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ABSTRACT

Human behaviour can be explained not only through experience and environments but also by
incorporating evolutionary explanation. Consumer behaviour could not be understood accurately
without infusing Darwinian evolutionary theory which has contributed in the knowledge of
human nature. Evolutionary psychology revolves around the human’s evolved mental and the
impact on human’s traits and behaviour where the influence of the environment to our genes
would determine our individual behaviour and traits, resulting in variation among us. Foraging
which is a part of behavioural ecology involves many sequences or repetitions of animals’
activities and decision making which is useful to relate these patterns of activities to the
decisions made in human consumption. The aim of this research is to investigate the similarities
of human consumption and ecological behaviour by employing interpretative and comparative
approach. It is hoped that by applying the evolutionary theory in explaining consumer choice,
this study is able to contribute to the development of behavioural ecology in human
consumption.

The theories and methodologies used by behavioural economists are utilized as the contexts are
proven useful in analysing the consumer’s purchase behaviour to the economic variables that
influence them. The analysis of the data is done aggregately for 200 consumers and individually
for 20 consumers, who have purchased four product categories over a year. The results suggest
that most of consumers show matching except for baked beans, signalling the substitutability of
brands, and exhibit maximisation for all product categories, indicating that consumers maximise
a combination of both the utilitarian and informational benefits.

This study concludes that the theories of evolutionary psychology, foraging, behavioural

economics and behavioural perspective model can fit to the consumers’ buying behaviour
implicating its usefulness in explaining the consumers’ choice.

Keyword: Evolutionary psychology, foraging, brand choices, behavioural economics, brand
choice
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<« CHAPTER ONE «

INTRODUCTION

1.0 Introduction

The present study intends to investigate and explore the similarities between
evolutionary psychology, specifically foraging; and humans’ purchasing behaviour in
selecting brands and stores. The survival activities of hunter-gatherers during the
Pleistocene period and animals’ foraging behaviour are applied to address humans’
consumption situations, as the pattern of activities which constitute consumption in

humans can be viewed as akin to foraging in non-human animals.

The theories and methodologies of behavioural economics and Behavioural Perspective
Model will be employed in this study, as these contexts have proven useful in analysing
consumers’ purchasing behaviour and economic variables that influence them. This
study attempts to examine the decision mechanisms used by consumers in making
choices by applying individual analysis, as looking at the individualistic behaviour
allows the relationship between the individual subject and its environment to be

explored.

This chapter provides an introduction to this thesis. The background of the study,

research rationale, research objectives, research questions and research methodology



that underpin this thesis are explored and declared. The structure of this thesis is then

outlined.

1.1 Background of the Study

The study of consumer behaviour has been the focus of interest of many scholars over
the past decades. Consumer behaviour itself can be defined as the acquisition,
consumption and disposition of products, services, time and ideas by decision-making
units (Jacoby, 1976). It involves the study of how humans use scarce resources and the
science of behaviour. In psychology, the concept of the consumer refers to “the
recipient and user of services and goods” (Reber, 1995). The study of consumer
behaviour attempts not only to understand consumers’ needs but also to evaluate the
influences borne upon them in making decision. It helps to understand both the
psychological and environmental elements involved in customers’ choices between
available alternatives. It is essential to understand not only the psychology behind how
consumers think about, feel or react towards different alternatives, but also the
psychology underlying consumers can be influenced by the environment. Therefore, a
marketer needs to recognise consumers’ limitations in processing information, which
affects their decision making, and how they are motivated differently when making
decisions. Consumer behaviour needs to be understood not only through the cognitive
elements but also by understanding other external influences. Thus, it is beneficial to

elucidate consumer behaviour by applying insights from psychology to economic



models as they offer unique and intellectual tools to study the forces behind human

action, particularly when dealing with variety of choice.

Consumer behaviour is indeed the central topic in marketing. An in-depth
understanding of consumer behaviour should therefore underpin all marketing activities.
Foxall (2005) claims that the study of consumer behaviour, as a sub-discipline of
marketing, lacks a universally-accepted model. For decades, studies of consumer
behaviour have been developed in many different streams. The study of consumer
behaviour has been approached from different philosophical and contextual
perspectives, with psychology, sociology and philosophy being the main fields
(O’Shaughnessy, 1992). Studies conducted have mainly assumed that consumer
behaviour involves cognitive processes. Hence, it is said that consumers’ purchasing
behaviour is a function of internal attributes and influences. Emotions, feelings,
opinions, attitudes and beliefs are claimed to be some of the major forces in many
consumer choice models. Principles of behavioural analysis have been applied to
consumer behaviour but this work has also tended to lack theoretical coherence and has
focused largely on attempts to produce reflexive conditioning in consumers exposed to
advertising stimuli or to modify discrete consumer choices (Hantula et al., 2001a). The
fascination of consumer research lies in its capacity to open doors to the different
theories, principles, philosophies and viewpoints, thus helping us to understand and
eventually learn about the complexity of human behaviour, particularly in terms of
purchasing. This study adapts Darwinian insights of natural selection in analysing
consumer behaviour, as this offers a promising way in which to analyse and predict by

recognizing the mechanisms of the human mind.



The growing size of companies has led to less interaction between marketers and
consumers, which has in turn led to a lack of proximity between sellers and consumers.
Basic commodities such as food, for example, which are traded daily, are now been
purchased anonymously. Moreover, the fast-growth and widespread acceptance of
online shopping also creates the same wall, with minimal personal contact. In order for
a marketer to be alert to the changes in customers’ needs and tastes, research is needed
to provide an in-depth understanding of consumer behaviour. It is part of modemn
marketing thought that a marketing orientation which takes into consideration this

concept will entail higher profitability for an organisation (Kohli and Jaworski, 1990).

Fast-moving consumer goods are everyday consumer products that are purchased at
lower prices and need to be replaced frequently. Their short shelf life span is a result of
their characteristics of non-durability and high consumer demand. The products are
usually highly competitive, with low consumer switching costs and less time is
normally spent by consumers in searching for product information or comparisons.
Manufacturers rely heavily on their branding strategies to attract consumers’ awareness
and satisfy consumers’ needs and preferences. A wide variety of promotional strategies
are used in competing with competitors. Price promotion is one of the most common
marketing tools used among manufacturers, as by providing the lowest price to the
consumers they can stimulate the consumers’ interest. Most consumers spend minimal
time and effort in determining brand choices (Hoyer, 1984). Brands of fast-moving
consumer goods are functionally similar and substitutable (Ehrenberg, 1972, Ehrenberg,

1988). As a result, consumers tend to switch brands for variety (Currim and Schneider,



1991). Previous studies on brand choices of fast-moving consumer goods, particularly
those by Ehrenberg and his colleagues, have shown that most individuals have a
tendency to purchase more than one brand within a product category. Most buyers
apparently practise multi-brand purchasing, selecting randomly from a small subset
(repertoire) of tried and tested brands (Ehrenberg, 1988). The consumer typically
exchanges one brand for another because the benefits gained from one are directly
substitutable with those provided by others within the repertoire (Foxall, 1999). These
studies have been replicated for some 30 food and drink products, 20 cleaning and
personal care products, gasoline, aviation fuel, automobiles, medicines and
pharmaceuticals prescriptions, television channels and shows, shopping trips, store
chains, individual stores and attitudes towards brands (Ehrenberg, 1972, Ehrenberg et
al., 1990, Ehrenberg and Scriven, 1999, Uncles et al., 1995, Goodhart et al., 1984). The
vast amount of data and reports from these studies led to the introduction of a
mathematical model, the Dirichlet Model (Ehrenberg et al., 2004, Goodhart et al., 1984)
comprising repeat buying and brand purchasing patterns. Nevertheless, this model has
been criticised, mainly for the reason that it neglects the underlying patterns and
motivations of consumers and their purchases (Popkowski Leszczyc et al., 2000).
Ehrenberg’s work failed to question the reasons why consumers explicitly behave in
such a way in choosing a brand. There is indeed a lack of supporting details on the
underlying causes or reasons for these consumer choices, and it is these which this study

intends to investigate.



It is well-known that academics and practitioners have different problems and
objectives in understanding consumer behaviour. Nevertheless, they share the same
interests in consumers; therefore they should collaborate with each other to fill in the
gaps in each area. Managers have a variety of consumers’ data and inputs, where as
marketing researchers have theories and methodologies through which the consumers’
data and information can be tested and analysed appropriately. Collaboration between
academics and practitioners is useful in keeping marketing research both rigorous and

relevant (McAllister, 2006.).

1.2 Theoretical Background

Consumer behaviour has been studied within the social sciences which include
economics, psychology, anthropology and sociology, with countless methodologies and
theories. There has always been a gap between consumer research and evolutionary
theory. The explanatory power of evolutionary psychology comes from the fact that its
underlying ideas relate to the basic design of our brain and thus, can form the basis on
which fundamental explanations of behaviour can be developed (Tooby and Cosmides,
1990). Evolutionary psychology studies human nature by making predictions as to
human behaviour by identifying the mechanisms of the human mind mechanisms.
Darwinian insights and theory of the natural selection are applied, as these provide an
explanation for many aspects of life. Darwin recognised that humans are both biological
and cultural beings, as evidenced by the gene-culture co-evolution approach, which
explicitly recognises the importance of both factors in having shaped the phylogenetic

history of humans (Richerson and Boyd, 2005). Hence, human behaviour is the result of
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both adaptations and adaptability. The behaviour of the individual organism is caused
by the structure of their adaptations and the input of their environment (Tooby and
Cosmides, 1992 ). Different cultures emerge from different contingencies of variation
and selection and differ in the extent to which they help their members solve their
problem, where those members who solve them are more likely to survive and with
them survive the practices of the culture (Skinner, 1990). Our genes have survived, in
some cases for millions of years; in a highly competitive world. The objective of a gene
is to leave copies of itself by leaving the maximum number of viable offspring in the
population. Hamilton (1964) introduced the inclusive fitness theory, according to which,
a gene is able to leave its copies not only by producing its own offspring, but also by
promoting the survival and reproduction of close and related relatives, as they share
some identical genes. Survival, mating, kin selection and reciprocity altruism are the
evolutionary systems or modules in human mind (Saad, 2007) which have been
evolving for millions of years. The survival activities of our past hunter-gatherer, for
instance, could bring valuable insights to and show similarities with modern human

consumption.

The foraging theory, which is a branch of behavioural ecology, studies the foraging
behaviour of animals in response to the scarcity of resources in the environment.
Among the most fundamental problems to be solved for organisms is to find, secure and
consume scarce resources. Foraging is not limited solely to decisions about prey items
per se but rather is a general-purpose set of rules and strategies for adapting to
environmental risk and uncertainty, yielding both prey items and information (Hantula,

2010). Foraging, like much other behaviour, basically comprises a series of choices.



Understanding the mechanism a forager utilises in making choices and relating it to
human consumption is fundamental to this research, as it could add more valuable
information to marketing knowledge. There is indeed a similarity between both the
foraging and economic theories. Foraging portrays animals as maximising fitness, while
economists believe that individuals maximise utility, suggesting that looking at animal
behaviour should produce parallel outcomes and new insights into the evolution or

mechanisms of economic behaviour (Shettleworth, 2010).

Hence, theories and principles of behavioural economics are utilised in this study, as
they explain more about brand choice, particularly related to the matching law which is
a common view in foraging study. Traditional economic theory assumes an individual is
an ‘economic man’; a rational individual who has knowledge of every aspects of his
environment, well-organised, with stable system of preferences, and good in
calculation, and that all of these criteria enable him to reach the highest point on his
preference scale (Simon, 1955). Economic Man is described as being rational in the
pursuit of his self-interest, implying that individuals behave so as to maximise utility
(Herrnstein, 1990a). Criticisms have been levelled at this economic theory, however, as
humans are usually irrational and are limited by a number of constraints when it comes
to making decisions. Cognitive psychology was then brought in to refute these
arguments and created an interest in economic theory, as economic theory is related to
behavioural psychology and is a science of behaviour. Behavioural economics was
established on the basis of psychology and economics with the intent to investigate
actual human behaviour constrained by bounded rationality (Simon, 1987). It combines

the theory of economics with the content of operant psychology (Winkler and Burkhard,



1990) to investigate human limitations and complications. Behavioural economics
provides empirical techniques and findings in the pursuit of understanding and
predicting how consumers allocate the available economic resources for purchase and
consumption (Pratt 1972). Investigations into and laboratory experiments on how
animals distributed their behaviour in gaining reinforcers under different schedules of
reinforcement were carried out in the early 1970s using animals such as rats and pigeons
to interpret human economic behaviour, as non-human behaviour frequently
corresponds to human behaviour. The results show that the consumption behaviour of
laboratory animals corroborated by human behaviour of demand and explains the
principles of economic behaviour (Kagel, 1987, Kagel et al., 1980, Kagel et al., 1975 ,
Lea et al.,, 1987, McDowell 1988).Behavioural economics in marketing can also be
considered as the study of variables that might affect the consumer’s behaviour in
allocating the available resources, such as money, in obtaining the desired commodities

under variable constraints.

The theory of behavioural economics and the application of its analyses to human
consumption in the actual market are supported by previous research of Foxall and
colleagues (Foxall and James, 2001, Foxall and James, 2003, Foxall and Schrezenmaier,
2003, Foxall et al., 2004, Oliveira-Castro et al., 2005, Oliveira-Castro et al., 2006,
Romero et al., 2006). Price, an obvious source of explanation in behavioural economics
(though one which is often overlooked in marketing studies that concentrate on brand
differentiation through advertising), has not been systematically related to brand choice
other than in the context of promotional campaigns which are short-lived tactical

exceptions to marketing strategies (Ehrenberg et al., 1994). Price differentials among
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rival brands are usually assumed to be too small to influence the patterns of brand
choice. Behavioural economics examines and elucidates why consumers choose a
certain product/brand and what influences them to do so. It integrates insights from both
psychology and economic science based on human judgment and decision making
under circumstances of uncertainty. Hence, it makes important contributions to the

understanding of patterns of brand choice among the consumers.

The Behavioural Perspective Model (BPM), introduced by Foxall (1990), interprets
consumer behaviour as occurring at the intersection of the individual’s learning history and
the consumer setting, which signals utilitarian and informational consequences associated
with consumption-related responses (Oliveira-Castro et al., 2006). The consumer situation
is described in terms of its open and closed behaviour setting which facilitates or inhibits
consumer choice from the most open setting where consumers are free to choose, to the
most closed setting where consumers are greatly influenced and controlled by other
elements. Learning history plays an important role as the consequences gained from past
experiences influence consumers’ purchasing behaviour. Behaviour is explicable and
predictable in so far as it is under the control of a learning history that embodies the
rewarding and punishing consequences of past consumption in similar environments
(Foxall, 2000). A consumer, being in a precise setting while having obtained his’/her own
particular leamning history, can be assumed to be devising his/her own purchase decision
based on his/her past experience as a consumer, as well as on observation of other
consumers. Behaviour generates consequences and in a consumer behaviour context, the

Behavioural Perspective Model framework defines these consequences as utilitarian
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reinforcement, informational reinforcement and aversive consequences (Foxall, 2001).
Each product brand has its own distinctive consequences. Utilitarian reinforcement can be
seen as the functional benefits of a product; informational reinforcement is related to the
satisfaction and social recognition derived from the ownership, whilst aversive
consequences are the constraints imposed by surrendering the money, which reduces the
chances of obtaining other products. The probability of purchase and consumption depends
on the relative weight of the reinforcing and aversive consequences that are signalled by the
elements in the consumer behaviour setting (Alhadeff, 1982). A product’s features, brands
and even price can be considered as the reinforcing and aversive stimuli and hence
marketers should make an effort and develop strategies to make them more acceptable to
consumers. Hence, the BPM model can be utilised by marketers in implementing the right
marketing strategies by closing the settings in order to increase the probability of
consumers’ purchasing, which can be done by modifying the physical and social

environment to ensure that escape behaviour is punished or reduced (Foxall, 1990).

1.3 Research Rationale

Darwinian insights and theories of evolution, particularly gene transformation, are
almost universally recognised and have been fruitfully accepted and applied in many
research disciplines. A theoretical interpretation of brand choice can be accurately
gained by drawing on the consumption literature generated by evolutionary
psychologists that links marketing to biological phenomena related to animals’

behaviour and that of our ancestors. Humans do not simply develop new behaviours for
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every new situation but instead modify or extend existing behaviours to suit the new
situation; thus, our behaviours in modern shopping malls or stores should be based on
previously developed behaviours and skills (Kruger and Byker, 2009). Past research on
the shopping-as-foraging analogy in mobile technology use has been successfully
carried out by Hantula and his colleagues (Rajala and Hantula, 2000, Smith and
Hantula, 2003, Hantula et al., 2008). However, the experiments were conducted using a
simulated internet mall. Therefore, it is essential that a study be conducted in a more
naturalistic setting, such as grocery shopping, in order to understand consumers’
purchasing decisions. This is what this study intends to achieve through utilising the

consumer panel data.

Previous studies (Foxall and James, 2001, Foxall and James, 2003, Foxall and
Schrezenmaier, 2003, Oliveira-Castro et al., 2006, Romero et al., 2006) have been
fruitfully carried out through the lenses of behavioural economics and the Behavioural
Perspective Model. Suggestions have been made to further explore those results through
a larger sample over a period of one year. In addition, as each individual has different
influences throughout on their everyday consumption, it is a necessity to look at each
consumer’s purchasing behaviour, which can be done by employing individual analysis.
This study was conducted over a period of a year, and employs a larger sample which
will be analysed individually. The results are anticipated to be more robust, and

promising comparisons can be made between individual analysis and aggregate

analysis.
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Hence, this study intends to fill the above research gaps by providing substantial finding
on consumer buying behaviour. The combination of theories and methods of
evolutionary psychology, particularly foraging, behavioural economics and the
Behavioural Perspective model employed in this study, is able to elucidate in detail the

behaviour of consumers in making brand choices.

1.4 Research Questions

The research question is crucial in any research as it identifies and highlights issues

upon which the research should focus. This study is based on two research questions:

1. How is modern human consumption analogous to the foraging behaviour and

activities of animal and of our ancestors?

2. Is there any difference between individual and aggregate patterns of brand choice?

1.5 Research Objectives

1. To determine the similarities between human consumption and ecological behaviour.

2. To explore how far human consumption is analogous to the survival activities in

foraging of animals and of our ancestors.
3. To elucidate human behaviour by identifying the mechanisms of the human mind.

4. To contribute and present a potential explanation of consumer behaviour by applying

evolutionary psychology and foraging analogies.
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5. To determine the robustness of behavioural economics approach by applying individual

analysis through a larger sample, over a period of one year, in naturalistic settings.

6. To provide a better understanding how consumers as individuals make brand choices by

drawing upon the theories of matching law, relative demand curve and maximisation.

1.6 Research Methodology

This thesis adopts comparative and interpretative methods by comparing and finding
similarities between human and non-human animal species, as well as our ancestors,
particularly in terms of allocating choices to scarce resources. It attempts to look at the
patch from both perspectives in order to obtain a comprehensible picture or overview of
foraging in the world of human consumption. Observation and interpretation will be
carried out to determine the similarities between the human consumption behaviour to

animal foraging, using the data on the panel’s purchasing history.

This study employs a quantitative approach in order to obtain measurable precision and
statistical research outputs. The positivist paradigm presumes that the objective truth in
the world can be quantified and explicated scientifically, and it is this which is adopted
in this research. The main concerns of the quantitative paradigm are that measurement is
reliable, valid, and generalisable in its clear prediction of cause and effect (Cassell and
Symon, 1994). Household panel data by AC Nielson; a leading provider of consumer
purchasing information is employed, as panel data is able to provide information on

consumers’ changing patterns in purchasing. Most panel data come from the very
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complicated process of everyday economic life (Hsiao, 2003). Consumer panel data is
utilised in this study to obtain a more vigorous result in terms of understanding
consumer choice patterns. Furthermore, researchers can view the communication
process as concrete and tangible and can analyze it without contacting actual people
involved in communication (Ting-Toomey, 1984). Aggregate data is often addressed as
the ‘representative agent’ assumption. Nevertheless, the predictions of aggregate
outcomes using aggregate data can be less accurate than the prediction based on micro
equations (Hsiao, 2003) as each individual has different influences on their everyday
consumption. An individual analysis is therefore employed in this thesis as ‘a detailed
analysis of the behaviour of each individual often provides valuable information for use
in designing further tests as well as in suggesting modifications to the theory’ (Battalio
et al., 1973a). Three analyses drawn from standard behavioural economics (matching,
maximisation and demand analysis) will be conducted to provide satisfactory findings
to determine whether consumers judge brands in a product category to be substitutable,
are sensitive to any price changes and maximise returns. The results of this study will
assist both marketing practitioners and academicians in understanding consumer

behaviour and in developing more effective marketing strategies.
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1.7 The structure of the thesis

This thesis is organised into eight distinct chapters, which build incrementally to answer

the research objectives and questions that have been discussed earlier in this chapter.

Chapter One — Introduction

The main purpose of this chapter is to present the introduction and background to the
thesis. The objectives of this thesis, the research questions, research context and
background of the theoretical framework or literature are described and explained. The
structure of the thesis is also presented in order to give a clear and understandable

picture of the thesis as a whole.

Chapter Two —Marketing and Consumer Buying Patterns

This chapter covers fundamental topics in marketing and consumer behaviour literature
such as the background of marketing, brand choice, store preference and the role and

effects of price in consumer choice decision making.

Chapter Three - Theoretical Framework: Evolutionary Psychology and Foraging

The theoretical framework is divided into two chapters (Chapter 3 and Chapter 4), as
the main theories in this study need to be explored in detail. A discussion of the
theoretical framework of this research is carried out by gathering information and

knowledge gained by academicians and experts particularly in the area of evolutionary

17



psychology (foraging), behavioural economics and Behavioural Perspective Model.
Chapter Three concentrates mainly on evolutionary psychology and foraging, as this
forms the main framework of this thesis. Foraging as an element of behavioural ecology

is explored to determine the extent to which it is analogous to the human consumption.

Chapter Four - Theoretical Framework: Behavioural Economics and Behavioural

Perspective Model

This chapter discusses the other two main theories of this study which are behavioural
economics and the Behavioural Perspective Model. Behavioural economics is
introduced as it is a concept that is beneficial in understanding and examining human
behaviour. Its reliable economic analyses are utilised in this study and critical
exploration is made of several concepts and principles in behavioural economics. The
importance of the Behavioural Perspective Model is also covered in this chapter. The
theoretical foundations of this model in explaining consumer choice and situation are

explored in detail.

Chapter Five — Methodology

Chapter Five presents a detailed description of the research strategy and design which
were developed to address the research objectives and questions. In this chapter, the
research philosophy, research paradigm and research method are discussed thoroughly.
A description of the analysis, including sample and measures, is also presented. A
review of the three main analyses; matching analysis, relative demand analysis and

maximisation analysis adopted from behavioural economics is made in this chapter.
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Chapter Six — Descriptive and Statistical Results and Discussion

The final findings and results of the analyses based on the behavioural economics
approach are elaborated in this chapter. It presents the quantitative results, in terms of
the multi-brand purchasing, matching analysis, relative demand analysis and
maximisation analysis. All the requisite graphs, tables and figures are included in this

chapter. A discussion of the results is also included in this chapter.

Chapter Seven — Interpretation and Discussion (Foraging in Human Consumption)

This chapter will discuss and interpret the results in terms of determining the similarities
between foraging and consumers’ buying behaviour. Definitions will be made of the
elements involved in the consumers’ purchasing behaviour through the application of
the most salient terms in evolutionary psychology and foraging. The chapter also
discusses the similarities between human consumption and the survival activities of our

ancestors and animals, where appropriate, by using the panel data.

Chapter Eight — Conclusion

This chapter concludes the research investigation by presenting the summary of the
whole research. It reports the contributions and limitations of this study, and offers

suggestions for future research.
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1.8 Summary

This chapter presents the overall introduction to this thesis, including the issues
involved in and general elements of the research, as well as the structure of the thesis,
with a brief introduction to each subsequent chapter. It is hoped that by reading this

chapter, a basic understanding of what the research is about could be gained.
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MARKETING BACKGROUND: CONSUMER AND PATTERNS OF BRAND
AND STORE CHOICES

2.0 Introduction

This chapter discusses literature from significant disciplines that can be considered as the
main foundation for the development of this thesis. Literature on marketing, patterns of
brand choices, store choices and the role of price are discussed at length as these factors are
vital in examining the consumer behaviour. In due course, the work of Ehrenberg is
introduced as his findings of patterns of consumer choice have gained considerable
attention from academicians and practitioners and have been useful in understanding

market patterns.

2.1 Marketing and Consumer Behaviour

The definition of marketing has been overshadowed by controversies which have been
waxing and waning for decades in the marketing literature in terms of obtaining an
accurate, clear and concise meaning of the basic nature of marketing. According to Kotler
(1999), marketing is a social and managerial process by which individuals and groups
obtain what they need and want through creating and exchanging products and value with

others. As McKenna (1991) notes, marketing is everything and everything is marketing.
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Marketing can be seen as the performance of business activities that direct the flow of
goods and services from producer to consumers. Kotler and Levy (1969) suggest that the
concept of marketing be broadened to include non-business organisations as these
organisations such as schools and government departments have customers and perform
marketing activities. Luck (1969) however, insists that the meaning of marketing be limited
to those business processes and activities that ultimately result in a market transaction

involving an exchange of values between two parties.

The scope of marketing itself is unquestionably broad. It includes diverse areas such as
pricing, consumer behaviour, communication, sales management, retailing etc. Not only
can it be seen as the task of finding and stimulating buyers for the firm’s output (Kotler and
Levy, 1969), but the aim of marketing is also to satisfy the customers’ needs and wants
with the product or service and build a long-lasting relationship with them (Kotler and
Keller, 2006). Marketing is a combination of the marketing concept, marketing functions
and the operational implementation of these functions in the context of the concept
(Trustrum, 1989). Hence, it is vital for any company to plan and implement its marketing
strategies and functions by adopting appropriate marketing concepts. It is also necessary for
a company to ensure that its marketing function is carried out in the best interests of the
customers, emphasising customer orientation rather than product orientation. The
marketing mix, or the 4 Ps model, is the most commonly used and disseminated in
marketing. The traditional views of marketing are always built upon the assumption that
sales or profits are generated by the combination of the marketing mix or the 4Ps (product,
price, place (distribution) and promotion). This can be described as offering the right

product at the right price, available in the right place at the right time (Adcock et al., 2001).
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Offering the right combination of these tools is believed to be able to improve the
marketing effectiveness, thus ensuring that the customers’ needs can be satisfied. The key
to a company’s survival, profitability and growth in a highly competitive marketplace is its
ability to identify and satisfy consumer needs, better and sooner than the competitors

(Schiffman and Kanuk, 2007).

Consumer behaviour is an active, growing field, but there is much dissension regarding its
conceptual bases (Foxall, 1997). Consumers are people who make purchases to satisfy their
needs. Understanding the behaviour of consumers is the cornerstone of the philosophy and
practice of marketing. The survival and growth of any firm require information and
knowledge about the consumers. Consumer behaviour is studied to elucidate in more detail
why people buy, to determine the right strategies to meet the consumers’ needs and to
create an effective approach to communicating with them. For those purposes, a company
should monitor the rapidly-changing needs of customers, determine the effect of the
changes, increase product innovation and implement competitive advantage strategies (Roy
and Lahiri, 2004). Hence, understanding consumers’ motivations and influences in

purchasing is essential for both marketing practitioners and scholars.

For decades, the influence of income has been emphasised as the major determinant of
purchase choices. However, currently, it is usual for consumer researchers to explain such
decision making in terms of a wide range of stimuli and response mechanisms (Foxall,
1980). Products and services are not purchased simply for their functional values but also

for the social and psychological meanings they convey. In other words, the stimuli received
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by the consumers from the marketing mix elements influence their decision making. Often,
a consumer’s purchasing behaviour could fulfil more than just one need and specific goals
are selected because they fulfil several needs (Schiffman and Kanuk, 2007). Clothing, for
example is purchased not only as a basic necessity and personal protection but also because
of its significance in terms of status. Its material quality, colour and design reflect the
individual’s image and personality. Therefore consumers’ perceptions are crucial to
marketers. Customers perceptions of products derive from marketing efforts such as brand
images and brand differentiation in addition to the physical characteristics of the product

may be the consumer’s only guide to want satisfaction (Foxall, 1980).

We are living in a culture of consumption where we consume dozens of products and
services in our lives. Consumers are always looking for a product that can satisfy their
needs and wants. Consumer behaviour extends from the awareness of a want, through the
search and evaluation of possible means of satisfying it, and the act of purchase itself, to the
evolution of the purchased item in use, which directly impacts upon the probability of
repurchase (Foxall, 1997). Some consumers may have limited knowledge about the market;
leaving them with insufficient information about the price, brands available and so forth.
They may even be easily misinformed about the products and brands. The consumer is to
the manufacturer, the department stores and the advertising agencies, what the green frog is
to the physiologist (Watson, 1922). According to Watson, it is possible to predict consumer
behaviour because a person is an organic machine and it is no different controlling the
behaviour of people than it is controlling a machine. Hence, the goal of advertising is not
about simply providing information about specific products, but also about creating a

society of consumers and controlling their consumption through behavioural techniques to
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condition emotional responses (DiClemente and Hantula, 2003). Watson(1922) emphasises
the need to study consumer reactions and behaviour to assist advertisers in refining their
strategies. He believes that behavioural techniques could be used to condition emotional
response which in turn would contribute to the control of consumption, as marketing goods
depends upon emotional conditioning and stimulation of desire (Hantula et al., 2001a). The
goal of advertising is not limited to providing information about given products and
services, but about creating a society of consumers and controlling their consumption
behaviour (Hantula et al., 2001a). The desire for a product originates not only through
advertisements but also through contact with another person. Many of the decisions made
in purchasing involve family members; some are even purchased on behalf of family
members. Over the past several decades, there has been a trend toward children playing a
more active role in what the family buys, as well as in the family decision making process
(Schiffman and Kanuk, 2007). Family needs and the necessity to satisfy these needs
influence the consumers’ decision making. The main goal of advertising and marketing is

to gttract and persuade the consumer to purchase the product.

Most basic elements of consumer behaviour are learned responses to the environment
(Foxall, 1980). In other words; most of consumer preferences are learned rather than
inherited. Consumers’ perceptions of products and services derive from marketing effort
such as brand images and brand differentiation in addition to the physical characteristics of
the product alone; further, it can be concluded that in some cases those product attributes
which are marketing-based may be the consumer’s only guide to want satisfaction (Foxall,
1980). Consumers learn and obtain information and knowledge about a product based on

personal or other people’s past experiences. Previous purchase experiences which relate to
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both positive and negative reinforcements play an important role in influencing the
consumer’s buying decision. Consumers who have had a positive experience of a previous
purchase are naturally more likely to repeat purchase rather than those who experience

negative consequences, who would then tend to switch to other available brands.

Consumer behaviour has traditionally been analysed by focusing on the influence of
psychology or behavioural science. Nevertheless, its application has not been made
smoothly and effectively as too much reliance has been placed on psychology and
insufficient attention given to other disciplines, particularly sociology but also geography
and anthropology (Foxall, 1980). Additional information and analyses are required to
understand the complexity of consumers’ behaviour. Hence, this thesis attempts to study
the uniqueness of consumer behaviour by applying theories from the evolutionary

psychology and behavioural analysis disciplines.

2.2 Patterns of Brand Choice

The interpretation of complex human behaviour is the fundamental goal of behavioural
analysis. Consumers’ patterns of brand choice have been extensively investigated in
marketing, in particular for purchases of fast-moving consumer goods (Oliveira-Castro et
al., 2010). Although the significance of branding in consumer behaviour is realised by
marketing analysts, they still have an inadequate understanding of the consumer’s

behaviour and reaction towards the existing brands and choices that they have. Consumer
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behaviour is shaped by marketing influences such as branding, advertising, promotions,
distribution strategies and social pressures (Penrose, 1959). These non-price variables play
a vital role in shaping buyers’ behaviour patterns in choosing from the available
alternatives. Branding is important to marketers as it assists in establishing a significant
presence and image for consumers, thus gaining customers’ loyalty. Generally, consumers
are always offered more than one brand and each of the various brands has its own
differences in consumers’ eyes. The effectiveness of branding has been a crucial tool for

most of the marketers in order to create a specific brand identity.

The work of Andrew Ehrenberg is largely known for his attempt to understand market
shares of brands and consumer brand buying behavior. His findings have created an
impulse in interpreting and analysing the actual sequence of brand purchasing patterns.
Ehrenberg (1988) points out that brand choices within a product category, such as the
selection of either the Heinz or the Crosse and Blackwell brand from a range of baked
beans products on a supermarket shelf, follow well-documented patterns. Consumers’
habits and past experiences substantially determine their decision making (Ehrenberg et al.,
2004) and consumers tend to repurchase the same brand if they are satisfied with their
initial purchase of the brand (Woodside and Uncles, 2005). Sales of a brand are determined
by measures such as how many customers buy the brand, how often and how much they
also buy other brands (Ehrenberg et al., 2004). According to Ehrenberg (1988),
comparatively few purchasers of a product category are 100 % loyal to a particular brand.
Even 100% brand-loyal customers are not particularly heavy buyers of their preferred brand
(Foxall, 1999). Many consumers engage in multi-brand purchasing, seeking satisfaction

from a small repertoire of brands. In fact, these consumers are seen to purchase other
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brands more often than the brand to which they are loyal. Consumers seem to limit their
purchases to a repertoire of brands rather than broadening their choices to the entire brand
set. These personal repertoires of brands differ from one consumer or household to the next
(Ehrenberg et al., 2004). The brands in a product category are usually substitutes; or in
other words, they are functionally interchangeable. Consumers typically move around from
one brand to another as the benefits gained from one are directly substitutable by the others
within the repertoire (Foxall, 1999). In fact, a new brand, in order to become accepted as a
member of the product category into which it is introduced, must incorporate the functional
attributes offered by existing members (Ehrenberg, 1991). It is claimed that consumers
select the lowest priced alternative, assuming that the set of brands are substitutable. Hence,
if the brands are not perfect substitutes, consumers will tend to purchase several brands in a
product category. These patterns have been found in more than 50 different products and
services by Ehrenberg and his collaborators since the 1950s (Uncles et al.,, 1995,
Ehrenberg, 1972, Ehrenberg et al., 1990, Ehrenberg and Scriven, 1999, Goodhart et al.,
1984). Purchases of different pack sizes and flavours and purchases from different retail

outlets have also been observed (Goodhart et al., 1984).

Ehrenberg et al (1994) have also investigated the after-effect of price promotion for fast-
moving consumer goods and established that price promotion does not affect the sales of
the product. ‘ We interpret this as effectively a nil effect: there was little if any general after-
effect on sales’ (Ehrenberg et al., 1994). According to the authors, sales promotions do not
really attract new buyers, as those who buy during a sales promotion are the ones that have
most likely tried the brand before. There is nothing special about price as a product attribute

(Scriven and Ehrenberg, 2003). Watkins (1986) describes price as a quantitative,
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unambiguous and unidimensional competitive tool, while according to marketing theory,
consumers’ brand choices are often not the result of price influences (Schrezenmaier,
2005). Price can be used strategically, but this does not necessarily mean that establishing

the lowest price is always the best strategy (Levy et al., 2004).

Ehrenberg himself is well known for his formulations of theories on and observations of
buyer behaviour. A mathematical model, known as the Dirichlet Model (Goodhart et al.,
1984) has been developed. Its single statistical framework can be employed in
understanding the patterns of consumer behaviour particularly in selecting brand.
According to this model, each consumer has a tendency or probability to purchase a given
brand and this probability is believed to be stable over time; however, it differs across
heterogeneous consumers. Moreover, the performance of single brands can be predicted in
different situations such as market introduction or during and after sales promotions
(Ehrenberg et al., 1994). Estimations can be made of how often consumers buy, which
brands they buy and also of the size of the market, based on the two main inputs which are
the penetration rate (the percentage of consumers who buy an item or the product category
in a specific time period) and the average purchase frequency of buyers of the category or a
particular brand over the same time period (Schrezenmaier, 2005). However, the limited
inputs that are required by this model to obtain the findings have led to a remark that this
model is described as parsimonious and insufficient to obtain detailed predictions,
particularly of market patterns and buying behaviour. It fails to model short-term dynamic
changes and fluctuations (Sharot, 1984, Bloom, 1984, Phillips, 1984) and there is no
explanation for purchase motivations and no information about the dynamic process by

which consumers develop their behaviour (Bartholomew, 1984, Jeuland, 1984). Other
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more comprehensive factors that are deemed important to traditional marketing research
such as marketing activities, nature of the brand, length of time period studied, consumer
attitudes and so forth are ignored (James, 2002). Therefore, it is claimed that this model is

descriptive, as it outlines how, rather than why, consumers behave.

Ehrenberg’s works have spanned several decades. The theory of his mathematical model
has been crucially criticised not only because of its parsimonious structure, but also as
inadequate attention is given to the underlying reasons for consumer’s purchase patterns. It
is argued that the steady state of the market assumed by the model is somewhat
unreasonable to be accepted in view of the current rapid changes of technology, inputs,
innovations and environmental changes. In fact, no information is given about the
motivations behind these purchasers and how the patterns are formed (James, 2002).
Various authors indicate that the model is static in its lay out and hence inadequate to
describe changes and market fluctuations (Bloom, 1984, Phillips, 1984, Sharot, 1984). The
findings from the countless replications of Ehrenberg and his collaborators are undoubtedly
useful and beneficial to the understanding of consumer purchasing patterns. Nevertheless,
more in-depth and detailed exploration is essential in order to discover the hidden reasons

and explanations for the brand-buying habits of consumers.

One of the apparent findings from Ehrenberg’s extensive research is that most consumers
perform multi-brand purchasing, choosing randomly from a repertoire of brands of a
product category. Purchasers of fast-moving consumer goods generally exhibit multi-brand

choice, selecting apparently randomly among a small subset or repertoire of tried and
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trusted brands (Foxall and Schrezenmaier, 2003). These repertoires of brands are mostly
similar in function and substitutable. In reality, some consumers who are exclusive buyers
or purchasers of premium-priced brands, are insensitive to any price changes and can be
considered as maximising the informational reinforcement. Others are price-sensitive,
prefer the cheapest brands and can be regarded as maximising the utilitarian reinforcement.
The majority are the ones in between, who have preferences for both economy and
premium-priced brands, leading them to be categorised as multi brand purchasers (Foxall
and Schrezenmaier, 2003). While each product brand does attract some sole purchasers,
most of these buyers also engage in multi-brand purchasing. Sole purchasers are exclusive
purchasers of one brand or another; however each brand in the product category has its own
set of exclusive buyers (Foxall, 1999). Over time, it appears that these sole purchasers
become multi-brand purchasers, preferring more than a single brand. Multi-brand
purchasing is the norm to the extent that even the heaviest purchasers of a given brand buy
other brands within the category much more than they buy their favorite brand over the
course of say, a year (Foxall and Schrezenmaier, 2003). These multi-brand purchasers’
behaviour is in accordance with the prediction of matching theory, which states that
consumers will prefer a product which is offered on the most economical schedule.
Although they purchase several brands (a selected repertoire in the case of individuals, the
entire brand set aggregately), they also show a disproportionate preference for the highly-
differentiated brands (Foxall, 1999). In this case, the preference might be based on other
reinforcement variables such as a store offering only a limited range of brands or
consumers having their own preferences in terms of the colour and size of the product.
Consumers with this ‘repertoire buying’ habit could be said to show matching as they

choose among selected brands and may be responding to price differentials (Foxall, 1999).
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Switching among the repertoire brands is in compliance with the principles of melioration

and matching.

Ehrenberg’s suggestion that price promotion does not affect the sales of a product is also
debatable as this could be due to the promoted brands not being within the consumer’s
repertoire list; therefore these brands are not tried even when they are offered at lower
prices (Foxall, 1999). Those who have the promoted brand in their repertoire list would
likely switch to it when it is offered at a discount. Brands with near-identical attributes
appear to be affected by even a small price differential (Foxall, 1999). Consumers tend to
buy the cheapest brand within their repertoire of brands and not the cheapest of all brands
available in the market, which indicates that not all brands are substitutes for others (Foxall
et al., 2004). This denotes that functional attributes or utilitarian reinforcement is not the
sole reason when purchasing a brand. Brands may have similar product attributes or
features but differ in terms of the informational reinforcement. The difference between
utilitarian and informational reinforcements offered by the brands is proposed by the
Behavioural Perspective Model (Foxall, 1990). According to this model, consumer choice
is shaped and influenced by the consumer situation, which is an intersection of the
consumer’s behaviour setting and learning history which relates to the possibility of
consequences. This model also proposes that consumer behaviour produces both utilitarian
and informational benefits, and these consequences influence the rate at which the
behaviour that has produced them is repeated (Oliveira-Castro et al., 2006). The pattern of
reinforcement, which is a combination of both the utilitarian and informational
reinforcement, influences consumers’ brand choices (Foxall and James, 2003, Foxall and

James, 2001). Consumers, of course, have different price responsiveness, particularly when
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it is related to utilitarian and informational benefits (Foxall et al., 2004). The key factors
affecting a consumer’s choice are related to brand attributes via either the marketing mix or
the consumer’s purchase experience (Winer, 1986). Multi-brand buying trends among
consumers, evidently, require an explanation for consumers’ underlying choice decision-
making mechanisms in order to obtain a broader understanding of the pattern of brand
purchasing. Hence, it is important for a marketer to know exactly the elements that
consumers maximise when purchasing as it is clear that different consumers have different

criteria for selecting a brand.

2.3 Patterns of Store Choices

Consumers face a retail environment in constant flux, where they continuously must decide
whether to stay loyal, try out new formats or use the complete system to obtain benefit from
discounts on specific days or for specific items (Popkowski Leszczyc et al., 2000).
Consumer store choice is the selection of one of the alternatives after information on
various alternatives has been evaluated by the consumer. Consumers perceive stores as
consisting of far more than just their physical attributes. Generally, a consumer, whether
selecting a brand or a store, would evaluate each alternative in terms of the utility or benefit
to be derived from selecting that alternative and then select the alternative which yields
maximum utility (Fotheringham, 1988). Repeat patronage may be caused by the
consumer’s preference for convenience, services, or simply because of the product and
brand ranges carried by the retailer. The competitive environment is determined not only by
the number of shopping alternatives but also by the cost of the search and the format of

competition (Hoch et al., 1995). Fotheringham (1988) explains that it is unlikely that a
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consumer will have the ability or time to evaluate all the stores in the city. Thus, consumers
are more likely to make an initial choice of a cluster of stores and then select the store(s)

they prefer within that cluster.

In the grocery sector, customers tend to have different reasons for patronising convenience
stores and supermarkets. According to East et al (1994), proximity and convenient opening
times are the main attractions of the local shop while wide choice, good value and easy
parking are the attractions for supermarkets. Hence, many supermarkets have extended
their opening hours and even introduced small format stores to compete with local stores. A
shopping trip can be primary (buying groceries to last 1-2 weeks or more) or secondary
(filling an immediate need resulting from running out of something at home), while most
consumers tend to shop at a number of different stores (Hoch et al., 1995). According to
these authors, larger stores will tend to attract more primary shoppers, whereas smaller
stores will attract more secondary shoppers. Previous research by Ehrenberg and colleagues
has reported low store loyalty and significant store-switching for grocery store purchases
(Uncles et al., 1995, Kau and Ehrenberg, 1984). According to the authors, only a small
number of customers who are loyal to one store and the others practise multi-store
purchasing. In fact, store loyalty does exist, but is not strong or undivided because no one
store will generally satisfy all a customer’s needs. Kau and Ehrenberg (1984) explain that
each store differs in many ways - in number, size, location, ownership and styles, layout,
number and range of products, number and choice of competing brands, pricing policies,
purchasing strength and merchandising and promotional practices. In turn, consumers differ
in terms of lifestyle, habits, experience, price sensitivity, mobility and exposure to

advertisements and so forth. These differences contribute to the various sales levels or
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market shares achieved by the stores. Although retail stores differ from each other and
compete for loyalty in their own ways, these strategies and tactics seem to have little effect
on customers’ loyalty towards stores (Kau and Ehrenberg, 1984). Consumers often
patronise not one but several different stores of a given type over a specific period
(Cunninghan, 1961) particularly for grocery shopping, as it is generally done as a routine
shop which includes one main weekly trip and one or more ‘quick’ trips. Dunn and
Wrigley (1984), in their research in Cardiff found that choices of shopping destinations
vary; 72% to 86% of the respondents bought the brand leaders of instant coffee, margarine

and baked beans at more than one supermarket during a 24-week period.

In recent years, retail competition has intensified, generally as a consequence of new
technologies, more sophisticated management practices and industry consolidation (Sirohi
et al., 1988). Facing today’s intensive competition in the grocery industry, developing,
maintaining and enhancing consumer loyalty are more important than ever for marketing
managers and striving towards this goal seems even more challenging where loyalty among
consumers is declining over time (Jensen, 2011). Retailers need to identify factors that
influence store preferences and switching behaviour of consumers in developing
appropriate strategies. The increased satisfaction of a customer will generate other benefits
such as the generation of positive word-of-mouth (Urbany et al., 1996). Knowing more
about store choices could assist marketers not only in understanding consumers’

preferences, but also in addressing the distribution problems.
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2.4 The Role of Price

Price awareness and sensitivity among consumers have attracted the attention of numerous
scholars over the last few decades. Price is one of the costs that has to be dealt by
consumers when purchasing, as are time and emotional costs when purchasing. Kenesei and
Todd (2003) claim that price is a significant selection criterion for consumers. Price plays
an important role as it is the most noticeable cost that can be decided upon. Special price
discounts at the point of purchasing usually attract consumers’ attention and lead them to
choose the least expensive brand particularly when comparisons of previous and new prices

are being displayed.

Consumers are assumed by many marketers to be influenced more by the quality and
reliability of a product or service rather than the price. Anderson and Simester (2003)
claim that shoppers in a grocery store do not notice the last digit of a price, therefore,
retailers are free to round the price up to the nearest nine. Research on in-store price recall
shows that relatively few shoppers can recall the price of a product purchased (Kenesei and
Todd, 2003). Consumers are said to purchase so habitually or routinely that they only
occasionally check the prices, assuming that there are no considerable changes in the price.
These consumers tend to develop loyalty to certain brands which then generates less price
sensitivity. Brand-loyal consumers tend to spend less time searching for items and less time
checking for prices and have some, albeit frequently inaccurate, knowledge of prices
(Kenesei and Todd, 2003). These authors also suggest that a significant number of shoppers
never look at price information and that only a relatively small number of shoppers are

willing to go to another store in order to capitalise on a promotion. Retailers have been
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influenced and persuaded by the result of some American research results to decrease price-
cutting promotions, as most buyers are not really aware of the price reductions (Le
Boutillier et al., 1994). Similarly, Walter (1991) reports that the willingness to switch stores
because of promotions is significantly less than that to switch brands inside the store. In
addition, only between 54 to 60% of the shoppers look at the price tag at all (Dickson and
Sawyer, 1990). Uncles et al (1995) in his research, proposed that price promotion gives
rise to only temporary increases in sales by encouraging those who already buy that brand
rather that attracting new buyers to purchase the brand. An increase in sales may be the
result of consumers switching to the cheapest brand in their repertoire sets of brand and at
the same time piling their stocking up on it by buying in larger quantities to take advantage

of the price promotion.

The effect of price has often been overlooked by pacing greatest emphasis on other non-
price elements in the marketing mix (Romero et al., 2006). Price has seldom been used in
explaining brand choice other than in promotional campaigns which generally constitute
tactical exceptions of marketing strategies (Ehrenberg et al., 1994). Scriven and Ehrenberg
(2003) claim that there is indeed nothing special about price as a product attribute. Price has
not been systematically related to brand purchasing partly because the small price
differentials by which competing brands are usually distinguished are often thought to be
too small to affect established patterns of brand choice (Foxall and James, 2001). On the
contrary, various researches have also found that price still holds an important position for
consumers when they make purchase decisions. Price-consciousness, particularly among
housewives, is not to be underestimated. Consumers establish a so-called reference price

for a brand or a product, which reflects his or her expectations shaped by previous pricing
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levels of the brand (Lattin and Bucklin, 1989). The amount of attention paid to the price,
the memorability of characteristics of the price and the use of the price in making the
purchase decision affect both the encoding into memory and recall from memory of the
price information (Dickson and Sawyer, 1990). In other words, consumers have a tendency
to estimate their own prediction of the brand’s future price. Consumers have also shown the
ability to distinguish between attractive and unattractive prices to make good purchase

decisions (Vanhuele and Dreze, 2002).

Experiments carried out by Ehrenberg (1986) indicate that even a small difference in price
affects the demand for near-identical brands. Identification of the differing patterns of
matching, relative demand and maximisation for substitutes, non-substitutes and gross
complements by Foxall and his colleagues (Foxall, 1999, Foxall and Schrezenmaier, 2003,
Foxall et al., 2004, Oliveira-Castro et al., 2005, Foxall and James, 2001) indicates that even
relatively small differences in price are a significant variable in the determination of brand
and product choice for affluent consumers in marketing oriented economies (Foxall and
James, 2001). Consumers are becoming more price-conscious than has been presumed.
Although consumers are said to be frequently inaccurate in terms of price knowledge, they
have the ability to distinguish between attractive and unattractive prices when making a
purchase decision (Schrezenmaier, 2005). The signal of a special price at the point of
choice may trigger some shoppers to switch among sizes and brands (Dickson and Sawyer,
1990). In fact, in a survey of 1,397 UK grocery shoppers carried out by Evolution Insight
(June 2010), 75% claim that price is an important aspect in making any decision and price

is ranked as the top criteria in choosing a brand. As Rao (1984) points out, relatively little is
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yet known at the consumer level about how price information is used in making brand

choice decisions.

2.5 Summary

Consumers are important elements in marketing; therefore it is necessary for a marketer to
focus on customer orientation rather than product orientation. Offering the right
combination of the marketing mix is held to be able to improve the marketing effectiveness,
and thus satisfy the customers’ needs. Branding is deemed to be an effective tool in
establishing trust and loyalty among the consumers. However, it has been found that many
consumers engage in multi-brand purchasing, seeking satisfaction from a small repertoire
of brands. In other words, these consumers can be seen as selecting brands based on both
the utilitarian and informational reinforcement. Consumers typically move from one brand
to another as the benefits gained are directly substitutable from the others within the
repertoire (Foxall, 1999). The same applies to store choice, as consumers perceive stores as
consisting of far more than just their physical attributes. Generally, a consumer, whether
selecting a brand or a store, will evaluate each alternative in terms of the utility or benefit to
be derived from selecting that alternative and then select the alternative which yields

maximum utility.

Marketers frequently appear to overlook the effect of price, placing greater emphasis on

other non-price elements in the marketing mix, while consumers are assumed by many
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marketers to be influenced more by the quality and reliability of a product or service rather
than the price. Nevertheless, it has been found that even relatively small differences in
price are a significant variable in the determination of brand and product choice for affluent
consumers in marketing oriented economies (Foxall and James, 2001). Consumers are
becoming more price-conscious and are able to distinguish between attractive and
unattractive prices; hence, these prices may trigger some shoppers to switch among sizes

and brands.
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<« CHAPTER 3 «

THEORETICAL FRAMEWORK: EVOLUTIONARY PSYCHOLOGY AND
FORAGING

3.0 Introduction

In this chapter, literature on the principles and theories of evolutionary psychology is
reviewed. Evolutionary psychology applies notions from the modern synthesis to the
understanding of the evolution of the human brain and the complex set of brain modules
that regulate human behaviour (Kock, 2010). It revolves around humans’ mental
evolution and its impact on human traits and behaviour. Foraging activities, which are a
part of the behavioural ecology, involves many sequences or repetitions of activities and
decision making, which can be usefully related to the decisions made in human
consumption. Among the most fundamental problems to be solved for humans or any
other creature, are the problems of finding, securing and using resources; or in more
general terms, foraging (Hantula, 2010). Both Darwinian principles and foraging studies
can indeed be applied and benefit to the study of consumer behaviour, as they are able
to give a more in-depth understanding by integrating and bridging multiple behavioural

disciplines.
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3.1 Evolutionary Psychology

‘Evolutionary psychology is the long-forestalled scientific attempt
to assemble out of the disjointed, fragmentary and mutually
contradictory human disciplines a single, logically integrated
research framework for the psychological, social and behavioural
sciences- a framework that not only incorporates the evolutionary
sciences on full and equal basis, but that systematically works out
all of the revisions in existing belief and research practice that

such a synthesis requires’.

(Tooby and Cosmides, 2005)

The idea behind evolutionary psychology studies is to understand the human nature and
to make predictions about human’s behaviour by recognising the mechanisms of the
human mind. In doing so, Darwinian insights and the theory of natural selection are
applied, as these provide an explanation for many aspects of life, although Darwin’s
ideas have aroused considerable controversy. His statement that human beings
descended from apes and his ‘blending’ theory of inheritance whereby an offspring is
said to be a mixture of the parents, have been objected to and argued against,
particularly by biologists and religious creationists (Buss, 1999). Nevertheless,
Darwin’s theory of evolution, particularly the gene transformation, is almost universally

recognised and accepted and has been fruitfully applied in many research disciplines.

Evolutionary theory views the development of biological and social systems as

occurring through a process of variation, selection and retention — occurring through a
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slow process of small incremental improvements, rather than through a priori design
(Colarelli and Dettman, 2003). Darwin (1872) recognised that evolutionary thinking
could be applied to human behaviour where over the years of human history, natural
and sexual selection have shaped our biology. He recognised that humans are both
biological as well as cultural beings, as evidenced by the gene-culture co-evolution
approach, which explicitly recognises the importance of both factors in having shaped
the phylogenetic history of humans (Richerson and Boyd, 2005). Evolutionary
processes are adaptations to an organism’s ecological situation, existing to guide
survivability and reproductive success where those individuals who succeed best may
be expected to produce the most viable offspring for the next generation and are thus the
most fit (Garcia and Saad, 2008). Therefore, it can be said that human behaviour is the
result of both adaptations and adaptability. The behaviour of individual organisms is
caused by the structure of their adaptations and the environmental input to them (Tooby

and Cosmides, 1992 ).

Cosmides and Tooby (1997) can be said to be responsible for initiating adaptationism in
the modern approach of evolutionary psychology. The authors present 5 principles to
define evolutionary psychology. First, the brain is a physical system and functions as a
computer therefore, our mind is designed to generate behaviour that is appropriate to the
environment. Secondly, the neural circuits in our minds were designed by natural
selection to solve our ancestors’ problems during evolutionary history. Thirdly, our

conscious thinking could mislead our decisions, therefore complex problems require us
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to have complicated neural circuitry. Fourthly, different neural circuits are specialised in
solving different adaptive problems and finally, our mind is adapted to deal with

problems faced by our hunter-gatherer ancestors in the Pleistocene period.

Many attempts have been made to apply Darwinian thinking to analysing the human
behaviour. Skinner himself drew some interesting similarities between Darwinian’s
natural selection theory and his operant conditioning idea where he pointed out that as
well as natural selection being important for survival, operant conditioning is necessary
for one to learn and that operant conditioning is a second kind of selection by
consequences (Skinner, 1984). In his article on ‘Phylogeny’, Skinner tells us that
fishermen do not cast fishing nets just because of their intention or need to catch fish,
but that their net-casting behaviour has been reinforced and naturally selected and
evolved from the past, just as spiders spin their webs because of a biological trait that
they inherited from their ancestors (Skinner, 1953). Skinner(1984) in his article
entitled “Selection by consequences” stated that human behaviour is the result of three
types of variation and selection, which are reproduction, operant conditioning and
cultural evolution. According to Skinner (1984) the first selection, reproduction which
was led through natural selection, is responsible for the evolution of the organism’s
species and behaviour. The second kind of selection is operant conditioning ‘through
which variations in the behaviour of the individual are selected by features of the
environment’ where behaviour is reinforced by certain kinds of consequences (Skinner,
1990). Cultural evolution, which is the third kind of selection, is described by Skinner
as not a biological process but a kind of selection and variation to resemble the world in

which culture evolved through the evolution of social environment. Different cultures
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emerge from different contingencies of variation and selection and differ in the extent to
which they help their members solve their problems, where those members who solve
them are more likely to survive and with them survive the practices of the culture
(Skinner, 1990). Acquired characteristics, behaviours and values are culturally selected
and retained through cultural evolution (Colarelli and Dettman, 2003). Humans
maintain a culture that accumulates information over time where valuable knowledge
that humans gain during their lifetime does not die with them and each new generation

can benefit from the experience and ideas of their ancestors (Lea and Newson, 2006).

Thus, human behaviour is the joint product of (i) the contingencies of survival
responsible for the natural selection of the species, (ii) the contingencies of
reinforcement responsible for the repertoires acquired by its members and (iii) the
special contingencies maintained by an evolved social environment (Skinner, 1984).
Skinner also points out that traits are usually transmitted from generation to generation;
however reinforced behaviour is transmitted only in the sense of remaining part of the
repertoire of the individual. The human species has been going through evolutionary
change where human traits and behaviour are adapted from the past and can be said to
be the result of natural selection. However, the species goes through another
evolutionary change under the control of operant conditioning, where behaviour is
shaped and moulded by its reinforcing consequences (Skinner, 1990). According to
Skinner, the process of natural selection where evolution occurs could take millions of
years; however, operant conditioning is a selection in progress as it occurs at a rate that
can be observed from time to time. Advice, rules, imitation, past experiences or even

religious belief could add reinforcement to human behaviour. Like water running
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downhill, over generations organisms tend to flow into new functional designs better
organised for effective propagation in the environmental context in which they evolved
(Tooby and Cosmides, 1992 ). As Lea and Newson (2006) state, all organisms that are
alive today are the descendants of other organisms that thrived and reproduced in past
environments where these organisms were able to solve problems posed by the
environment in which they lived, but when the environment changed, different
characteristics were selected’ as individuals interact, communicate, exchange

information, knowledge and ideas and observe throughout their lives.

Richard Dawkins (1976), an evolutionary biologist, has contributed to creating a wide
understanding of how natural selection works through his well-known metaphor of the
‘selfish genes’. According to him, since genes need to survive for generations, it is
essential for them to adapt to the environment even if they need to ‘exploit’ and
‘deceive’ and those that are able to adapt to the changing environment successfully will
survive and pass on to the next generations, while those that failed would be obliterated
completely. The most important objective of a living being is survival and reproduction.
Our genes have survived, in some cases for millions of years in a highly competitive
world and a predominant quality to be expected in a successful gene is ruthless
selfishness where this gene selfishness will usually give rise to selfishness in individual
behaviour (Dawkins, 1976). Dawkin’s gene-centred view of evolution brought up the
suggestion of the selfless behaviour or altruism of two genetically-related individuals.
Altruistic behaviour has been noticeably shown by some animals such as birds giving
alarm calls to the others when seeing a predator, thus taking the risk of drawing the

predator’s attention to themselves. Human altruism is shown widely by the parents’ or
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siblings’ responsibility in taking care and helping each other whilst at the same time

fulfilling the purpose of life, which is survival and reproduction.

3.2 Inclusive Fitness and Reciprocal Altruism

Hamilton (1964) introduced his idea of inclusive fitness to expand on the earlier theory
of natural selection, specifically the Darwinian classical fitness (personal reproductive
success). The passing on of genes, he claimed, can be done not only by producing our
own offspring but also by supporting others in our family members to survive and
produce their own offspring. Our relatives are said to be carrying the same copies of
genes. Thus, inclusive fitness can be viewed as the sum of an individual’s own
reproductive success plus the effects the individual’s actions have on the reproductive
success of his or her genetic relatives (Buss, 1999). Hamilton’s (1964) theory of
inclusive fitness contributes answers to the questions that have been puzzling
evolutionary psychologists. Why would monkeys be seen giving alarm calls to wamn
others of the presence of a predator even though the monkey is risking its own life by
risking being attacked by the predator? Why would a person risk his own life in saving
his brother from drowning in a river? Hamilton (1964) asserts that the answer to the
altruistic behaviour that can be found in both human and non-human species is gene-
transformation, which explains why one would sacrifice his own well-being for the

benefit of others.
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reproduce. This concept explains how altruism is brought about in natural selection. As
relatives tend to share some genes inherited from the same ancestors, there is a great
possibility that the altruism genes stay in the individuals, which lead them to be helpful
and protective to each other and their offspring. Hence, natural selection is said to

favour altruism at the level of blood kin.

The idea that concern about the fate of others who are related or kindred is a key of the
inclusive fitness in neo-Darwinian theory (Hamilton, 1964). Fitness according to the
classic Darwinian Theory refers to the individual’s reproductive success (Bumnstein et
al., 1994). Hamilton’s insight in his inclusive fitness notion is that the amount of
surviving and replicating genes would increase when the survival of the close family is
taken into consideration for reproduction. For a gene to receive positive selection it is
not necessarily enough that it should increase the fitness of its bearer above the average
if this tends to be done at the heavy expense of related individuals, because relatives, on
account of their common ancestry, tend to carry replicas of the same gene; and

conversely that a gene may receive (Hamilton, 1964).

Inclusive fitness might explain the altruistic behaviour among family members.
However, there are many examples of altruistic behaviour that involve individuals who
are not genetically related, which led to the reciprocal altruism idea of Hamilton’s
student, Robert Trivers in the late 1970s. He states that whenever the benefit of an
altruistic act to the recipient is greater than the cost to the actor, then as long the help is

reciprocated at some later date, both participants will gain (Workman and Reader,
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2004). Blood donation is one of the obvious examples of self-sacrificing behaviour
towards non-relatives. The uniqueness of human species where unrelated individuals or
complete strangers cooperate and assist each other can also be related to the evolution of
culture. Humans can be seen sharing and owning information, skills, rules, values and
beliefs that are characteristics of the culture (Lea and Newson, 2006). This cooperation
is particularly relevant in trading where even in a competitive market, cooperation
between all parties (buyers, dealers, seller, distributor etc) is essential for trade.
Members of societies that participate in the global economy were among the most
cooperative (Henrich et al., 2004). Reciprocal altruism can be found in humans, but
does it exist in the animal kingdom? According to Trivers (1971), reciprocal altruism in
animal society exists based on the fact that the cost to the recipient should be lower than
the benefit to the actor; animals can recognise each other and these animals have a
reasonably long-life span which enables them to encounter individuals in the future so
as to have the possibility of reciprocation. However, it was argued that it is rare to find

altruistic behaviour among animals.

3.3 The survival of hunter-gatherer

The emergence of stone tools and ancestral methods of acquiring food grants
valuable insights into the hunting skills and activities of our ancestors. The traces
lefi, such as bones from large game animals found at ancestral campsites, can reveal
on how our ancestors solved the adaptive problem of securing food (Buss, 1999).

Meat has been the most important element in the human diet for million of years, as
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it is very difficult to obtain all the necessary nutrients solely from a vegetarian diet.
Men’s larger size, upper-body strength and ability to throw projectiles accurately
over long distances make them well suited for hunting; while women, often
preoccupied by pregnancy and children were less well suited for hunting (Buss,
1999). Hunting was carried out periodically where men might hunt for three days
straight but then not hunt again for another two weeks (Halpern, 1980). A larger kill
would reduce the foraging time by providing meat for several days, wherein these
successful hunters would have more mating opportunities (Kruger and Byker,

2009).

Men, in pursuing risky hunting activities, would in fact benefit in several ways.
Hunting performance is assumed to be correlated with the hunter’s reproductive
success or inclusive fitness, as described by Smith (2004b). Good hunters are held
to have higher reproductive success; therefore, hunting can be seen as a form of
mating effort and status recognition. Gurven and von Rueden (2006) claim that
good hunters may also possess certain traits, such as intelligence and physical
vigour that are independently associated with both hunting ability and biological
fitness. These authors also show how important status is to the demonstration of
hunting prowess, where hunting leads to status and status leads to higher
reproductive success. The mating effort or status signalling model posits that extra
pair mating benefits accrue due to women choosing to mate with skilled hunters for
their good genes where better hunters usually have a greater number of total births

and of surviving children (Gurven and von Rueden, 2006). By gaining increased

53



sexual access to women, they increase their odds of fathering more children (Buss,

1999). Generally, better hunters produced a greater number of offspring.

Hunting itself can explain the fact that human males are unique in their heavy
parental investment, as meat, which is an economical and concentrated food
resource, is brought back to feed the young (Buss, 1999). Providing meat from
hunting to mate and offspring would also give them sufficient protein, lipids and
other important nutrients (Cordain et al., 2001) which have direct impacts on their
growth, immune function, health and survival (Larsen, 2003). Meat is shared among
hunters but is usually allocated with a bias towards family members and other
members of their group (Gurven, 2004). Nevertheless, the existence of reciprocal
altruism among these hunters can be clearly seen where meat may be exchanged for
other foods or assistance. In fact, sharing food would lead to more mating access
with more mates and allies and furthermore, the wives and children of these hunters

may receive attention and assistance from the others in the future.

Food consumption in the Pleistocene era may often have been related to spear-
wielding hunting activities; nevertheless the majority of the food was derived from
gathering carried out by females. Fruits, vegetables, nuts and tubers were collected
by frequent daily trips across generally familiar locations where these gatherers
would search for patches of food sources that had a higher proportions of ripe,
nutrition dense specimens (Kruger and Byker, 2009). In gathering, women would

visit a few patches where they might encounter and collect the ripe ones and leave
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the others to be harvested some time later. These skills in vegetation foraging are
analogous to the modern consumer shopping where women will delay making a

purchase until the items they want is on sale.

Saad (2007) states that the evolutionary systems or modules in the human mind consist
of survival, mating, kin selection and reciprocity altruism. Survival can be defined as
the basic drive of a human being to stay alive through the reproductive age and compete
against others for basic resources such as food, water, shelter and protection from
predators; thus human mind should be prepared to respond quickly to unpleasant
situations that have the potential to threaten survival (Garcia and Saad, 2008). The
authors also suggest that mating is a complex process consisting of numerous evolved
responses to help direct mate choice and the subsequent production of viable offspring.
Human attraction consists of highly evolved mechanisms designed to identify
prospective suitors with superior genes with whom to have offspring (Buss, 2005).
Attractiveness, compatibility and having adequate resources are usually the criteria

sought in choosing mates.

Kin selection recognises that individuals can augment their inclusive fitness by
investing in and behaving altruistically toward their kin (Hamilton, 1964). This can be
clearly seen from the unconditional parental love and affection given to an individual’s
offspring. Love has evolved as an adaptation to guide mate choice as well as maintain
bi-parental investment for the successful rearing of viable offspring (Fisher, 1994,

Fisher, 1998). Reciprocal altruism, on the other hand, explains altruistic behaviour
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directed towards non-kin (Trivers, 1971), that is, where an individual would normally
behave altruistically to others. Saad and Gill (2003) applied the Darwinian approach to
the gift-giving ritual and claimed that it is an important element in both inclusive fitness
and reciprocal altruism, where the allocation of one’s budget for buying gifts can be
well predicted by the genetic relatedness as well as reciprocal altruism for non-kin

members.

3.4 Language and the Human Brain

Monkeys and apes, which were acknowledged by Darwin as human beings’ closest
relatives tend to share many of the habits of human. These animals spend hours in close
physical contact, busily attending to each other’s needs in endless grooming sessions;
combing, picking, parting the hairs with the single-mindedness of a human mother
attending to her child’s hair as grooming to these animals brings pleasure, relaxation

feeling and creates trust between partners (Dunbar, 1996).

Dunbar (1996) states that the capture of the grooming motivational system correlates to
the evolution of relatively large groups and the invasion of a more terrestrial, open
habitat. Larger groups would generally assist each other by having larger habitats with
higher risk of predators. He states that living in a large group, however, leads to other
constraints as larger habitats and groups require one to travel further in order to have

sufficient food for the group members which makes them burn more energy. Thus, one
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has to eat more to provide the energy, which in return requires one to travel further. In
fact, according to Dunbar (1996), there seems to be a relationship between brain size
and group size, as large groups need to be more sophisticated in maintaining the balance
between the many conflicting interests of the group members. As brains are needed for
survival by every species, some animals need larger brains to solve their more complex
problems of living. Fruit-eating animals like monkeys are claimed to need larger brains
than leaf-eating animals like sheep (Dunbar, 1996). He explains that this is because
fruits are very patchily distributed whilst leaves in contrast, are found in plenty, thus a

larger brain is needed for fruit-eating animals to move around searching for patches.

Humans exhibit a number of differences from animals, despite the similarities that we
share with other primates like apes, and most of these differences come from the large
brains that we have. Humans are known to have the largest brain size of any species as
we need larger brains to cope with our larger groups. Modern humans have brains about
nine times larger than we would expect for mammals of human body weight and about
six times larger than for a primate of human body size (Dunbar, 1996). Humans are
born with brains less than one-third their final size with the rest of the brain
development continuing over the first year of life, whereas baby primates are born only
when their brains have reached full size (Dunbar, 1996). This explains why humans
are helpless when they are born and incapable of fending for themselves whilst a baby

animal is capable of getting up and walking within hours of its birth.
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Dunbar explains that the initial increase in brain size about 2 million years ago seems to
correlate with a shift from a predominantly vegetation-based diet to a diet with a
significantly larger meat component in the hunter-gatherer period. Food obtained by
gathering such as fruits and vegetables might give them energy but the only source of
nutrient-rich food is meat. This explains the hunting activities of our ancestors, where a
male would willingly and bravely expose himself to the risk of being killed by predators
or wild and ferocious animals. The courage, stamina and skill of hunting provides
infallible proof of how good the genes are (Dunbar, 1996). Humans have undergone
some six million years of separate evolution where new traits and behaviours have been
added to accommodate the twists and turns of other aspects of evolutionary history

(Dunbar, 2004).

Dunbar (2004) asserts that during the course of primate evolution, the brain has
expanded forwards from back to front so that the bit that has increased out of all
proportions in modern humans is the frontal lobe, and it is the increased size of the
frontal lobes that is largely responsible for the much greater intelligence of the human
species. There is a correlation between social group size and the brain size, as larger
brain size is needed to manage the complex social world. The group size of humans is
about 150 (number of people humans know personally and have a meaningful
relationship with), where as chimpanzees live in communities with an average of 50 to

55. Thus their neocortex is smaller than that of humans.
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Darwin’s great revolution in biology placed humans on the same scale as animals as
both share so many similarities. The only obvious difference is the language used.
Humans spend hours in grooming too, but more in talking and listening to each other.
The soothing and relaxing sense of pleasure from grooming act is what the humans
obtain from gossiping and talking about everyday social life (Dunbar, 1996). Just like
monkeys and apes building trust during grooming, humans establish trust and friends
through language; therefore language can be considered as a kind of vocal grooming.
All other species do communicate with each other but none can match the human
language. Human language enables us to do various things; coordinating many activities
of countless people in many different places. Language allows us to exchange
information and has the added advantage of allowing us to say a great deal about
ourselves, our likes and dislikes, the kind of person we are and to convey in numerous
subtle ways something about our reliability as an ally or friend (Dunbar, 1996). In fact,
hunting activities were co-ordinated by our ancestors based on the evolution of
language. In the fossil record, we see a sudden change in the style, quality and variety of
stone tools where the drawings of crude choppers and hand axes of the previous two
million years ago have changed to more delicate and more finely prepared tools which

hint at the development of language and social skills (Dunbar, 1996).

Monkeys are highly vocal animals and twitter away as they forage through the branches
in the forest, while baboons foraging through open woodlands keep up an intermittent
susurration of grunts, letting all the others in the group know their whereabouts
(Dunbar, 1996). Communication among these primates could be more complicated, as

animals need to identify different types of predators and preys by the sounds. Literally,
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these sounds would have no meaning to humans but to these animals, each sound or
grunts has a different meaning. This situation, according to Dunbar(1996) is similar to
that of a person who knows only his native language and when he is confronted with
other different languages, hears only indistinguishable sounds he cannot understand the
meaning of, but once he has picked out a few words, he will eventually understand
some of the meaning. Language is in fact communication and it facilitates the bonding
of social members as by understanding a language, each sound produced by the

language has a meaning.

Conversation that interests and attracts humans is mainly conversation on social topics -
daily activities, families, work problems, other people, problems at home and so on. We
still engage in technical conversations but apparently, most of us tire rather quickly of
these topics (Dunbar, 2004). Conversation on social topics or ‘gossiping’ will normally
keep most humans happy and they can spend hours immersed in it. Humans’ much-
vaunted capacity for language seems to be mainly used for exchanging information on
social matters; we seem to be obsessed with gossiping about one another (Dunbar,
1996). Dunbar (2004) explains that this relates to the relationship between the neocortex
and group sizes in primates. He states that primates use grooming to bond their groups
and as the group size becomes bigger, more time is needed for them to spend on
grooming. As humans live in a larger group size, Dunbar claims that humans could not
engage in grooming as it is time- consuming and humans need more time to deal with
other activities such as finding food. Having language allows us to interact with or
‘groom’ several people and to keep track of what is going on around us. Grooming, for

humans, can be done at a distance by having conversation. Smiling and laughing, for
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example, cause the brain to flood the body with endogenous opiates, just as grooming
among monkeys and apes stimulates the production of endorphins (Dunbar, 1996). This
explains why laughter is such an important component of conversation. Telling jokes
for instance, allows us to stimulate the opiate production of our grooming partner. Once
large brains and a language capacity had evolved as a way of bonding large groups, it
eventually led to the opening up of windows of opportunity in new directions such as

advertising.

3.5 Foraging Analysis

Foraging, which is a branch of behavioural ecology, brings interesting insights into
understanding the foragers’ behaviour in response to the environment. Behavioural
ecology is a sub-discipline of biology that seeks to understand behaviour in an
ecological context, particularly how ecological forces, via natural selection, have shaped
behaviour (Stephens, 2008). In the behavioural ecology literature, foraging is a rubric
encapsulating a variety of the theoretical propositions and empirical models that address
common questions about decision rules for predators (Stephens and Krebs, 1986).
Nevertheless, foraging is not limited solely to decisions about prey items per se but
rather is a general-purpose set of rules and strategies for adapting to environmental risk
and uncertainty, yielding both prey items and information (Hantula, 2010). Theories of
foraging, which ideally have been generated by ecologists, have been analysed through
the frameworks of both anthropology and behavioural psychology. Studies on foraging

focus on the foraging behaviour of non- human animals, particularly surrounding their
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habitats. More specifically, these studies emphasise not only on hunting for food, but

also the survival activities of animals.

The foraging behaviour of animals has sparked a great deal of interest in many
researchers in both the field and laboratory environments. Research in foraging cuts
across disciplines such as anthropology, biology, computer science, library science,
marketing and psychology (Hantula, 2010). The primary concern is mainly on how the
animals regulate their foraging behaviour based on the features and distribution of food
available. The foraging theory is a set of models that explore the strategic feeding and
consumption behaviour of animals (Stephens and Krebs, 1986) including a wide range
of behaviours from the search, identification, procurement and handling of prey to its
utilisation and digestion (Mellgren and Brown, 1987). The behaviour of organisms is
the means by which various types of scarce commodities are attained or used (Hursh,
1980, Hursh, 1984). Foraging, according to Snyderman (1987), can be divided into four
classes of decisions, with each option depending on the others made at the higher
levels (Figure 3.2). Habitat, which is the first selection, is seen as collection of patches,
and the choice of this is generally made once in a season or in a lifetime. A predator
needs to choose which patch to forage and how long to stay there; this decision is based
on the energy that the predator would gain and energy that would be spent in travelling
between the patches. Each patch has its own number and variety of prey types for
which a predator needs to have a strategy and within this strategy, a predator needs to

decide whether to capture or reject the prey.
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locations called patches (McCarthy et al., 1994). These foods are believed to be able to
provide the animals with the utmost fitness benefit, which is defined as the energy
intake. Ultimately, decisions such as how long should an animal as a forager should
stay in a patch and the amount of time required travelling to a new patch, need to be
made. Each patch may or may not contain any prey and if a patch does contain prey,
the search time to find the prey varies (Eliffe et al., 1999). Thus, animals need to

determine how long to stay and hunt in the patch and how to obtain the best out of it.

Foraging consists of many sequences and repetitions of activities from searching,
identification, encountering to eventually, the handling stage (Stephens and Krebs,
1986). The authors define searching as the time and energy devoted to finding patches
and prey items, and handling denotes the time and energy devoted to a prey item after it
has already been acquired or captured and before energy can be derived from it. In
handling stage, it should be noted that it is not guaranteed that a prey item will be
consumed as it may be abandoned or lost during this stage. A squirrel while cracking a
nut shell, might accidently drop and lose the nut. Foraging activities involve currency
and constraint. According to (Hantula, 2010), currency includes the assumption that all
foragers spend currency in the form of energy and time and that these are spent not only
on foraging but also on other activities such as grooming, nesting, avoiding predation
and mating. On the other hand, energy can be gained by consuming the prey; for
example, a carnivore would gain energy by consuming meat. Constraints, as claimed by
Hantula (2010), are generally conceptualised as interactions between the forager and its
environment; the forager’s phylogenetic endowments dictate their capabilities, while the

environment limits the availability of prey and information.
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3.5.1 Patch

Organisms face an environment in which food is distributed in a patch manner (Pirolli,
2007). A bumblebee, for instance, has to make a decision on the flowers that it will take
nectar from. Some of the flowers are too complex and it may take time for the bee to get
its reward. It may have to learn how to obtain the nectar based on the shapes and colours
of the flowers. The same patches would be revisited the next day as long as the nectar
and pollen are still available. Patches normally contain limited resources and are usually
depleted by the foraging activities. A forager is believed to gain the most energy from a
patch at the beginning of foraging and eventually this energy will be depleted due to the
patch depression. Chamov et al (1976) defines patch depression as a decrease in the
instantaneous rate of energy gain within a patch and argue that patch depression might

also be caused by the evasive behaviour of prey.

Patch assessment is also a crucial point in foraging. Animal foraging consists of a
sequence of decision making and the decisions are made based on the information
possessed. It might be impossible to predict how much information an animal has. Yet,
the information needed can be obtained by its estimation and previous experience in the
particular patch. How animals assess foraging patch quality and determine how long to
remain in a patch before leaving has been of considerable interest in foraging theory
(Chammov, 1976, Cook and Hubbard, 1977). Many species of ‘sit-and-wait’ predators
remain longer in patches where encounters with prey are more frequent (Zhang and

Sanderson, 1993). Information is gained by the animals from each of the foraging stages
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related to the search time, prey density and handling cost, which then give a better

estimation of the prey and patch quality.

A patch could consist of visually indistinguishable patches that have either no prey or
some number of preys distributed at random, according to Lima (1984). To be efficient
and as optimal as possible in utilising the food in the environment, it is a necessity to
gather information about the habitat (Mellgren and Brown, 1988a). An optimal forager
is assumed to assess the quality of a patch prior to making any decision on staying in or
leaving the patch. A woodpecker for example, eats mainly insects or ants taken from
trees using its bill to hammer a hole into the wood. It would systematically search the
holes of a patch for food items and thus by manipulating the food distribution within the
patches, the bird could be made to experience differing rates of energy intake while

foraging (Lima, 1983).

Animals have to choose from the available options in order to utilise the most profitable
resource. Apart from that, they are also required to be updated on the value of the
available options as the relative value might change due to depletion and exploitation by
earlier foraging. Of course, different patches offer different rewards in terms of food
gain. Distinguishing better patches from poorer patches is essential to be able to make
the greatest foraging gain as possible. Sources of information in assessing patch quality
can be obtained from the pre-sampling and sampling information. Pre-sampling
information includes sensory cues, memory of patch location and quality from previous

patch sampling or information on the relative distribution of resources within patch

66



subtypes (Valone, 1991). For an animal to exploit most effectively a heterogeneous and
changing environment requires sampling behaviour and the development of

expectations about future encounters (Stephens and Krebs, 1986).

Uncertainty about foraging patch quality is one of the greatest problems foragers may
face in their decision making (Lima and Zollner, 1996). Although theoretical studies
have claimed that patches are chosen based on quality, there are indeed animals or
predators that may not choose the most profitable patches. The Marginal Value
Theorem predicts that the predator should leave the patch it is presently in when the
marginal capture rate in the patch drops to the average capture rate for the habitat
(Charnov, 1976). In behavioural ecology, the Marginal Value Theorem (MVT) is most
well known for its argument on patch departure. Charnov (1976) states that animals are
assumed to be exploiting resources in patches and would decide to leave the patch and
search for a new one. Travel time can be seen as a ground basis in leaving a patch.
Animals would normally stay longer if the travel time to another patches increased and
if the environment as a whole was becoming less profitable. Patch residence time
increases with increases in travel requirements (McCarthy et al., 1994). If the predator is
to maximise its net energy gain while foraging in a patchy environment, it should leave
any particular patch when its expected net gain from travelling decreases and start to
search in the next patch(Chamnov, 1976). Nevertheless, the Marginal Value Theorem has
also been criticised as some animals are unable to calculate the exploitation rate of a

patch and might have a lack of knowledge and information of the patch distance.
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In most models of patch exploitation, the decision variable is time spent in a particular
patch type or more simply patch residence time (Stephens and Krebs, 1986). The
question of how long a forager should stay in a patch has attracted widespread attention
from ecologists. The activities of foraging animals are categorised according to
temporal phases which assume that some time is allocated to searching for prey,
choosing from among several items and handling prey items before any energy benefit
may be derived (Stephens and Krebs, 1986). A forager might only pay a short visit and
‘skim the cream’ in a patch while another forager would rather exploit every single inch
of the patch to extract the most out of it. Foragers stay in the patch forever if there are
no changes in terms of quality. However, as time goes by, patches do change and prey
depletion will then force the forager to start searching for another patch (Shettleworth,
2010). Staying at the same patches could also be an advantage for a forager as it saves
time by concentrating and exploiting the familiar patches rather than having to spend
more time searching for new ones. Nevertheless, overstaying at the same patch may
become a disadvantage as the forager loses other opportunities and the prey in the

present patch might be depleted.

An animal is assumed to have control over which patch it will choose and how long it
will stay in that patch. The predator encounters food items within a patch but spends
time in travelling between patches (Charnov, 1976). Each time a predator visits a patch,
the food intake rate in that particular patch decreases with the time spent. In other
words, the longer a predator stays in the patch carrying out its foraging activities, the
less the food there will be in that patch. In order to leave a resource-depressed patch at

the optimal time, a forager must in some way keep track of its intake rate in the current
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patch and compare this to the state of the rest of the environment (Shettleworth, 2010).
Travel time between patches has also been an attraction for many researchers. Foragers
will extend their stay in a patch if the travel time to another patch is longer. One would
expect a forager’s patch-leaving behaviour to reflect a balance between the diminishing
returns of patch gain and the value of the forager’s options elsewhere (Stephens, 2008).
Usually, a longer travel time would influence the forager to spend more time and exploit
the current patch. In contrast, a shorter travel time would drive a forager to leave the

patch.

352 Prey

As a forager moves through the patches, it is faced with a decision whether to accept or
reject a prey; this is better known as prey selection. A forager is expected to accept the
prey while losing the chances of capturing other prey, or reject the available prey and
continue searching. The classical prey selection model according to Shettleworth (2010)
is that (i) a predator recognises prey types instantly, (ii) preys are included in the diet in
order of profitability, (iii) choice is all or nothing and (iv) acceptance of a prey type
depends on the abundance of higher-ranked types. A forager is assumed to be able to
identify prey types as each prey varies in terms of profitability. In some foraging
situations, predators learn that certain types of feeding opportunities are signalled by the
occurrence of environmental events (Rashotte et al., 1987). These signals such as the

colouration and smell of the prey can be detected by certain predators who will then
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interpret the profitability of the prey. Foragers are assumed to consume the prey once

they are able to catch it. Krebs et al (1978) suggest that:

‘There are two simple types of maximizing rules. On the one hand the
predator might attempt to maximize its rate of food intake at every instant in
time by always foraging in the patch with the highest expected reward rate.
We refer to this strategy as ‘immediate maximizing”. Alternatively, the
predator might attempt to maximize its intake over the total foraging time

and sacrifice short term gain in order to acquire more information’.

Prey just like patches, change in terms of profitability in this changing environment. A
predator can be assumed to recognise a prey type and has knowledge of the profitability
of a prey. Prey is categorised according to its profitability and obviously, when a
predator is faced with two prey options, it is expected to choose the one that can offer
the highest energy-intake rate. According to optimality theory, a food item should be
accepted if the benefit obtained from consuming it outweighs the opportunity cost of
searching for and ingesting a more profitable food item within the time entailed
(Stephens and Krebs, 1986). However, when there is a decrease in all food densities the

less favourable food will become progressively more acceptable (Lea et al., 1987).

The delay-reduction hypothesis (DRH) (Fantino, 1969, Fantino, 1977, Fantino, 1981)
states that if schedules of reinforcement are presented in a successive-choice procedure,
the more profitable schedule (shortest time interval) should always be accepted;

therefore a schedule should be accepted if there is an enhancement in waiting time to
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reinforcement correlated with the onset of the stimulus (Fantino and Preston, 1989).
DRH explains choice behaviour acceptably thus, given some overall delay to food in
general, those stimuli that signal greater improvements with respect to waiting time to
food should serve as more effective conditioned reinforcers than those that signal lesser
improvements (Williams and Fantino, 1994). Time is an essential variable in foraging.

A predator would normally go for a prey that can be obtained in the shortest delay.

Prey availability is essential in foraging as a predator could not forage without a prey.
Availability is the relative and absolute abundance of potential food items and is made
up of the dimensions of relative detectabilities and relative exploitabilities (Moermond
et al., 1987). An animal’s foraging behaviour often indicates optimisation, where the
one that is more profitable would be chosen from the others. Nevertheless, there is a
tendency that a predator would engage in prey misidentification. ‘If animals have
incomplete information they may aim for optimality, but be unable to achieve this
because of difficulties in discriminating reliably between prey types’ (Rechten et al.,
1983). It is thought that animals should sample currently less preferred but potentially

profitable resources (James 2002).

3.5.3 Optimal Foraging

The optimal foraging theory seeks to explain adaptations of organism structure and
behaviour to the environmental problems and constraints of foraging for food (Pirolli,

2007). It attempts to address puzzling findings that arose in ethological studies of food
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seeking and prey selection among animals (Stephens and Krebs, 1986) such as why a
predator will accept a certain prey species but reject the same species in another patch.
Itis not so much a theory but a point of view and therefore a way of gaining insight into
the behaviour of foraging organisms (Charnov, 1976). The author states that the optimal
foraging theory is based on the foraging activities assuming that foragers will always
maximise their energy intake while at the same time spending the least amount of time
possible. In other words, an optimal forager would have the knowledge to determine the
best maximisation of items as food. A key assumption is that animals (including
humans) should have well-designed food-seeking strategies because higher rates of
energy consumption should generally translate in higher reproductive success (Pirolli,
2007). Literally, a different patch would have different amounts and types of prey which
yield different amounts of net energy. Conceptually, the optimal forager is one that has
the best solution to the problem of maximising the rate of net energy returned per effort

expended, given the constraints of the environment in which it lives (Pirolli, 2007).

The optimal foraging theory has contributed vast amount of information and has proven
useful in understanding the animals’ foraging behaviour. Hence, it is able to assist in
identifying the constraints of both the animal and the environment. The optimal
foraging theory has been tested and yielded successful results by researchers such as
Stephen and Krebs (1986), Pyke (1984), Schoener (1987) and also Gray (1987)
(Shettleworth, 2010). Stephen and Krebs (1986) state that the optimal models of

foraging are generally made up of three components:
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1. Decision assumptions which determine the types of prey and the best time to
leave a patch.

2. Currency assumptions concerning the maximisation of energy gained in
foraging. Achieving more energy enables a forager to survive and spend more
time in non feeding activities such as fighting and mating.

3. Constraint assumptions which include factors that limit the relationship between
the decision and currency variables. Constraints itself refer to both intrinsic

(abilities or traits of the animals) and extrinsic (placed by the environment).

Currency is the vital element in any foraging model. Any foraging model must begin by
formal specification of the currency to be maximised (Winterhalder, 1981). Currency in
non-human animals is defined as the energy intake per unit time spent in foraging (E/T)
(James, 2002). Predators usually earn currency in the form of energy and spend
currency in terms of energy and time. The value of gaining energy or calories for
example, is important for them in pursuing their routine activities such as hunting,
fighting and mating. In addition, currency is also spent by predators in the form of
energy and time as both are spent not only on foraging but also on other activities such
as grooming, nesting, avoiding predation and mating (Hantula, 2010). Generally, all
organisms are faced with constraints that would limit their abilities to forage and in
order to succeed one has to work within these constraints. These constraints normally
involve the interactions between the forager and its environment as a forager’s traits
dictate its capabilities to forage but at the same time, the environment limits the
availability of prey (Hantula, 2010). For example, a forager may have all the abilities it

needs to obtain the necessary prey but if the prey or patch is far beyond the forager’s
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reach, the prey is to be considered non-existent. Time horizons might also be a
constraint, as only a small number of animals can be expected to forage continuously.
Foraging may be interrupted by the arrival of rivals or predators; night may fall or the

forager may need to groom, drink or return to its nest (Shettleworth, 2010).

Hence, animals are assumed to recognise the available alternatives before making the
correct choice (signal detection). The signal could come not only from the prey but also
from the environment. It seems likely that in some foraging situations predators learn
that certain types of feeding opportunities are signalled by the occurrence of
environmental events (Rashotte et al., 1987). A bird, for example is aware of a
caterpillar (its prey) from the damaged leaves in a plant. A predator could also obtain
the necessary signal from its own colony, such as bees, which use signals through their
dance language. These signals can convey information that is crucial for foraging
survival. The use of foraging signals increases the efficiency of a predator in optimising
the profitability in a patch. Optimal foraging theory provides a quantitative approach to
predicting and evaluating responses of foraging behaviour, particularly as it involves
making a series of decisions (Charnov, 1976). Questions have arisen as to whether all
animals do act optimally to maximise their energy intake. The optimal foraging theory
attempts to predict the behaviour of animals whilst foraging. It is an extension of
Darwin's theory of evolution which holds that an animal’s foraging behaviour
contributes to the next generation. In other words, it is based on the assumption that

animals engaging in foraging are assumed to have offspring that will forage the same
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way. Therefore, the optimal foraging theory can be applied regardless of whether the

foraging behaviour is learned or innate (Pyke, 1984).

3.5.4 Affluent Foraging

Foraging exists not only among the animals but also existed among our ancestors in the
prehistoric life. Hunting, for example has been an important route of survival in hunter-
gatherer societies. The evidence of tools used by them million years ago indicates that
their foraging lives were led by hunting and gathering to obtain food. Archaeology
shows that foragers lived in semi-nomadic groups of 10-100 individuals, with highly
developed stone technology (spear throwers, bows and arrows, antler and bone blades)
that allowed them to hunt and butcher the largest animals successfully (Harris, 1977,
Smith, 1975). In fact, higher social status has been based on hunting abilities, which are

linked to higher biological fitness (Gurven and von Rueden, 2006).

Sahlins (1968) describes the quality of life in the Pleistocene age of foraging as the
original affluent society as all their wants and needs could be fulfilled simply by
gathering and hunting wild food resources. As their needs and wants were limited,
these people can be considered as ‘affluent’ foragers as their needs and wants could be
simply satisfied by hunting and gathering resources surrounding them. The basis of
Sahlins’ argument is that hunter-gatherer societies are able to achieve affluence by

desiring little and meeting those needs/desires with what is available to them. In other
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words, these humans’ wants are finite and few, with technical means unchanging but on
the whole adequate (Sahlins, 1968). He also claims that as the hunters do not require
additional material possessions, and as they only satisfy their immediate needs with the
abundant resources, their amount of leisure time was increased. Primate studies of these
forager societies have shown that they worked less than early agriculturalists and maybe
less than we do today and they even knew how to conserve resources to avoid over-
exploitation (Harris, 1977). Another characteristic of their lives is food sharing. Meat
obtained from hunting directly provisions families and is also distributed to other group
members, who may directly or indirectly pay back good hunters with meat, other food,
services or favours (Gurven and von Rueden, 2006). The sharing characteristic of these
hunters is also a sign of reciprocal altruism. The affluence of this foraging is believed to
be attributed to both the limitless resources and the low density of population. These
people controlled their population through various methods such as breast feeding to
disrupt the menstrual cycle, abortion or even child homicide (Marceau and Myers,

2006).

Almost ninety-nine percent of human history is based on a foraging economy;
nevertheless, the foraging societies have indeed undergone great changes (Sasaki,
1981). As the population grows and the environment faces more changes, the era
switched to an agriculture era. The agricultural era emerged independently
approximately 13,000 years ago (Smith, 1995) which formed a fundamental transition
from foraging to early agriculture. In this new period, those countries with high
populations and which were rich in resources were described as ‘affluent foraging

societies’ such as west coast of North America and Japan. The switch to agriculture was
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mainly a risk-reduction strategy in the face of further environmental changes and
growing population (Marceau and Myers, 2006). Sasaki (1981) gives an example from
the Jomon society in Japan to show the differences between the eastern and western
parts of Japan, particularly in terms of food resources and population , as eastern Japan
was rich in trees and rivers with food resources and was densely populated compared to
the western part. Thus, eastern Japan outdid western Japan during the Jomon period in

terms of food resources and population.

3.6 Conceptual Framework
Behavioural Utilitarian
Setting Reinforcement
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Figure 3.3: Behavioural Perspective Model
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Figure 3.4: Conceptual Framework

The elements of both the evolutionary psychology and foraging are placed in the
Behavioural Perspective Model framework (refer to Figure 3.3 and Figure 3.4). In this
framework, consumer behaviour can be seen as being influenced by the discriminative
stimuli that would elicit responses in human consumption, which are represented by
patch and prey as well as natural selection. In human consumption, patches can be seen
as either the supermarkets/grocery stores or the brands. Prey, on the other hand, can be
perceived as either the various brands (in the case of store as a patch) offered in the
stores or different reinforcement level (in the case of brand as a patch) which may be
attractive to different types of consumers. The patch and prey can be seen as similar to
the behavioural setting in the Behavioural Perspective Model. Consumers need to choose
the most suitable patch by selecting the most appropriate stores or brands that consist of

the best brands or different reinforcement levels that may suit their needs and

preferences.
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In an evolutionary account of consumer behaviour, the learning history which
predisposes certain types of activity can be considered the equivalent of the genotype;
the pattern of behaviour resulting from this predisposition and the selecting
environment, the phenotype (Foxall, 1994). The relationship between both the genotype
and phenotype can be explained by the natural selection in evolutionary theory. The
genotype is a part of the evolutionary biology where the connections among the
organisms can be better understood by studying the gene transformation in the ancestor-
descendant relationship. Our genes have survived for millions of years and this entitles
us to expect certain qualities in our genes (Dawkins, 1989). The phenotype refers to any
observable traits or characteristics of an organism which are the result of the genes
inherited from ancestors and the influence of environmental factors. In other words,
genotype and phenotype theories elucidate how behaviour has been naturally selected
and evolved from the past, and thus reinforced through environmental and cultural
adaptations which then explain the biological traits that we inherit from our ancestors.
In the neo-Darwinian synthesis, a predisposing genotype represents the potential of an
organism to develop and behave, adapt and survive but, ultimately, it is the adaptation
of the phenotype to the environment that decides its biological fitness or capacity to

reproduce and, thereby, that of the genetic material to replicate (Dawkins, 1989).

Based on the aforementioned discriminative stimuli, consumers will then have different
responses in terms of the reinforcements. The survival element is related not only to the
individual’s survival but also to the survival of the mate and offspring. Therefore, an
individual is usually trying his best to protect his partner and provides the necessary

resources for the mate’s and offspring’s survival. Buying necessary food, for example,
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is a part of the survival aspect. Inclusive fitness, a concept which was introduced by
Hamilton (1964), demonstrates that an individual does not only produce his/her own
offspring but also supports others to produce equivalent offspring, which leads to the
existence of altruistic behaviour. Inclusive fitness can be clearly explained by the
unconditional parental love and affection given to an individual’s offspring. Love has
evolved as an adaptation to guide mate choice as well as maintain bi-parental
investment for the successful rearing of viable offspring (Fisher, 1994, Fisher, 1998),
thus answering the question as to why consumers select premium-priced food brands.
Individuals are therefore influenced to be helpful and protective of relatives and
offspring, and in the case of grocery shopping, this can be seen when a consumer
chooses the most expensive and highly differentiated of food brands. Status display is
an important component in mating; with prestige as the most overt signal to attract a
mate. Therefore, inclusive fitness is also a part of requirement for status enhancement.
In human consumption, a consumer who is highly seeking status recognition can be
clearly seen in those involved in conspicuous consumption where the consumption of
branded and luxurious items is a part of displaying status symbols. This can be related
to the store or brand choices made by the consumers. For example, Marks and
Spencer’s store is patronised by consumers who value status symbols and prestige in
their purchasing. All of these elements can be seen as the positive reinforcement, while
the constraints in the human consumption are more related to the time and price. The
effects of price on consumer’s preferences and brand choices can be related to the travel
time in the foraging analogy. As animal foragers usually choose the shortest travel time

that could take them to the patch, consumers usually prefer to purchase the least
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expensive brands. These events are relevant and significant to each other, which gives a

reliable framework of foraging in consumer choice.

3.7 Summary

Evolutionary psychology is a relatively new field of research focusing on evolved
mental traits and their impact on human behaviour as this field of inquiry builds on
concepts and ideas related to human evolution, primarily human evolution during the
period that goes from the emergence of the first hominids up to the present day (Kock,
2010). We are problem solvers, decision makers and hunter-gatherers as the basic
decision rules by which we live were shaped by natural selection (Hantula, 2010). It is
therefore reasonable to assume that this study can benefit from the insights from this
field as it introduces notions that are yet to be explored and can become one of the

pillars in elucidating the complex behaviour of consumers.

This chapter has reviewed the elements in evolutionary psychology such as natural
selection, adaptation of the human mind, inclusive fitness, reciprocal altruism and
language, as well as the definitions of patch, prey, currency and constraints and optimal
foraging in the studies of foraging. As foraging involves learning to obtain resources by
allocating the efforts most beneficially, it is hoped that the discussion in this chapter can
offer a potential explanation of consumer behaviour and provide new perspectives in

consumer psychology.
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~ CHAPTER 4«

THEORETICAL FRAMEWORK: BEHAVIOURAL ECONOMICS AND

BEHAVIOURAL PERSPECTIVE MODEL

4.0 Introduction

This chapter concentrates on the theoretical and literature review of behavioural economics
and the Behavioural Perspective Model, which are important and are adopted in this thesis.
The themes and literature on behavioural economics including the earlier development of
the field are discussed in this chapter. The application of the Behavioural Perspective

Model in this study is then explained specifically.

4.1 Behavioural Economics

‘Behavioural economics improves the realism of the psychological
assumptions underlying economic theory, promising to reunify
psychology and economics in the process. Reunification should lead to
better predictions about economic behaviour and better policy

prescriptions.’ (Camerer, 1999)
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Behavioural economics is defined as a commitment to empirical testing of the
neoclassical assumptions of human behaviour (Simon, 1987). It emerged as a sub-
discipline of economics. The traditional classical and neo-classical economics rest on
assumptions that people have rational preferences and maximise utility based on full
and relevant information. Economics has not simply been the study of the allocation of
scarce resources but rather has been the study of the rational allocation of scarce
resources (Simon, 1983). Economics, according to Ely (1930), is the science which
treats of those social phenomena that are due to the wealth-gaining and wealth-using
activities of a man. It is well known for its analytic approach, where great emphasis is
placed on mathematical model and formulation. Individuals, according to economists,
are bound to behave in a way that could maximise their utility or self-interests. This
principle of optimisation can be seen as the main pillar of economic theory.
Optimisation is a central principle of not only physical science but also social science

(Bordley, 1983).

Earlier, the psychological approach was linked to classical economics where
explanations of human’s behaviour focused more on the perspectives of utility and
psychology. However, during the neo-classical economics era, the psychological
approach was neglected, which then led to unforeseen mistakes and errors. According to
Simon (1983), traditional economic theory assumes an individual as an ‘Economic
Man’; a rational individual who has knowledge of every aspect of his environment, is
well-organised with a stable system of preferences and good at calculation; all of these
criteria enable him to reach the highest point on his preference scale.

Humans are seen as behaving rationally in fulfilling their self-interest and will only
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settle for the best. The Economic Man is described as being rational in the pursuit of
his self-interest, implying that individuals behave in order to maximise utility
(Herrnstein, 1990a). Rational behaviour itself is behaviour that maximises utility and

this utility can be equally substituted with pleasure or well being (Rachlin, 1980).

Criticisms have been made of this theory, as humans are believed to behave irrationally
when it comes to making decisions. They are limited by a number of constraints; thus
the economist’s view on rationality and optimisation are said to be misleading. Rachlin
et al (1976) argue that if basic axioms of demand theory like ‘more is better than less’
are not even consistently observed in animal behaviour studies, these principles are
likely to be even more inappropriate in the context of human behaviour. Sen (1987)
states that mainstream economic theory, subscribing to the maximisation of self-
interest, ignores people’s role as free agents in which they are not always maximising
their individual well-being. Economics has traditionally been concerned with what

decisions are made rather than how the decisions are made (Simon, 1982).

According to economists, a theory is a body of mathematical tools and theorems, whilst
to psychologists, a theory is a verbal construct that organises experimental regularity
(Camerer, 1999). Herbert Simon in the 1950s took a step in reunifying psychology and
economics. Cognitive psychology was then brought back to shed these arguments and
created interests to the economic theory. Theories of bounded rationality were then

introduced by Simon (1957) as theories that incorporate constraints of the information-
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processing capabilities of the individual. According to this theory, people do make
rational decisions but within certain limits and these limitations include time, money,
information, and so forth. Economic concepts are applicable and significant in
behavioural analysis. Similarly, the behavioural approach can be applied meaningfully
in economic studies. Thus, a combination of both concepts and theories employed could
lead to a greater understanding of the interaction between behaviour and the economic
variables and is held to be able to explain human behaviour, with promising findings

and outcomes.

Behavioural economics was established on the basis of psychology and economics with
the intent to investigate actual human behaviour constrained by their bounded
rationality (Simon, 1987). It combines the theory of economics with the content of
operant psychology (Winkler and Burkhard, 1990) in an attempt to explain the theory of
economics with psychologically and cognitively approach. It lies between the
disciplines of pure economics and psychology. The two principal objectives for
bringing psychology into economics are broadening the behavioural basis of economic
analysis and expanding the limits of applicability of economic theory (Albanese, 1988).
Behavioural economics refers to the area of economic research concerned with
predicting and controlling human behaviour (Kagel and Winkler, 1972) and reveals
human limitations and complexities in its investigation and experiments. It promises
empirical techniques and findings in the pursuit of understanding and predicting how
consumers allocate the available economic resources for purchase and consumption

(Pratt 1972). Laboratory experiments have been widely accepted and employed by most
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behavioural economists (e.g.Kagel and Battalio, 1980, Kagel et al., 1975 , Lea, 1978,
Battalio et al., 1981, Kagel et al., 1981) These studies have been used in interpreting
human economic behaviour as the strong similarities between non-human animals and
humans behaviour in consumption were revealed through these experiments. Rachlin
(1980) states that the behaviour of non-human animals conforms to empirical law of
economics or the law of demand. Nevertheless, these experimental techniques have
been criticised as being too artificial and easily manipulated. Lea (1981) argues that
artificial experimental techniques could cause excess formalism, with laboratory
settings being constructed as an over-simplified economy where animals as subjects can
be easily manipulated to behave following the researcher’s request. Furthermore, as an
animal’s behaviour is constrained by its ecological niche, the task and choice problems
in the experiment are designed to be compatible with the organisms’ biological

characteristics (e.g. lever pressing for rats and key pecking for pigeons).

Several tests, therefore, have also been conducted in an experimental economic system,

called token economies. Token economies are ‘simple, small, closed economic systems’

(Winkler, 1980). They are similar to laboratory environments in terms of the researchers’

degree of control of the variables. Token economies were used when a number of

respondents lived in a controlled economic environment for a specific period of time and

were given tokens for work performed which were in tumn exchangeable for present and

future consumer goods (Battalio et al., 1974). These tokens were then used by them as a

symbol of money to exchange for purchasing goods. The system closely corresponds to the

economist’s concept of an economic system where tokens are money, token payments for

work performed are wages and the exchange rates in tokens for consumer goods are the
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prices of these goods (Battalio et al., 1974). The advantages of this token economy system
are that the relative simplicity of economic structure, small size and routine maintenance of
controls in such environments facilitate the control and measurement of observational
errors in conducting such a test through the design of data collection procedures and allow
for the direct participation of the data users in the collection of primary observations
(Battalio et al., 1973b). This controlled environment also permits the manipulation of
variables to determine the basis of consumer behaviour (Kagel and Winkler, 1972). In fact,
token economies have been widely used for behaviour modifications, psychological
operations and drug abuse control (Kazdin and Bootzin, 1972, Winkler and Burkhard,
1990, Hursh, 1993). For example, Kazdin (1981) found that monetary incentives given as a
token reinforcement could reduce absenteeism, while Hursh(1993) states that the demand
of illicit drugs could be decreased if therapy drugs are given during a medication period.
Comments have been made on the fact that the experiments conducted in a token economic
system originally initiated as a therapeutic environment for psychiatric patients.
Nevertheless, the fact that token economies were originally developed by psychologists and
have been primarily used for the purpose of establishing therapeutic environments does not
change the logical structure of the answer to the question of the extent to which the
variables and relationships studied in token systems can be generalised to national
economies (Battalio et al., 1973b). Furthermore, the empirical relationships discovered in
therapeutic, controlled environments are quite similar across environments containing
radically different populations (Kazdin and Bootzin, 1972). These relationships do not
contradict the national economic system data. Furthermore, these controlled economic
environments have been successfully established specifically as research environments

designed to investigate socio-economic behaviour using volunteer subjects in the full
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knowledge that they are participating in a research programme (Bigelow and Emurian,
1974). Hence, it has been proven that these environments can be used for the experimental

analysis of behaviour.

At the end of the 1970s, animals and human laboratory experiments were conducted by
behavioural economic researchers to observe economic variables such as price and sources
of reinforcement on the humans’ behaviour (Madden, 2000). In fact, several components of
economic theory such as downward sloping demand curves could predict non-human
animals’ behaviour accurately (Kagel and Battalio, 1980) as they explain and predict
behaviour measured by rates of both the response and reinforcement. Behavioural
economic concepts have proven to be advantageous in understanding the environmental
control of behaviour for a variety of commodities in closed systems and the factors that
control the allocation of behavioural resources among available reinforcers (Hursh, 2000).
It elucidates behaviour through differential reinforcement and provides a framework to
analyse behaviour (Berry and Kunkel, 1970, Foxall, 1999). It has been used successfully in
examining consumer brand choice in a natural setting (Foxall and James, 2003, Foxall and
Schrezenmaier, 2003, Foxall et al., 2004, Oliveira-Castro et al., 2005, Foxall et al., 2006,

Foxall and James, 2001), thus initiating this research, adopting the same approach.
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4.1.1 Rationality and optimisation

Rational choice theory has long been a paradigm and central concern in economics. It is
used as a framework for understanding economic behaviour. Traditionally, economists
assume that human beings act and behave logically and rationally in order to maximise
their self interest. It posits that, like Economic Men, all humans use full and relevant
knowledge of their environment to maximise their subjective utility rationally for their
self-interest (Simon, 1955, Rachlin, 1980, Herrnstein, 1988). Humans are capable of
making a rational decision and to behave accordingly based on the assumption that they
know exactly their preferences and what they are obtaining. Hence, individuals who act

in a non-optimising way are considered to be irrational.

The underlying theory of the traditional economy is rationality and optimisation.
Humans are capable of reasoning. After weighing up the costs and benefits of possible
alternative courses, people behave accordingly (Vaughan and Herrnstein, 1987). The
rational man of economics is a maximiser, who will settle for nothing less than the best
(Simon, 1982). An individual is believed to always opt for the best alternative that
yields the utmost satisfaction (Coleman, 1973). According to Hermstein (1970) and
Rachlin et al (1981), all behaviours can be inferred as choice. Choices, according to
economists, are made with the objective of maximising utility or with the highest
immediate return. Optimisation or maximisation takes place when individuals allocate

their responses to the alternative which has the greatest overall return, irrespective of
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which has the higher immediate return (Tunney and Shanks, 2002). ‘Homo
Economicus’ or Economic Man is presumed to be organised, and to have full
knowledge about his environment and skills in computing to reach the highest point on
his preference scale (Simon, 1955). An Economic Man is described as wholly free,
unsocialised, entirely self-interested, and not constrained by norms but only rationally
calculating to further his own self-interest (Coleman, 1986). Rational choice, according
to economists, is applicable to all human beings. As the term rationality is similar to
consistency, a rational man’s choices are consistent with one another (Sugden, 1991). In

other words, every decision made is determined by the individual’s preferences.

Rationality denotes a style of behaviour that is appropriate to the achievement of given
goals, within the limits imposed by given conditions and constraints (Simon, 1983). The
rational choice concept indicates that individuals make a choice by maximising utility.
Utility itself is really subjective, cannot be measured or observed and rationality is
hence, a mere interpretation of behaviour (Hermstein, 1990b, Lewin, 1996). Baum
(1981) described maximisation behaviour as an individual maximising his satisfaction
or happiness within specific constraints. It ignores the emotional aspect that contributes
to human behaviour, as humans are assumed to know exactly what they want with fixed
preferences. This rationality concept of neo-classical economic models is criticised for
being too unrealistic and inflexible. It is said to be strictly normative without any
explanation about the process (Staddon, 1980, Hinson and Lockhead, 1987).
Furthermore, in reality, humans daily economic behaviours are in fact irrational as they

fail to yield optimum returns, which Watson (1986) relates to impulsive purchasing
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where consumers tend to change their choices and preferences instantly. The theory
lacks an understanding of consumer motivation. As Simon (1955) points out, people
might be rational but only in certain actions, and thus act irrationally and emotionally in
others. In fact, consumers who tend to change their preferences or engage in impulse
purchasing or compulsive purchasing could be categorised as irrational. In an analysis
of real human choice behaviour, the rationality assumption is at best unproven,
generally unhelpful and sometimes clearly false (Lea et al.,, 1987). In everyday life,

human choices are not always made by maximising their utilities (Rachlin et al., 1976).

The rationality theory is criticised as being too normative and explains the actual behaviour
poorly (Herrnstein, 1990b). Humans are limited in acting rationally due to their limited
capabilities in processing information and solving complex problems, as humans always
intend to make rational decisions and are goal-oriented, but due to cognitive limitations,
they often fail to do so. Cognitive limitations impose limits on a decision maker’s ability to
adjust to his or her environment. Rather than maximising or optimising, humans tend to
make satisficing choices in complex situations and are seen to opt for a satisfactory rather
than the best decision. It is therefore decided that a model is needed ‘to replace the global
rationality of economic man with a kind of rational behaviour that is compatible with the
access to information and the computational capacities that are actually possessed by
organisms, including man, in the kinds of environments in which such organisms exist’
(Simon, 1983). Maximisation, optimisation, rational and irrational are descriptions of

behaviour rather than descriptions of the mechanisms underlying behaviour as, behaviours
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can be rational but not necessarily rational in the sense of being consciously-reasoned

through and vice versa (Lea et al., 1987).

4.1.2 Bounded Rationality and Melioration

Theories of rationality are limited in terms of the risk and uncertainty, incomplete
information about alternatives and complexity in the cost or function or other
environmental constraints (Simon, 1982). Simon (1955) developed ‘bounded rationality’
theory and highlighted the limited capabilities of human beings in making decisions and
solving problems. Theories of bounded rationality incorporate constraints on the
information-processing capacities of the actor (Simon, 1983). Humans are well-known to
have limited cognitive capabilities and therefore are often incompetent in processing
information and solving especially complex and difficult problems. Simon’s ideas of
bounded rationality and satisficing contribute to the understanding of consumer research.
Literally, limitations to rationality derive from factors such as risk and uncertainty,
incomplete information about the alternatives and also complexity in other cost and
environmental constraints (Simon, 1983). In making decisions, humans are faced with
constraints or limitations and these could be session constraints, time constraints, ratio
constraints, interval constraints and others which most of them are often environmental
constraints; imposed from outside and humans have no control over them (Rachlin et al.,
1981). Instead, humans should be acknowledged as to be engaged in satisficing rather than
optimising search behaviour. Satisficing itself is referred as a mode of decisions where

satisfaction is the objective rather than maximisation.
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Since man is a developing animal, a learning animal and a social animal, it would be absurd
to assume that the preferences of any members of any household remain unchanged over
time and unaffected by their environment (Green and Rachlin, 1991). Herrnstein (1990b)
introduced ‘melioration’ which is defined as the process in which a difference between
local rates of reinforcement leads to a continuous change in the distribution of behaviour in
the direction of an equality of local reinforcer rates (Davison and McCarthy, 1988).
According to the theory of melioration, organisms shift preference in favour of the
alternative that provides the highest return (Tunney and Shanks, 2002). Behaviour is likely
to be a random switching between alternatives. Humans make choices more on an ongoing
basis based on the reinforcement rates. In fact, the switching among all brands made by
most consumers is suggestive of both matching and melioration (Foxall, 1999). Tastes and
preferences of an individual change, although the individual may have complete
information. The individual will switch to other alternative when the current reward is no
longer the highest. In other words, melioration is a molecular mechanism that attempts to

describe behaviour moment by moment (Herrnstein, 1997).

The principle of melioration can be described by the example of a student doing an
assignment or coursework with a deadline for submission. The student is expected to focus
and give full attention on the assignment given. Along the way, distractions come in
different forms such as watching television, going to a movie, dating, sleeping, etc. As long
as the student has the interest and motivation in the assignment, working on the assignment

would be the top priority and these distractions might be rejected. This situation may be
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seen particularly when it is near to the deadline. However, at certain times, the student
might shift his/her attention to these distractions rather than concentrating on writing the
assignment, particularly when the level of motivation is low and the deadline is still a long
way off. The student might choose to see friends or watch movies instead with the intention
of paying attention to the assignment later on that day. The shift of attention of the student
is based on the reinforcement rates, which in this case would be having good grades,
pleasure or having fun. Melioration explains the human’s behaviour by recognising that the

best alternative will be chosen through changing preferences accordingly.

The local reinforcement rates are indeed the key variables in melioration (Herrnstein,
1997). If one reinforcement is better than another, humans would tend to choose the first
one and continuously shift from one alternative to the other as long as it is better than the
other. The notion of melioration is simply a restatement of the principle of reinforcement
itself: other things equal, more reinforced responses occur more often than less reinforced
responses where a rise or a fall in the reinforcement of a response causes the rate of
occurrence of the response to change in the same direction (Herrnstein, 1997). At any point,
an individual is believed to choose an alternative with the highest reinforcement rate.
Melioration is sometimes described as the behaviour mechanism underlying the matching
relation (Hermstein and Vaughan, 1980). In fact, melioration and matching can attain
suboptimalities in the case of distributed choice where one’s allocation of choices affects
the returns obtained from the alternatives (Herrnstein, 1990a, Herrnstein and Vaughan,
1980, Herrnstein, 1990b). Therefore, melioration implies matching. It differs from
economic optimisation as optimisation involves maximising the total utility, which includes

the future utility. Melioration in contrast, is about choosing the highest reinforcement rate
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at that particular time and future considerations are not included. It is a process in which a
difference between local rates of reinforcement lead to a continuous change in the
distribution of behaviour in the direction of an equality of local reinforcer rates (Davison

and McCarthy, 1988).

4.1.3 Substitutability and Matching

It has been shown by Ehrenberg (1988) that most consumers are multi-brand purchasers
and only comparatively few purchasers are 100% loyal to a certain brand. These multi-
brand purchasers are said to be searching for benefits which can be gained from other
substitutable brands that have almost similar physical features and formulation.
Substitutability in consumer and marketing terms is understood as occurring when two
different goods can be substituted for one another. As Rachlin(1989) states, the idea that the
value of a commodity is determined by its interdependency with other available goods lies
at the heart of the issue of substitutability. Consumers can easily switch their preference to
another product which they perceive as equal in terms of utility outcomes. Hence, in
economic analysis, two commodities, x and y are substitutes if a reduction in the price of x
leads to an increase in the quantity demanded of x and a decrease in the quantity demanded
of y (Foxall et al., 2010). The degree of substitutability between goods, or reinforcers, can
be affected by the extent to which they are qualitatively similar or dissimilar (Green and
Freed, 1993). Literally, goods or products are substitutable when both items are
qualitatively similar and share the same functions. However, there are qualitatively similar

items that are less substitutable or qualitatively dissimilar items that can be substitutable.
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Most choices in real life are between tennis balls and oranges rather than Coca Cola and
Pepsi, i.e. between qualitatively similar yet functionally dissimilar goods rather than

qualitatively and functionally similar goods (Green and Freed, 1993).

The substitutability of commodities is influenced by the immediate availability of the
alternative reinforcer, as if one reinforcer is not immediately available, substitutability for
the second one would be lower (Green and Freed, 1993). Similarly, substitutability is also
affected by the open or closed economy (Hursh and Baumann, 1987). Closed economies
are described as situations where consumption is restricted to what is earned by a subject in
interaction with the schedule of reinforcement (Hursh, 1984). An example of a closed
economy can be clearly seen in a token economy where subjects are given tokens to be
used as currency to purchase certain items. In order to acquire these tokens, these subjects
are required to perform certain tasks and follow specific regulations. Conversely, in open
economies, subjects are given more freedom and will be given free food and other
reinforcers in between or after session; therefore they do not have to work harder once the
‘price’ goes up in the session itself (James, 2002). Hence, price elasticity is normally
higher in open economies than in closed economies, as subjects learn that they do not have
to strain themselves to earn more food during the sessions: the experimenter provides a

substitutable source of supply outside the session (Hursh and Baumann, 1987).

In the theory of consumer demand, indifference curves can serve to represent preferences;

thus, interest in indifference curve is secondary to interest in demand curves (MacCrimmon
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and Toda, 1969). The substitutability of two commodities can be explained by the contour
of the indifference curve. According to the authors, the theory of indifference curve was
developed by Francis Ysidro Edgeworth, Vilfredo Pareto and others in the early years of
the 20" century and typically assumes that (1) indifference curves slope downward from
left to right (negative slope); (2) the curves do not intersect as consumers will always prefer
to have more of either good than less and finally; (3) the curves are convex, as when
consumers have less and less of one good, they require more of the other good to
compensate. If a consumer prefers two products equally, then the consumer is indifferent
about the two products and will get the same level of satisfaction or utility from either
product. An individual is said to have no preference for any points along the indifference
curve; hence the slope of this curve illustrates the substitutability of the products
(Schrezenmaier, 2005). The shapes of the indifference contours depend on the
substitutability between the traded commodities; the more substitutable the commodities
are, the flatter the indifference contours will be, and the less substitutable the commodities
are, the more bent the contours will be (Rachlin, 2003). If the curves are convex, this
indicates that consumers are willing to give up one good in exchange for more of the other
good. If the goods are perfectly substitutable, the curves will be parallel lines and if the
goods are perfect complements, then the indifference curves will be L- shaped. Therefore,
the contours for coffee and tea would be flat whereas the contours for coffee and apples
would be steeper or bent. In other words, the better substitutes the products are, the

straighter the indifference curve.

The possibility that matching analysis reveals the degree of substitutability,

complementarily and independence among economic commodities has a considerable
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history in behavioural economics (Foxall et al., 2010). Rachlin (1982) states that the
matching law, an economic law, serves as a measure of preference and substitutability of
goods. Perfectly substitutable and complementary products are located at the end of this
continuum respectively, with independent products lying in the middle point between both
(Romero et al., 2006, Schrader and Green, 1990). As one good can substitute another,
customers can trade off one good for the other, particularly when the price for either one
increases. Coca-Cola, for example, can be substituted with Pepsi or other sodas for a thirsty
person. In contrast, complementary products are goods that have to be consumed with
another. For example, coffee and sugar are complementary products that need to be
consumed together. A reduction in the price of x leads to an increase in the quantity
demanded of both x and y for complementary commodities, whereas commodities are
independent if a change in the price of x has no effect on the quantity demanded of (Foxall
et al., 2010). In summary, the more functionally similar the goods, the more exchangeable

these goods could be.

4.1.4 The Matching Law

Rachlin et al (1981) state that all behaviour is choice behaviour; hence, the objective of
behavioural psychologist is to predict behaviour in making choices. Herrnstein’s General
Matching Law (1970) predicts that organism will ‘match’ their behaviour to the relative
returns from the environment, rather than maximise, or exclusively selecting the option
with the highest rate of return. In fact, this is a departure from the traditional economic

theories of consumption that equate maximisation assumptions with rationality
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(DiClemente and Hantula, 2003). Matching is a relationship between a pattern of
behavioural choices among alternatives and the pattern of reward to which those choices
lead (Foxall, 1999). It is a theory of choice; therefore matching is also defined as the
tendency of individual organisms to allocate responses among alternatives in proportion to
the reinforcement obtained from each - is a well-documented phenomenon of both non-
human and human responses in experimental contexts (Davison and McCarthy, 1988). In
other words, the matching law states that relative amount of behaviour, measured in terms
of rate of response or time spent, matches the relative rate of reinforcement on alternatives

(Pierce and Epling 1983).

Matching law is not a matter solely of understanding or predicting the actions or behaviours
of the subject solely, but the proportion of time spent in doing the actions or activities. We
know that in a park, a child is faced with choices of using a see-saw, swings, slides or even
monkey bars. Matching law is concerned not with which playground equipment a child
would choose, but more on the time spent by the child on each of the pieces of equipment.
If an interval of time may be divided into more than one alternative activity (that is, if
behaviour is free to vary), animals (non human and human alike) will allocate their
behaviour to the activities in exact proportion to the value derived from each (Hermnstein,
1997). The rate of responding is similar or equal to the reinforcement rate; therefore,
matching is about equality. The matching law is able to explain and interpret even complex
behaviours. It has been utilised as a rule of human choice in a wide variety of settings
(McDowell 1988, Baum, 1975, Pierce and Epling 1983, Conger and Killeen, 1974,
Schroeder and Holland, 1969). It helps us to understand the reasons why a human being is

unable to resist temptation, and thus does not make a better choice of action which would
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be beneficiial in the long run. Humans are known to be continuously facing various
altenatives: to be chosen. These alternatives come with different qualitative reinforcers
which then require a different kind of actions or responses. The matching law is a
quantitative formulation describing a proportional relationship between the allocation of an
organism’s. behaviour to two concurrently available response options on the one hand and
the distribution of reinforcement between the two concurrent behaviours on the other hand
(Herrnsteim, 1961). In other words, a person will distribute his/her behaviour or action

towards the available alternatives at the same ratio with the available reinforcements.

( A
Behaviour Bl = N1 Number of
Alternatives 9 B2 N2 - Reinforcements
\ J
or
Bl = N1
Bl + B2 N1 + N2

In this equation, B represents overall rate of response on respective alternatives and N
represents overall rate of obtained reinforcement on the same alternatives. The matching
law provides a useful approximation of the relation between the distribution of

reinforcements and the allocation of behaviour (Myerson and Hale, 1984). In order to
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obtain accurate predictions from matching law, the estimation of the number of
reinforcements and how these reinforcements can be affected by changes in both the

response rate and amount/length of time must be determined.

Historically, the matching law has been experimented with in the laboratories using
animals. Animals such as pigeons and rats are given choices in pecking between key X and
key Y; each offers different amount of food pellets. The results indicated strong evidence
that these animals distribute their responses on both X and Y in proportion to the relative
rate of reinforcement according to the distribution of reinforcement as per the matching
law. The same outcome has also been demonstrated with humans. The matching law has
been confirmed with humans under a variety of circumstances (Pierce and Epling 1983).
For example, matching has been reported with humans pressing buttons for money in a
situation directly analogous to the typical animal experimental situation (Bradshaw et al.,
1976) with subjects engaged in vigilance tasks (Baum, 1975, Schroeder and Holland, 1969)
and with people conversing in small groups (Conger and Killeen, 1974). Nevertheless,
these experiments have been conducted under tightly-controlled experimental conditions.
Little attention has been given to its practical application. There are indeed attempts at
describing the naturally-occurring behaviour-environment interactions by applying this law.
For example, a study on severe behaviour problems to assess matching relations in the
natural environment (Martens and Houk, 1989) and evaluation of time allocation between
communication and problem behaviour in an individual with Down’s syndrome (Oliver et
al., 1999). The outcomes demonstrate that problem behaviour and communicative

behaviour do also correspond to the reinforcement distribution in the matching law.
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Hermstein’s (1961) initial discovery was that when animals are presented with two
opportunities to respond (pecking key A or key B), each of which delivers either reward or
reinforcement(access to food hopper) on its own variable interval (VI) schedule, they
allocate their responses to A and B in proportion to the rates of reward available in A and

B. In other words,

B./(B.+ B,) = R,/ (R + R,)

(deVilliers and Hermstein, 1976)

Bx represents the response rate and Rx represents the reinforcement rates. When
graphically presented, the ratio of B on one axis and R on the other, a 45° diagonal line

from the origin displays matching (James, 2002).

This equation is referred to by Herrnstein as matching, and presents a useful framework for
the analysis of consumer purchasing behaviour. Baum (1974) later proposed the matching

law as

By+By = bR« / R, )’
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where B is the response, R is the reinforcement, b represents bias and s represents
sensitivity (Baum, 1979). b or bias represents the intercept and it is considered to be absent
when the above equation is re-expressed in logarithmic form. Bias is the result of a
deficiency in experimental design rather than a shortcoming of the experimental subject; it
represents a failure to take account of all of the independent variables that influence
preference and declines as relevant independent variables are increasingly taken into
account (Baum, 1974). The value of b when it is deviated from unity shows a preference for
one alternative or choice from the others regardless of the rates of reinforcement where else
a value of b greater or less than one indicates that ‘preference is biased by some unknown,
but invariant, asymmetry between the alternatives’ (Baum, 1974) providing that the
reinforcement rates for each responses are equal. Principal sources of bias are undetected
response costs imposed in the case of one alternative but not the other(s), such as an
additional effort required to shift one lever in an experiment, and a qualitative difference
between reinforcers, such as an unanticipated additional value accorded to one reinforcer
but not to the rest (Baum, 1979, Pierce and Epling 1983, Davison and McCarthy, 1988). In
a marketing context, bias may result from the positioning of alternative brands within the
supermarket, the positioning and space allocated to different brands on the shelves given
over to the product category, the positioning of substitute and complementary products,

stock-outs and so forth (Foxall and Schrezenmaier, 2003).

The parameter s (slope) of Generalised Matching Law resembles the measure of

substitutability (Rachlin, 1980, Rachlin, 1982, Green and Freed, 1993, Foxall, 1999). The
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slope of s = 1 denotes a perfect substitutability; therefore, when there is an increase in
product X’s price, we can see an increase in the demand for product Y. Matching is found
when both reinforcers are substitutes (Davison and McCarthy, 1988). In fact, matching
requires both perfect substitutability and the exclusive control of behaviour by the nominal
reinforcement frequencies (Heyman, 1996). Sensitivity is in fact, a measure of under-
matching or over-matching. A deviation from perfect matching shows individuals favour
richer when s > 1 or individual favour poorer when s < 1 (Foxall et al., 2010). A subject is
said to be exhibiting wnder-matching when it disproportionately chooses the leaner
schedule of reinforcement where the s slope is less than one (s < 1). This occurs when the
response rate is lower than the reinforcement rate. Fisher and Mazur (1997) state that the
most common explanation for under-matching is that subjects switch back and forth too
frequently because the apparatus may accidentally reinforce switching. Davison and
Jenkins (1985) claim that under-matching could occur when subjects fail to detect which of
the responses produce each reinforcer. On the other hand, the behaviour of a subject who
disproportionately chooses the richer schedule of reinforcement is then exhibiting
overmatching or s > 1. It occurs when the responses are greater than the reinforcement
proportion. Hence, the behaviour allocated is more than the reinforcement earned. Low
sensitivity to reinforcement schedules may arise because the subject is unable to
discriminate between the alternatives sufficiently well, particularly if there is no delay in
reinforcement when responses are allocated to a new choice (and are therefore, controlled
by a different schedule), and because rates of deprivation differ between the schedules
(Baum, 1974, Baum, 1979). Over-matching is sometimes observed when there is a

substantial penalty for switching between alternatives (Fisher and Mazur, 1997).
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Anti Matching on the other hand, is the opposite of matching, whereby two items are
not substitutable with each other; in fact, they are independent from each other
(Schrezenmaier, 2005). An example is the case of wine and cola, where purchases for
each drink do not affect each other, shown by Foxall and James (2001). Herrnstein
agreed that matching would not be expected with qualitatively different reinforcers or

with qualitatively different response requirements (Kagel et al., 1995).

As Williams (1988) stated, the generality of the matching relation has been confirmed
by a large number of different experiments and these studies have shown matching, at
least to a first approximation, with different species (pigeons, humans, monkeys, rats),
different responses (key pecking, lever pressing, eye movements, verbal responses) and
different reinforcers (food, brain stimulation, money, cocaine, verbal approval) where
apparently, the matching relation is a general law of choice. Nevertheless, it should be
noted that matching law should not only be used in experimentation. As Pierce and
Epling (1983) note, comparison of the supporting and disconfirming evidence suggests
that the matching law can be extended to an analysis of human behaviour (....) With a
more extensive analysis of stimulus control and reinforcement scheduling in choice
situations, it will be possible to assess the generality of the matching law in accounting
for diverse aspects of human behaviour. Moreover, it is reasonable to suppose that
lawful relationships between response rate and reinforcement rate or between time
allocation and reinforcement rate that are discovered in laboratory experiments also
hold in natural human environments (McDowell 1988). Foxall and his colleagues have
applied the matching law and have demonstrated its significance to their study of

consumer brand choice in a supermarket setting (Foxall and James, 2003, Foxall and
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Schrezenmaier, 2003, Foxall et al., 2004, Foxall and James, 2001) which has initiated

this research.

4.1.5 Schedules of Reinforcement

Schedules of reinforcement provide a procedure for the experimental analysis of choice
behaviour (Pierce and Epling 1983). In operant conditioning, schedules of reinforcement
are a crucial element. Typically, reinforcement is designed to increase the probability of
repeat behaviour. The rate of responses is highly affected by the time and frequency
behaviour is reinforced. Schedules of reinforcement are divided into two types: continuous,
and intermittent or partial reinforcement. Continuous reinforcement is when the behaviour
is reinforced constantly. Continuous reinforcement is usually used at an early stage of an
operant conditioning experiment to familiarise the organism with the basic ground rules of
the experimentation. This reinforcement is usually provided promptly and consistently in
order to work. Conversely, intermittent or partial reinforcements are when behaviour is

reinforced only part of the time. There are four schedules of partial reinforcement:

1. Fixed-ratio schedules, where a response is reinforced after a specific number of

responses.

2. Variable-ratio schedules, where a response is reinforced after an unpredictable or

random number of responses.
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3. Fixed- interval schedules, where a response is rewarded after a certain amount of
time has elapsed.
4. Variable-interval schedules, where a response is rewarded after an unpredictable or

random amount of time has elapsed.

A situation in which behaviour is free to alternate continuously between two or more
alternatives and in which consequences for choosing each alternative occur occasionally is
called a concurrent schedule of reinforcement (McDowell 1988). Concurrent schedules of
reinforcement to assess animal and human choices have been widely used in behavioral
psychology (Pedersen and Jensen, 2007). In operant conditioning, concurrent schedules of
reinforcement are used where the non-human or human subjects are able to give a response
to the simultaneously available reinforcement. A rat in an animal experimentation, for
example, is given two available options of key levers to be pressed. Experiments using
concurrent schedules are designed to elucidate how subjects allocate their choices among
the two or more simultaneously and continuously available reinforcement (Mazur, 1991).
Concurrent schedules are favoured by researchers as observation and evaluation can be
made as to how subjects allocate responses between two reinforcers and how a manipulated
response affects other concurrent responses. In fact, concurrent schedules can function as a
measure of an individual’s preference for one reinforcer over another (Fisher and Mazur,
1997), as it is beneficial to be related to real- world human consumption as consumers are
always faced with various alternatives when purchasing. It is utilised particularly when the
subjects need to distribute their choices by switching back and forth between the options,
such as purchasing in a supermarket (Schrezenmaier, 2005). Much research on concurrent

variable-interval variable-ratio (VI-VR) schedules has measured time spent at a schedule
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(for the interval schedule) and numbers of responses given (for the ratio schedule) at the
same time (Hermstein and Vaughan, 1980). These types of schedules are therefore perfect

for studying choice situations.

Hermstein’s discovery of matching law was through the study of non-human animals in the
laboratory experiment where the subjects were exposed to concurrent variable-interval (VI)
schedules of reinforcement. Pigeons as experimental subjects were required to peck buttons
with food as the rewards or the reinforcer. Each peck on the buttons was reinforced on VI
schedules of reinforcement. The pigeons allocated their pecks to the button in proportion to
the reinforcer (food) obtained. The VI schedules coordinates in a way that a reinforcer is
delivered immediately after a response. Under a variable-interval schedule, an interval time
must elapse since the last reinforcer was delivered and after the interval is over the next

response is reinforced (Herrnstein, 1997).

Concurrent schedules of reinforcement to assess choices of animals and humans have been
widely used in behavioural psychology (Rachlin et al., 1976, Green and Rachlin, 1991).
The effectiveness of the matching law has been confirmed by applying concurrent
schedules of reinforcement which includes both variable interval (VI) and variable ratio
(VR) schedules (Schroeder and Holland, 1969, Conger and Killeen, 1974, deVilliers and
Hermstein, 1976, Pierce and Epling 1983). The concurrent variable-interval (conc VI VI)
schedule has been used most in Hermstein’s matching law, where these schedules, working
independently are important for the experimental measure of choice (Pierce and Epling

1983). Nevertheless, Hermstein and Vaughan (1980) suggested that concurrent variable-
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ratio (VR) schedules are more applicable to real human consumption as they provide
reinforcement based on the numbers of responses emitted and are closer to real-world
situations. Although most research on matching and maximisation has been undertaken in
laboratory settings which incorporate VI schedules, VR schedules are more probable in
naturalistic settings (Foxall et al., 2004). Furthermore, variable ratio (VR) schedules obtain
higher response rates than variable interval (VI) schedules (Hermstein, 1964, Hermstein,

1970).

4.2 Behavioural Perspective Model

Consumer behaviour is so complex that no single scientific theory is able to explain it in
detail. (Foxall, 1990, Foxall, 1997) developed a useful model; the Behavioural Perspective
Model (BPM) as a framework for behavioural analysis. The Behavioural Perspective Model
interprets consumer behaviour as occurring at the intersection of the individual’s learning
history and the consumer setting, which signals utilitarian and informational consequences
associated with consumption-related responses (Foxall et al., 2006). It is developed as a
useful framework in integrating consumer research with behavioural principles (Foxall,
1990, 1997). Foxall (1998) summarises the model as portraying the rate at which consumer
behaviours take place as a function of the relative openness of the setting in which they

occur and the informational and utilitarian reinforcement available or promised by the

setting.
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The BPM adapts Skinner’s three-term contingency of the operant conditioning
paradigm by providing both environmental and situational perspectives to the analysis
of consumer’s purchasing behaviour or in other words, it is based on the interpretation
of environment-behaviour relationship. The behaviour itself as a dependant variable is
influenced by the learning history or past experience along with the setting and the
possible later consequences. It portrays the rate at which consumer behaviours take
place as a function of the relative openness of the setting in which they occur and the
informational and hedonic reinforcement available in or promised by the setting (Foxall,

1992).
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choices or responses and options to leave if desired. Examples are consumers buying

groceries in a supermarket or ordering meals in a restaurant.

On the other end of the spectrum, consumers are less free with regards to choices, in a
closed setting situation. Schwatrz and Lacey (1988) describe a closed setting as being
where only a few reinforcers are available, and usually, only one has special salience;
the experimenter (behaviour modifier) has control over conditions of deprivation and
access to reinforcers; there is only one, or at most a few, available means to the
reinforcers; the performance of clearly defined, specific tasks is reinforced, the
contingencies of reinforcement are imposed and varied by agents not themselves being
subjected to the contingencies; and there are no effective alternatives to being in the
situation. Patients waiting for a dental treatment or in a surgery are considered as being
in a closed setting where certain behaviour is expected or imposed on them, such as

sitting and waiting quietly in that place.

The learning history, which is the other element of the BPM relates to the past
experiences or consumption history that a consumer has had before which might
influence them in predicting the most likely consequences to occur in that situation.
Learning history is determined by the consumer behaviour setting, which also shapes
and moulds the consumer’s individuality in making a decision. Both the consumer
behaviour setting and learning history signal the possibility of three consequences;
utilitarian reinforcement and informational reinforcement as well as the aversive

consequences. Consumer behaviour is simultaneously reinforced and punished:
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reinforced as it produces ownership and satisfaction but punished at the same time as it
involves surrendering money (Foxall, 1996). Reinforcement refers to the strengthening

of the act or response, whereas punishment suppresses the behaviour.

Utilitarian reinforcement is the functional and economic benefits of a product derived
by either purchasing, consuming or owning the product itself (Foxall et al., 2010). The
convenience of having a mobile phone for example, is that it allows one to be easily
contacted regardless of time and location. Informational reinforcement, in contrast, is
the symbolic meaning hidden in a product involving social status, self esteem and
satisfaction, often mediated from other’s responses. The benefit of having ‘the world at
the fingertips’ by owning a tablet computer like iPad could also resemble a prestige and
status symbol. The aversive consequences, on the other hand, play a role in reducing the
tendency of repeated further behaviour or obtaining other products. Surrendering more
money when buying an iPad, for instance, will deprive the purchaser of the chance of
purchasing other items at that particular time. Foxall (1999) states that all products and
services contain elements of utilitarian, informational and aversive consequences. As
the behavioural setting scope can vary from highly open and highly closed, the
reinforcement aspects in the BPM also can deviate from high to low for both

informational and utilitarian reinforcement.

The probability of purchase and consumption depends on the relative weight of the
reinforcing and aversive consequences that are signalled by the elements in the

consumer behaviour setting (Alhadeff, 1982). A product’s features, brands and even
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price can be considered as the reinforcing and aversive stimuli and a marketer should be
putting more efforts and strategies into making them more acceptable to consumers.
Behaviour is explicable and predictable in so far as it is under the control of a learning
history that embodies the rewarding and punishing consequences of past consumption in
similar environments (Foxall, 1998). A consumer, being in a precise setting while
having obtained his/her own particular learning history, can be assumed to be devising
his’her own purchase decision based on his/her past experience as a consumer as well as

observation from other consumers.

Consumer behaviour can be defined into four classes based on the pattern of both the
reinforcements as well as the openness of the behavioural settings (Table 4.1).
Consumer behaviour classes may differ not only according to the pattern of hedonic and
informational reinforcement that maintains them but also in the extent to which the
settings in which they occur are relatively open (Foxall, 1993). Relatively open settings
are those in which behaviour is overwhelmingly under the control of positive
reinforcement and it is under these circumstances that people report a feeling of
freedom, a sense of being in personal control of their behaviour and in which their
approach behaviour is difficult to predict (Skinner, 1971). Grocery shopping in a
supermarket is an example of an open setting as the consumers are free to wander
around to choose from the various brands available. Relatively closed settings, on the
other hand, are those in which behaviour is generally under aversive control, in which
people report that external factors are responsible for their actions and in which their
escape and avoidance responses are more reliably predictable from a knowledge of the

circumstances in which they occur’ (Foxall, 1996). In other words, in a closed setting,

115



marketers have the dominant control over what is being offered to the customers.
Making a transaction at the bank, for example, which requires a customer to queue and
wait is an example of a closed setting as the customer has to follow the rules imposed

by the bank in order to make the transaction.

Accomplishment — This refers to a behaviour pattern that can be found in a situation
where both the informational and utilitarian reinforcements are high. The acquisition
and conspicuous consumption of status symbols as well as the activities involved in
seeking excitement, satisfaction and personal fulfilment fall into this category (Foxall et

al., 2006).

Pleasure — This is consumption which consists of high level of utilitarian reinforcement
and low level of informational reinforcement. Pleasure is usually behaviour reinforcedi
by entertainment (Foxall, 1996). Watching a favourite TV programme or taking

medicines to ease pain can be seen as having these levels of reinforcement.

Accumulation — A high level of informational reinforcement and low level of utilitariam
reinforcement can be seen in a setting which involves collecting and saving, such as the

accumulation of tokens or collecting and redeeming coupons or vouchers whem

purchasing.
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Maintenance — This applies more to routine purchasing or survival, where the behaviour
pattern can be seen with low levels of both the informational and utilitarian
reinforcements. Grocery shopping is the best example, where consumers are expected to

purchase food items as a daily or weekend routine.

Table 4.1: Classes of Consumer Behaviour

Classes of Consumer High Utilitarian Low Ultilitarian
Behaviour Reinforcement Reinforcement
High Informational ACCOMPLISHMENT ACCUMULATION

Reinforcement

Low Informational PLEASURE MAINTENANCE

Reinforcement

Source: Foxall (1990, 1992, 1993, 1999a, 1999b, 2005, 2006, 2010)

The scope of behavioural setting ranges from the relatively open to the relatively closed
setting. Based on the levels of both informational and utilitarian reinforcement as well
as the scope of behavioural settings, eight contingency matrixes (Table 4.2) have been
developed (Foxall, 1990, Foxall, 1992, Foxall, 1993, Foxall, 1999, Foxall et al., 2006,

Foxall et al., 2010).
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Accomplishment

In an open setting, accomplishment is represented by the status consumption where
consumers engage in luxurious or conspicuous consumption. Their consumption is often
carried out to strengthen their status. The openness of the settings is inferred from the
relatively unrestricted access to a wide variety of competing reinforcers where the

manufacturers have little direct control (Foxall, 1996).

Fulfilment in a closed setting can be gained from activities which create leisure or
excitement. In order to be involved in these activities, certain rules or regulations have
to be adhered to such obtaining a membership and obeying a dress code when attending
a party organised by a highly prestigious club. The surroundings such as the lights, food
and beverages, music, and so forth at the party are of course strictly controlled by the

organiser.

Pleasure

Popular Entertainment represents the open setting of this behaviour where an individual
has control of obtaining the required entertainment. Watching a favourite television
programme for example, would definitely give pleasure and excitement whilst at the
same time there is the power to control the surroundings (e.g. having a remote control to

change the channel or adjust the volume level).
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In a closed setting, pleasure is represented by the Inescapable Entertainment, where the
entertainment that an individual is enjoying is as a matter of fact unavoidable. In-flight
meals, movies and music are an example of Inescapable Entertainment, as passengers

are given limited choices throughout the journey.

Accumulation

Saving and collecting behaviour can be seen in an open setting when a consumer
engages in saving with the intention of making a certain purchase. The accumulation of
coupons or vouchers, for example gives the consumer an opportunity to purchase a

certain item by obtaining discounts through the collected coupons or vouchers.

In a relatively closed setting, a customer is involved in a token-based consumption such
as an air miles earned through airlines’ frequent flyers’ programmes or points obtained
from hotels. The collecting of points or tokens by consumers enabling them to

repurchase are restricted by the conditions imposed by the company.

Maintenance

Routine Purchasing in an open setting includes buying groceries in habitual or routine
purchasing. Consumers are given freedom in choosing the best items based on the price,

quality or even location.
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Maintenance behaviour in a closed setting exists in Mandatory Consumption where
consumers are obliged to consume as a response in order to avoid negative
reinforcement. Paying taxes or bills has to be done by every citizen in order to avoid

any punishment or unpleasantness from the government.
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Accomplishment

Pleasure

Accumulation

Maintenance

Table 4.2: BPM Contingency Matrix

-buying TV license
or passport
-paying
road/vehicle tax,
motor insurance,
premiums, etc.

-having dental check-up
-hairdressing, etc.

Behavioural Setting Scope
Relatively closed Relatively open
<+ >

C2 c1 High Utilitarian
Fulfillment Status Consumption | and High
-casino gambling -search & evaluation for | Informational
-personal status symbols Reinforcement
development -reading literary novels
training -watching TV
-religious training | documentaries, etc

o} C3 High Utilitarian
Inescapable Popular and Low
Entertainment Entertainment Informational
-watching in-flight | -watching TV Reinforcement
movie game/variety show or
-taking headache | happy news
remedy -listening to popular
-having hospital music
treatment -watching pop music,

video, etc

C6 cs Low Utilitarian
Token-Based Saving and Collecting | and High
Consumption -instalment buying Informational
-accumulation of | -Christmas club saving | Reinforcement
‘air miles’ -collection of coupons
-purchasing or other tokens in
products which connection with
confer promotional deals, etc.
entitlement to
prizes, etc.

Cc8 c7 Low Utilitarian
Mandatory Routine Purchasing and Low
Consumption -supermarket Informational
-paying taxes -grocery shopping Reinforcement
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The Behavioural Perspective Model contextualizes pre-purchase, purchase and post-
purchase responses by situating them at the intersection of the consumer and the
behaviour setting in which the consumer acts (Foxall, 1996). The BPM successfully
portrays consumers as utilising rules from various sources before purchasing. Marketing
elements such as the marketing mix can be elucidated behaviourally by understanding
the three-term contingency adapted by this model. Marketing activity relies on the two
main variables described in the BPM, which are the consumer behaviour setting and the
reinforcement (utilitarian and informational). Increasing the uniqueness and
attractiveness of the setting for example, would avoid the tendency of a consumer in
leaving without purchasing. The availability of both the reinforcement to the consumer
would of course attract and persuade them to acquire the product. In other words, the
understanding of consumer behaviour and the forces imposed behind the decision is

crucial to marketing management.

The BPM model can be utilised by marketers in implementing the right marketing
strategies by closing the settings in order to increase the probability of consumers’
purchasing which can be done by modifying the physical and social environment to
ensure that escape behaviour is punished or reduced (Foxall 1990). Banks and other
property companies for example, often conclude business in closed settings in an
attempt at more serious behaviour in transactions. Hence, any related agreements or
documents will normally be concluded in a separate room with the least possible

interruptions.
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4.3 Summary

This chapter has provided an introduction to and discussion on behavioural economics
by explaining the historical development of the field and some of the important
elements, each of which is vital for this research. The aspects of the behavioural
perspective model are also outlined in this chapter, as it is a useful framework for
understanding consumer choice. There are indeed many areas of behavioural analysis
and economics that can be used to analyse consumer behaviour in making choices, and
both the behavioural economics and Behavioural Perspective Model are beneficial in
studying human behaviour, particularly to buying behaviour. This study adopts the
behavioural economics model, particularly in analysing the data quantitatively, whereas
the elements in Behavioural Perspective Model is valuable in determining the different
reinforcement levels which can be related to the evolutionary and foraging studies in

this research.
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CHAPTER FIVE




+ CHAPTER 5~

METHODOLOGY

5.0 Introduction

This chapter presents the research strategy and methodology designed to address the
research objectives and questions. The purpose of this methodology chapter is to
elaborate on what grounds methods were deemed appropriate for investigating the
phenomenon the researcher is interested (Bell, 1999). The philosophical background is

explained along with the research strategy, validity and reliability issues.

The review of the epistemological issues will be discussed in this chapter. According to
Saunders et al (2003), research method refers to the tools and techniques used to obtain
and analyse data; tools include questionnaires, observations and interviews whereas
techniques consist of statistical and non-statistical analysis. Research methodology is a
way to solve research problem systematically by taking various steps which includes
surveys, case studies, experiments and analysis of information. Each methods has its
own strengths and weaknesses depending on the type of research question, the control
an investigator has over actual behavioural events and the focus on contemporary as

opposed to historical phenomena (Yin, 1994).
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In order to investigate how well foraging, the Behavioural Perspective Model and
behavioural economics can explain the consumer buying decision, three analyses are
undertaken to determine whether brands in a product category are substitutable
(matching analysis), how sensitive consumers are towards price differentials (relative
demand analysis) and whether consumers do in fact maximise returns (maximisation
analysis). Consumer panel data is used in conducting the three analyses and is expected
to give more robust findings as it is data of consumers in real-world or actual

consumption situations.

5.1 Research Philosophy

It is vital for a researcher to determine the research paradigms and matters of ontology
and epistemology when conducting research. These aspects are important as they could
influence the way a research is undertaken from the design to the conclusions. Hatch
and Cunliffe (2006) state that different paradigms encourage researchers to study
phenomena in different ways and that different kinds of knowledge may be derived
through observing the same phenomena from different philosophical perspectives.
These aspects are part of choices that a researcher must consider as they are linked to
the research problem (Blaikie, 1993) and a lack of these aspects would result in

incompatible research methods and lack of coherence in the overall research structure.
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The research philosophy helps to clarify the research design and provide guidance on
the research strategy, relating to the nature of knowledge and how the knowledge is
developed (Saunders et al., 2007). Ontology is the reality under study, epistemology is
the relationship between that reality and the researcher, and the methodology is the

technique employed by the researcher to investigate that reality (Healy and Perry,
2000).

Ontology can be classified as the study of conceptions of reality and is concerned with
the nature of reality (Saunders et al., 2007). Blaikie (1993) describes ontology as the
science or study of being to know about what exists, what it looks like, what units make
it up and how these units interact with each other. Ontology itself refers to discovering
the form and nature of reality and therefore what there is that can be known to the

researcher (Guba and Lincoln, 1994).

Closely paired with ontology, epistemology considers views about the most appropriate
ways of enquiring into the nature of the world (Easterby-Smith et al., 2008), what is
knowledge and what are the sources and limits of knowledge (Eriksson and Kovalainen,
2008). It is concerned about the relationship between knowledge and reality and is
involved with the nature and scope of knowledge (Hughes and Sharrock, 1997). Burell
and Morgan (1979) suggest that the relationship can be established by accepting that
knowledge can be viewed as being either objectively knowable or only subjectively
knowable. Epistemology is also described as the theory or science of the method or

grounds of knowledge; a set of claims or assumptions about the ways in which it is
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possible to gain knowledge of reality, how what exists may be known, what can be
known and what criteria must be satisfied in order to be described as knowledge
(Blaikie, 1993). Hatch and Cunliffe (2006) summarise epistemology as knowing how
you can know, how knowledge is generated, what criteria discriminate good knowledge

from bad knowledge and how should be represented or described.

It is indeed important to understand the position of a researcher as his/her ontological
positions obviously would influence his/her epistemological selection. Denzin and
Lincoln (2003) describe a research paradigm as an interpretive framework, whilst Guba
and Lincoln(1994) portray it as a basic set of beliefs that guides action as it represents
the worldview that defines, for its holder, the nature of the world, the individual’s place
in it and the range of possible relationships to that world and its parts, as for example

cosmologies and theologies do.

5.2 Research Paradigm

The research paradigm is a basic framework used to guide a scientific investigation,
defined by its ontological, epistemological and methodological stances (Guba and
Lincoln, 1998). This study employs a positivist paradigm in investigating consumer
buying behaviour and price responsiveness. Positivism uses valid knowledge as a basis
for every predictions and hypotheses. It generally holds with objective analysis and

emphasises the use of quantifiable observations and statistical measurement of the data.
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‘Statistical manipulation includes data tests of reliability and validity that are used to

discern broad patterns of behaviour to test hypotheses’ (Ragin, 1994).

A positivist researcher considers ‘reality’ to be external to the individual, and therefore
focuses on manifest patterns of behaviour that form a structure of determinate
relationships between ontology, epistemology and methodology (Kolakowski, 1993).
Positivists use deductive reasoning to propose a theory. If the results and findings do not
fit well with the proposed theory, then a revision will be made to obtain a better
prediction. The key element of the methodology is the experiment; the attempt to
elucidate natural laws through direct manipulation and observation. Positivists assume
things can be studied as hard facts and the relationship between these facts can be

established as scientific law (Smith, 2004a).

A study is usually made quantitatively where discovery and verification of knowledge is
carried out through direct observations or measurement of phenomena. The data do not
change because they are being observed (Hughes and Sharrock, 1997). Predicting,
explaining and generalising the phenomena are the objectives of positivism paradigm.
Its ontological position is reality which can be observed and conceived. Positivists
believe that a single, objective reality exists independently of what individuals perceive
where the social world is seen as real, concrete with unchanging structure therefore,

precise, accurate measurements and observations of this world are possible (Hudson and

Ozanne, 1998).
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