Irrational Choice
Value provides customers with the most rational way to choose amongst products or services in the marketplace.  The idea of value can be expressed algebraically as Value = Benefits – Costs.  The choice would be fairly clear if this was the sole basis.  However, there are irrational factors that consumers also consider.  Brand equity factors include values that the brand stands for; promises the brand is imbued with; and a persona that reflects the self or projected self of the individual.

In addition to these brand equity factors, other irrational behaviors can be played upon, many of these explained in more psychological terms.  The balance of this report deals with these irrational behaviors.
PROOF OF GAIN

Gain and lose are very emotional states.  Gain can be personal, financial, strategic and is often communicated via stories, demos, data and visuals.  Gain can be enhanced with communication focused on “you” offering credibility, contrast and emotion.

AVOIDANCE OF LOSE

The opposite side of the coin from gain is lose.  Emotionally, we try to avoid lose at all cost.   Casinos know this as gamblers stay too long …. Lose is only realized when you get up from the table and leave.  Consider too the political lose of leaving a war while losing…Viet Nam provides a lesson in this and Iraq is looking to be going down this same road.

IRRATIONAL COMMITMENT

Sometimes we over commit to things.  Philosophies are hard to change and we tend to continue in one direction.  The result is predictability which can be used to attack a competitor (or you).  Some say the definition of insanity is to continue to do the same thing expecting a different result.  Yet we irrationally continue in this way, even with marketing effort.  Look for competitors irrationally committed to a certain path…it is an opportunity.
IT JUST CAN’T BE!

Sometimes we see things, but cannot believe it because of how or perhaps who presents the information.  We see things and based on factors at hard, we assign a value to it.   Believability is just as important as how good something actually is.  We label people, ideas and things almost instantly and it is difficult to change first impressions.  So make sure your presentation is believable and attach competitors making weak initial presentations.

FREE

Say it, “FREE”…. It is a word that is packed with emotion and reactions.  We might take a higher mortgage interest rate to get the FREE closing costs.   Or how about the FREE companion airline ticket if you sign up for a credit card.  In the long run FREE turns into even higher costs for interest in both of these cases.  FREE makes us goofy!!!
EXPENSIVE STUFF
Most of us like nice things and we might lean towards to high end of goods.   But it is rare that we choose the most expensive.   Many restaurants place high end goods on the menu, certain wines for instance, knowing they will rarely sell any, but making it “okay” for us to choose one close to the top.  Actually the high end goods make the next level down look affordable.

SORTA FREE

Consider the following, which would you choose.

Subscription to Newsweek, print only         $59

Subscription to Newsweek, Internet only    $125

You have no problem perhaps choosing one or the other.

But now, choose from these choices.

Subscription to Newsweek, print only         $59

Subscription to Newsweek, Internet only    $125

Subscription to both print and internet       $125

Now you see a great value with the third choice and this tends to attract more takers.  The value is so obvious in the third case ….

So as we consider choice, consider the value proposition, the brand equity issues, and the psychological nature of consumer behavior and the concepts of irrationality.
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