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any opinions expressed, are the sole responsibility of the authors and should not be
regarded as reflecting the positions of Global Action to End Smoking.
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It assumes that consumers aim to maximize their
utility by making decisions that provide the greatest
benefit for the least cost.

UTILITY THEORY

J

The Freudian theory posits that consumers make

PSYCHOLOGICAL choices based on subconscious desires and needs,

while Maslow's Hierarchy of Needs suggests that

T H EOR I ES consumers prioritize fulfilling their basic needs before
moving on to higher-level needs.

Cultural theories assert that consumers are shaped by

.
(SIS IMASI Y Y N IDB OIS V.Y rheir cultural background and values, while social UnderSTO ndlng
TH EO RI E S theories highlight the role of reference groups and
social interactions in decision-making.
° Consumer
This theory suggests that consumers engage in a h :
COGN ITIVE cognitive evaluation of products and brands, Be Ov ' Or
considering factors such as product attributes, price,
TH EORIES and brand reputation before making a decision.

It challenges the assumption of perfect rationality and

B E H AV I O RA L acknowledges that consumers often make choices that
ECO N O M ICS deviate from traditional economic models,
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In neohiberalism Ahomo economicusis
M I( ‘ I I E L an entrepreneur, an entrepreneur of
F himself, being for himself his own
CEPR RO S . 5ical, being for himself his own
producer, being for himself the
source of his earnings. Homo
economicus appears precisely as
%
someone manageable, someone who
THE BIRTH OF responds systematically to systematic
BIOPOLITICS ) . D . .
\ modifications artificially introduced into
LECTURES AT THE COLLEGE DE FRANCE )
1978-1979 the environment. (Michel IFoucault, 1979)
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Psychological
Factors

Beliefs
and
Attitudes
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Standard Learning Hierarchy: ATTITUDE
Based on
Cognition T Affect — Behavior — cognitive
information
processing
Low-Involvement Hierarchy: ATTITUDE
Based on
Cognition L Behavior p———. Affect I behavioral
learning
processes
Experiential Hierarchy:
ATTITUDE

Affect ——>  Behavior ——  Cognition ——p  5asedon
consumption
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e Variety

* Quality

¢ Design

e Brand name
e Features

» Packaging
Product
Place Promotion
e Advertising * Channels

¢ Personal selling e Coverage
e Sales promotion * Locations

e List prices OBB ETU
e Discounts B
e Payment period
e Creditterms

Price

e Public relations ¢ Inventory
* Transportation

¢ Logistics
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EARLY MARKET

-~ TECH ENTHUSIASTS

INNOVATORS
2.5%

THE CHASM

N

EARLY
ADOPTERS
13.5%

EARLY
MAJORITY
34%

RS
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MAINSTREAM MARKET

CONSERVATIVES

LATE
MAJORITY
34%

LAGGARDS
16%
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Independent Variable

Consumet

IRNOAITIVENESS

Mediator

tiihtanan

value

Dependent Variable

Continuance

IRCOTHM T Lise

strartwatch
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Green Advertising

Attributes
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Innovativeness
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(-)

Heaviness of ~ > Intention to
Smoking Index Switch to E-cigs

(-)
e

Consumer Innovativeness
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Six-item DSI scale developed by
Goldsmith and Hofacker (1991)

In general, | am among the last in my
circle of friends to purchase a new
wine. (-)

If | heard that a new wine was
available through a local store, | would
be interested enough to buy it. (+)
Compared to my friends, | do little
shopping for new wine. (-)

| would consider buying a new wine,
even if | hadn't heard of it yet. (+)

In general, | am the last in my circle of
friends to know the names of the
latest wines and wine trends. (-)

| kKnow more about new wines than
other people do. (+)

=
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Six-item PA scale developed by Mugge et
al. (2010)

This camera has no special meaning to
Joris

This camera is very dear to Joris

Joris has a bond with this camera

This camera does not move

Joris is very attached to this camera
Joris feels emotionally connected to the
camera
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