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Feelings, Motivation 
& Attitude 
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(external 
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Activating 
Processes 



What is motivation? 
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Consumer Decisions 

Extensive 
Decisions 

Impulsive 
Decisions 

Habitual 
Decisons 

Limited 
Decisions 



Ability 





Ability – The Amount of 
Information 



Overload, Similarity and 
Complexity 



Tyranny of Choice 

Desmeules 2002 



Processing Ability and Stored 
Knowledge 

http://nikkiheyman.co.za/wp-content/
uploads/2012/07/Memory1.jpg 



Mental Shortcuts 



Mental Shortcuts 



Mental Shortcuts 

Waiguny 2013 



Waiguny et al. 2013 

Context 
matters! 



Context 



Supermarket 
Marketing 
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Scent  
Brings on memories.   
Decreases processing time. 
Provides quality 
information. 



Temperature 





Placement… 

…changes 
perception 



91% of wrapped snacks brand 
decisions are often made in the 

store. 
 

People know who they are 
buying for, not what they are 

getting.  
 



Thus shelf organisation becomes 
important 





How do you stand out 
in this sea? 



Display needs 
to be pleasing 

to the eye 



Surprise is a great element to 
use 



Promotion vs Education 









Options in New 
Zealand 






