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Abstract
The objective of this paper is two-point view, eoait and marketing, on advertising and its
potential influence on consumption. Consumptionepas that have been developing in time
are now a subiject to influence of economic criSsonomic crisis as well as advertising are
some of the factors that can accelerate the dewsdop or change the direction of
development of consumption patterns. A debatefentgfof these factors is carried on in the
paper. First, there are underlined approaches tastomption and evolution of consumption
patterns. A distinct element from the traditionaéw is the endogeneity of tastes and
preferences, and the process of their creation. Ppléential influence of advertising,
especially on demand increase, will be examinedthadessence of the phenomenon will be
underlined. This general theme will be specifiedl axamined in more concrete field of
interest — economic crisis. Both approaches areedirat a nhowadays problem of economic
crisis, i. e. economic-marketing view on the rdl@dvertising under the conditions of present
crisis.

Keywords. economic crisis, advertising, consumer behaviowmscimer decision-making,
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1. Introduction

The paper serves as a background for economic-tragkanalysis of consumption
patterns influenced by advertising under the caoribf economic crises. To analyze these
effects it is necessary to underline the determigahevolution of consumption patterns and

external shocks as economic crises that affect\tb&ition.

! Results published in the paper are a part of tagearch project VZ 6214648904 “on the theme
01“/Macroeconomic and microeconomic performancéhef Czech economy and macroeconomic policy of the
Czech government under condition of integrated peam market/” were realised with the financial supf

the Czech government.
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Consumption patterishat have been developing in time are determinganbny
factors among which a marketing tool — advertisomgwhich the contribution focalises its
attention. Advertising in its influence on consurmapt gives a rise to problems as the
influence of advertising on consumer informatiord &mowledge, its persuasive power, its
ability to create emotions, advertising effectssmvereignty and rationality. The process of
forming consumption patterns is a dynamic longimgstand ongoing process that is now
influenced suddenly by economic crisis that withabnsequences has changed many aspects
of consumption. Economic crisis, as well as adseng, are some of the factors that can
accelerate the development or change the direcfi@evelopment of consumption patterns.

A debate on effects of these factors is carriethdhe paper.

The paper, dealing with the mentioned problemsprnganized as follows: first,
consumer behaviour, conditions of consumer decisiaking and forming of consumption
patterns are discussed. Then, a role of advertisinfpe process of consumption patterns
formation and distortions in consumption is debatédally, the discussion is carried out in

the framework of present economic situation — eouo@risis.

2. Consumer behaviour, consumption patterns and the de of advertising
and economic crisis

When explaining consumption patterns it is impdrtan present aspects that
determine consumption among which institutionalfeavork, its evolution or uncertainty.
With these aspects limited informatfofimplying asymmetric information) — that is avéila
and which an individual is able to elaborate —darected. The latter is fundamental for the
phenomenon of advertising that is why it is disedsster more in detail. More, an individual
makes use of neither adequate experience nor attmul abilities to elaborate on the

information. An individual chooses only from a liel collection of alternativés

2 Consumption patterns are the relation to goods samdices that characterize manner of living ttedlect
households” values and attitudes.

% Limited information and its consequences are nutugically examined more in detail in economicaties.
They deal with different topics that related to lem@cter of consumer (active — screening, passigemere
recipient of information; consumer heterogeneigg $aband, 1986; Bagwell and Ramey, 1992; Grossmén
Shapiro, 1984; Spence, 2002) and how he behaves mh&ing use of incomplete information (rules afrtib;
see Lavoie, 1992), to a character of goods (seaxqterience, credence; durables, non-durablesNséson,
1974 a, b; Grossman and Shapiro, 1984; BagwellRamey, 1992; Ekelund, Mixon and Ressler, 1995x to
purchase frequency (single, repeat; see Nelsor),1B¥74 a, b), to time costs, and to price andazttar of
information (see Kaldor, 1950; Laband, 1986).

* Paradoxically, also if there is lots of informatjcHeiner (1983: 777-800) sees some difficultiesléaision-
making because the consumer is confused; he ahteto elaborate on such a quantity of information
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Costs of obtaining informatiGrare another reason for limited information (Thibrel
and Thorelli, 1977; Shugan, 1980). Information asigjon is, as said before, time-consuming
and costly. This is due to the large number of {jomally innovated) marks (Lee, Lee and
Schumann, 2002) and their prices, the large nurabeharacteristics on which to evaluate
them, the complexity and variety of characterist{€arlson and Davis, 1998). While
consumer learning over time (Petty and Caciopp@2l%an deal with some of these
problems, he can sample only some of the produats cansumer mobility and product

innovation render that experience obsolete.

Consumer behaviour is affected by personal charatits that depend on individual
perception and reaction to stimuli and are deteechiby cultural, social, personal and
psychological factors and by the decision-makinecpssper se There are social factors and
institutions that significantly contribute to theeation of attitudes, interests and behaviour
models. Among these, reference group, family andgs with which an individual is more or
less in regular contact can be mentioned. A cegednp implies aocial statuswith which a
certain need is associated. By purchasing luxuposition goods, an individual demonstrates
his belonging to a higher social class (demonseatifect). This tendency may be reinforced

by advertising and leads to conspicuous consumptidulvertising effect and then

consumption are also dependent on consumer agespian (and so by income), lifestyle
(value hierarchy), and so on. The last group inesughsychological factors: motivation,

perception, learning and attitudes..

As motivation to consumption, needs with a certaiimimal intensity that lead to
consumer behaviour consisting of the need satiefgctan be considered. An individual
satisfies his needs according to their urgency lamds limited by his income. Consumer
behaviour depends on perception of the situationd ao on choice, elaboration and
interpretation of information. There is a large amtof advertising so it is important which
is selected elaborated (that implies distortion) and remeraber This depends on
dramatization and the amount of advertisingpeating. Other factors are learning,

experience, conviction and attitudes.

Consumption as well as all other economic outcomres dependent not only on

current conditions but also on thath of previous outcomes (path dependence; North,)1990

® As one of the factors lowering cost of informatioan be considered advertising (see later infonmati
advertising).
® See Veblen (1899), Galbraith (1976).
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This implies that consumption patterns have be@ivang during the time and are formed by
many determinants belonging to following groups t(Ranset al: 2000): technological
innovation, socio-political changes, demographansition, socio-cultural transformation —

resulting in variougonsumption patternschanging in timé

In this paper we focus on two important factorsuehcing nowadays both immediate
consumption and consumption patterns. First, aduegtas one of marketing stimuli that has
been affecting consumption for some decades arahtlgdbecomes more and more intense.
Second, the beginning of dramatic change in econatimuli during the year 2008, i. e.

economic crises.

2.1 Advertising

A theory of consumption must account for periodrefative stasis in needs (and
technology), as well as the times when consumpiqanded impelled by new needs. Wilk
(1999) recognizes that consumption has diverseesatather being the product of a single
event and that consuming behaviour is always tkaltref balances between factors that

promote, and those which inhibit or restrain paredineeds and wants (push and pull).

As one of pushing factors can be considered adusgtion which the paper focuses.
Advertising can influence immediate consumptionnstonption patterns and so demand.

When elaborating advertising, an individual completes the already existing sta® in his

memory by adding new (mainly unusual and importanfprmation and compares the
consistency of the new information with the exigtischema. The elaborated information
serves to create judgements, evaluation and chGioweds perception depends on advertising
frequency and intensity (related to the life-cystadium, market share, competition, etc.),
differentiation ability and the ability to grip etition (related to the message content, that
should be informative, differentiating and trusggblThe influence of advertising on the
consumer also depends on timing (anti-seasonattgffadvertising structure (continuity —

(un)uniform diffusion in time), and character ofvadising (informative — persuasive).

The fact of whether an individuaccepts advertisingor not depends on several

aspects (Mooij, 2004: 274-279): the purpose of dibueg (persuasive — mainly in
individualistic countries, trust creating — in @altivistic countries), general acceptance of
advertising as an institution, relation to mass imespecifications and style of advertising

design. Klein (1998) extends these aspects inajudminfluence of interactive media. These

" See following comments on persuasive advertisimigs role in conspicuous consumption.
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have direct effect on pre-purchase information &stion by lowering its price. It changes the
ratio of search, experience and credence charstotsrin favour of the first mentioned by

providing consumer virtual experience and so itdosignificantly search costs.

Ford et al (1990) analyze on the basis of the classificati@epscism about
advertising. Consumer scepticism is lower for degmods whose quality he can easily verify
by himself, andvice versathe highest scepticism is related to the goods dhatburden by
high uncertainty of quality information. Includingncertainty both economists and marketers
bring the theory nearer to the real economy. Comrsus able to elaborate only a part of
imperfect information he disposes. A relevance mibrimation depends on a level of
uncertainty. The greater the uncertainty (we movthe spectrum from search to experience
goods) the larger is the propensity to gain relewaormation (also by means of advertising),

hence a potential loss is significant (Guseman1188irray, 1991).

Information evaluation depends on how it is peredivboy consumer. Economics of
information considers scepticism of consumer toab@ean that protects him from correct
evaluation of (deceptive) advertising (Calfee, 199his can, however, leads to limited
possibility of information acquisition. Positivepest of non accepting deceptive advertising

can evolve into a total negative informative impafcadvertising®

Once accepted advertising (as above mentionedifect ef advertising depends also
on its structure and character. Advertising stmgctaan affect forming of consumption
patterns. It can be classified as continual or ilsipe (occasional) with the influence on
consumption patterns. When continual it can stgadiluence consumption and contribute to
its formation. It can continually emphasize certb@haviour as desired and so regulate it. It
can be seen in increasing consumption of goodsostipg healthy life-style which is also
often advertised. While impulsive (occasional) atisieng can cause an immediate distortion

in consumption that need not respect long-run gaalssumption patterns and habits.

The nature of information spread by advertisingofeen derived from consumer
ignorance about product quality. The effect, howgslepends on the character of advertising

which can be classified as either informative aspasive one (Chamberlin, 1933).

First, informative advertising helps to quicker ption and diffusion of new products
among consumers by breaking or modifying existimgistimption routineslnformative

advertising provides information about commodi@esl it is used mainly in order to present

8 For more detailed discussion on the relationshilpct-efficient advertising, see Assael (1987).
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new products and services. It can inform abouteptitange and a way of use, but can also be
used to correct a consumer’s incorrect perceptimtisive role of advertising can be then
seen when introducing new products at the markbseAce of advertising would imply a
delay in consumption, hence advertising accelertdesliarization with the product and
creates a habit behaviour (Brink and Kelley, 19830). Informative advertising improve
consumer imperfect information or information thalbsolesces when new products or
innovation emerges. Transmitting information adgery extends choice set, supports
competition, and implies in better allocation of@arces. Fagtvolution shorten product life
cycle and in absence of communication consumer dvbalrdly actualize his information
capital (Campbell, 1969; Mahajan, Muller and B4€80).

Lee, Lee and Schumann (2002) emphasize the immertah particular means of
communication classifying them into written and wersational ones. They consider the latter
as more persuasive, especially when a consumatisnmough motivated to learn (Petty and
Cacioppo, 1982). Hirschman (1980), respectively &898g1995) add that other key factors
that determine adoption of innovation are, respebtj individual predisposition and new

product characteristics.

Marketing literature describes many ways how infation is spread in particular
segments of population. A model that has becomeasss lfor other marketing models of
information diffusion and search is two-step flowoael of communication by Katz and
Lazarsfeld (1955) that considers mass-media toadpieformation to attitude leaders

(innovators) that consequently influence less adtidividuals (imitators).

Search information literature (for example Lee &wharth, 2000, 2001) indentifies
various sources of communication (producer, agdweiser, interpersonal communication,
etc.) that become fundamental for studies dealiith diffusion of information. One of the
seminal theories in this field of study is mediechness theory (Daft and Lengel, 1984, 1986;
Carlson and Davis, 1998). Central idea is thated#iit means of communication transmit
differently rich information. Media richness theagpresents communication strategy based
on contingency model (Keller, 1994) according tackha mean of communication must be
derived from richness of transmitted informatioraridony between a message and way of
communication significantly affects perceived tjilof the information (Maltz, 2000). When
introducing new products requiring new complex mnfation it is necessary to use rich

media. The choice of media then influences esdbnéidoption of new products
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Second, als@ersuasion by means of advertising can affect consumptioriepad.
Persuasive advertising can serve to reinforce copsan routines by underlying driving
factors such as status, image and positive emotigEisuasive advertising is mainly used in
the stadium of growth and matural@ehen competition pressures become stronger and the
goal of advertising is to persuade the consumerpgarchase. It is aimed to change consumer
preferences and behaviour. Suggestive advertignmgembers the urgency of purchase and
purchase place and it tries to keep notion of thedg in the consumer’s memory. It may

become comparative advertising, especially in théunance stadium.

One of implications of persuasive advertising issmcuous consumption (Galbraith
(1976: 127-128) and concentration of society onemmat values. Modern society is, in fact,
criticized for materialism, desire for purchase gusession. Among individuals, there is
often competition about who possesses more. Thiture differs according to nationality.
However, Mooij (2004) complements the conspicuomssamption theory by the idea that,
after reaching a certain level of affluence, empghas materialism weakens and the
consumer returns to higher level needs where pastmalistic values (life quality) are

important™®

In developed countries both international integiratiof markets and internet
technology can be considered as crucial factorkienting (evolution of) consumption
patterns. Since Internet was diffused it has besy & obtain information about consumption
possibilities (both domestic and foreign) but akdmout consumption in other countries.
Acquired information often origins from advertisifgfluenced by these factors consumption
behaviour (expenditure shares of household consampn industrial countries have been
converging. Effect of advertising (both informati@ed persuasive) can be then seen as one of
factors participating in process of convergence&idjence in consumption (patterns) among

developed countries.

2.2Economic crisis

A significant omnipresent factor influencing congtian, consumption pattern and
advertising possibilities is current economic &idgPresent crisis causes a break producing a
new economic order whose structure and parametersomaly superficially understood
(Kitching et al, 2009: 21).

° It is on the contrary to informative advertisingieh is used in the introductive stadium.
19 See later the effect of economic crises on comspis consumption.
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Thetrigger of present global crisis was the economic crisepanied by a number
of factors among which we can mention: limited datpry framework (new products evading
regulatory requirements or limited regulatory fravmek of banks to evaluate their risks); the
failure of auditors and credit rating agencies wilesaluating risks and value of financial
assets; asset and housing bubbles encouragingremosobjects indebtedness; facilitating of
lending (low interest rates and availability of disnto Western capital markets) implying high
levels of indebtedness; emergence of lending utgiits without regulatory of lending and
borrowing (often risk-taking, relying on governmentervention in the case of instability);
possibility of conversion of debts into tradeabkrigities and global trading with these

securities.

Recession _causesimultaneousantagonistic_forces (Kitching et al, 2009: 9): (i)

falling HDP affects consumer expenditures and clamfce but also (ii) prices of assets
(downwards going and so enabling resource acquidiinfluencing consequently economic
performance, (iii) declining demand forces (esdfci@ew) firms out of the market enabling

larger market shares to the survival firms.

3. Discussion

Since the consequences of present crisis are goipgrsist for some time, they will
definitely influence consumption and consumptioritggas directing them toward more
savings connected with restructuring of expensesoAling to CBI/PWC Financial Services
Survey low demand is considered to be the mairoretigat prevents business expansion.

The demand can be encouraged with advertising. Menvé is supposed thatobal
advertising_expendituresgrowth slows by 2-2.5% (Lam, 2008) but at the sdame it is

necessary to reorganize advertising expenditureestore confidence among consumers,
hence consumer confidence weakens and they arerigdo save for worse times. Naturally

first good groups where to save are luxury goodd antertainment. The global crisis

accelerates a trend in among consumers describ&tbby (2004) in adoptingninimalism

in consumption and in rejection of conspicuous oomdion. “People had already been
looking for something more meaningful that just sihg cash and buying things that look
flashy” and “after the last decades of conspicumussumption” they are entering “an era of

the new seriousness” (Bergin, 2008: 1-2).

Consequently advertising less and less emphasizesyl which is substituted with
relaxation, with the accent on needs (not wantsyfaation. Probably it has been finishing

208



the period of pure persuasive advertising simplgabee it is not in fashion to demonstrate

obsolescenceExpenses on(mainly traditional)advertising decreasedand products have

been given additional value without an increaseriges. In this sense the crisis could be

beneficial for consumers because it forigas to bemore efficient (both in production and

in communication). Firms do their best to improte guality and services and/to preserve

their loyal customers:

Because of the need of augmenting efficiency in rnomcation the condition of
economic crises brings an elevated use of intedhes because of quite low costs and
easiness of advertising, better possibilities ofjiging, but also because of a tendency of
using this technology by more and more economigestdy among which consumers. The
situation of crisis requires more precise and effit targeting to a particular segment, i. e
increased level of bettetargeting in advertising using various advertising stimutiat
activate common knowledge between members of a esgigrwvhich Internet advertising

enables.

While on traditional media it is been spending actelerating manner (but still high

amounts of money), expenses imiternet advertising are growing by 23% a year and its

global market share is increasing. It is becaus#euthe critical conditions new sources of
information and advertising better meet consumdeshand. In such economic conditions
marketing becomes more difficult to realize. Diffetiation, however, is still essential in

securing greater market shakore efficient channelsof communication are chosen to reach

a particular consumer. Internet can be currentlysictered to be such a medidecause it
offers possibilities of interactive communicatignenables a feedback from consumer and so
better respects demand.

Adding to necessity of efficiency (in production damommunication) following
authors recommend maintaining marketing activityadsertising to demonstrate a strong
position (also later in recovery period) and toetaldvantage from possibilities in recession.
Marketing expenses serve to understand consuméangimg behaviour in period of
recession (Quelch and Jocz, 2009), to win new owstse (Burgers, 2009), to develop new
products corresponding better to the new situafMakioka et al, 2009), to maintain the

competitiveness of advertised brand (Jan-Benediei, 2009), etc. The latter finds that the

1 As before now suggested Kotler (1990) a firm nrasbgnize the consumer’s wants and offer to hinh suc
product that fulfils the wants in the best way.

12 For example traditional medium as TV is decreagirits efficiency. TV rates have been droppingoadér the
world and TV viewers are less influenced by TV atising (Pavilenene, 2008).
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firms that maintain marketing expenditures haveaebgberformance, hence flexibility and
responsiveness are seen key factors under the ticondif rapid changing environment
(crisis). Kitchinget al. (2009) add the necessity of reduction and restrung costs and assets
eked out with marketing projects to expand salesraarket shares being a partial solution to

the present situation.

4. Conclusion

The aim of the paper was to underline the roledsedising in consumer decision-
making and in the process of evolution of consuamptpatterns under the condition of
economic crisis. Consumption patterns have beemify in time and are typically
determined by advertising. Both are now subjecisftaence of economic crisis, a shock that
can accelerate the development or change the idmecf development of consumption
patterns. A debate on effects of these factoransez on in the paper.

As for advertising, it influences both immediatensomption when being impulsive
and/or persuasive, and consumption patterns whang beontinual, both persuasive and
informative. The first reinforces consumption roet by underlying driving factors such as
status, image and positive emotions. The latteblesafor example, quicker adoption of new
or innovated products. As economic conditions helkranged (since circa second half of
2008) consumption has been influenced by econonsis €i) directly, directing consumption
patterns towards restructuring expenses and mormgsaeliminating luxury goods and
aiming at minimalism in consumption; and (ii) irelitly by the change of advertising
expenditures under the condition of present cribige latter must be reorganized with the
emphasis on efficiency (more efficient media, loveessts, etc.) complemented by better
targeting and respecting demand. It is still nemmgst maintain expenses on advertising (i) to
alter decreased confidence of consumers, (ii) seoke consumer behaviour evolution during
the crisis and to react to their changing wani,t@ win new customers, (iv) to demonstrate

firm’s power, and (v) to maintain the competitivene
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