predchozi znalost

Nizka motivace k produktu

Negativni zkusenost se znackou

Aktualni psychologicky stav

* Soustredeni

* Srozumitelnost sdéleni

* Need for Cognition



Central Route

IC Message )

|

Does the receiver have sufficient motivation?

Genuing interest, requirement and urgency
can provide receivers with motivation.

J/"r’es

Doesthe receiver have the ability to process?

preccoupation, tiredness, sress and boredom
can inhikita
receivers ability to process
Whilst
experience and prior knowledge can improve
a recaivers
abvility to process

\I;!FES \t‘ES

Attitude has Attitude has
undergone a undergone a
positive shift? negaitve shift?

\t’ES \b‘ES

Has an impression been made on
the receiver!?

‘%

Ma

Yes

Yes

-We

Peripheral route attitude change
for receiver

T‘I"ES

Is the receiver using the peripheral
route?

lﬂu

Receievers attitude remains
unchanged

Central route attitude change for
receiver

Peripheral Route



Theory of reasoned action

* Icek Ajzen & Martin Fishbein, 1970
e Katastrofa pro marketéry: “pozitivni postoj => nakup” neplati nutné

e Subjektivni normy: ma predstva o tom, co si mé okoli bude myslet o
mém rozhodnuti.

“I maminka bude spokojena” " e |
No one ever got -
| —

fired for buying IBM
Equipment”

|
-
L =g



Theory of reasoned action

The person’s beliefs

that the behawvior

leads to certain Attitu de toward
outcomes and the behavior
histher evaluations

of these outcomes

Relative importance
of attidudinal and
normative
considerations

The person’s beliefs
that specific individuals
or groups think hefshe
ghould or should not
perform the behavior
and hiaher motivation
to comply with the
gpecific referents

Subjective norm




See Think Do Care model
* “Novinka”, ale vlastne je to Model

Hierarchie Ucinku. Ten, kdo vytvoril

STDC prosté neznal MHU. -

Care



See Think Do Care model

| see |
| Do |

Care

All users who are potential customers

Users who have identified their needs
and are considering a purchase

Ready to buy users who are looking
for a specific solution

Users who have bought and would actively
recommend the product or company
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