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Reflex Buying

0 question about it, consumers do buy some grocery store products on im-
N pulse. The peaches at my favorite fruit store looked so luscious one week
that I bought a dozen even though peaches weren’t on my shopping list. Though
impulse buying does account for some extra sales, it seems to me that in our en-
thusiasm over it, we are ignoring a far more important kind of buying which ac-
counts for far greater sales volume. It is what I call reflex buying, the buying of
products on which we have been pre-sold through advertising.

How many bottles of Wesson Qil could have been sold from displays suggest-
ing vegetable oil for cakes if widespread advertising had not sold us on a new
method of making light, delicious cakes with vegetable oil as shortening?

How many cans of Glass Wax could displays have sold without the extensive
advertising that convinced us that here was a new and easy way to keep windows
shining?

How long would it take to get acceptance for cake mixes through displays if
advertising had not convinced us that cake mixes make top quality cakes in a
jiffy?

A woman may have forgotten that she needs soap until the display in the
store reminds her. But what is it that influences her to buy the brand of soap she
chooses?

Reports tell us that 53. 9% of all grocery store purchases are based on deci-
sions made in the store. But should not the products under analysis be divided in
two classifications — branded merchandise and unbranded merchandise? Fresh
meat and produce, for example, are for the most part unbranded, and they




vary in quality and price, so that a woman naturally will withhold her decision
until she can look over the offerings. If the liver looks good, she buys it. If it
looks dull and not too fresh, she may buy pork instead. Perhaps her husband
likes tomatoes, but if the tomatoes are wilted while the potatoes are fresh, she
may buy potatoes.

But in considering branded, packaged products where quality is stable, and
price does not fluctuate as much as with meat and produce, the shopper’s deci-
sion usually is made long before she enters the store.

Any woman will tell you that while she is thumbing through a magazine or
newspaper or listening to the radio or watching TV, the thoughts that flash
through her mind concerning the products she sees and hears advertised run
along like this.

“Hmm, frozen lemon juice in cans. How easy. Birdseye. Their frozen
products are so good. Must try some. ”

“Well, well. Aluminium foil wrapped around a roast keeps the juices in and
makes meat more tender. Sounds sensible. Guess I'll try that some day.”

“Now that certainly saves work! Paper towels instead of a cloth to wipe
meat before cooking ... to wipe off the fixtures and the sink ... to hold peel-
ings and scraps when preparing vegetables. ”

The fact that more and more women carry incomplete shopping lists or no
lists at all merely proves how well merchandise now is displayed. Women know
that in modern grocery stores they readily see everything that is there, and that
they will be reminded of the products they need. Why bother with a shopping
list? When products were hidden under counters, shopping lists were necessary.
Now that everything is displayed on open shelves, shopping lists are not as
important.

And so when today’s woman, ffequently without a shopping list, saunters
up and down the aisles of her grocery store and buys Birdseye lemon juice and
Reynolds aluminium foil and Scott Towels, it is not an on-the-moment impulse
that causes that purchase. It is a mental reflex. She was convinced while read-
ing the advertising about these products that they were good and would supply a
need in her life. She decided then to buy them. She did not add them to a shop-
ping list because she knew she would find them displayed on open shelves as she



walked through the grocery store.

When she took from the shelf or from a display, she was acting not on im-
pulse but by reflex.

Consumers often show preference for products that advertising first influenced
them to try, that gave them satisfaction when they were tried, and that are
continuously advertised with reminders to re-buy. It is this consumer preference
that makes grocers across the country weed out slow-moving items, reduce each
line to the two or three brands most in demand and forget the eight or ten slow
moving brands in that line. Grocery store managers have displayed the means
and the authority to make displays of any of the 2,000 or more products they
carry, but they have learned from experience that a display alone will not sell a
product no matter how low the price or how big the display. The consumer must
be pre-sold on the use of that product.

New Words and Expressions

1. shortening /'fo:tnmy/ n. A& =B g
2. wax /waks/ n. B ERIR A

3. classification / klaesifi'kerfan/ n. okX:p%

4., wilt /wilt/ vi. (ERORE, AH
5. fluctuate /'flaktjuert/ vi. R k%

6. peeling /'pi:lip/ n. #FEH K&

7. on impulse — W RHz T

8. aluminium foil 4558

Comprehension of the Text

Choose the right answer.
1. The main idea of the passage is that
A. impulse buying accounts for much of extra sales volume
B. impulse buying is insignificant in terms of sales volume
C. reflex buying plays a more important role than impulse buying in




consumers’ shopping
D. reflex buying plays an equally important role as impulse buying in
consumers’ shopping

2. The term “pre-sell” in the passage means

A. manufacturers/retailers sell new products to old customers

B. manufacturers/retailers let customers pay in instalments for what they
want to buy

C. manufacturers/retailers require that customers should order what they
want to buy

D. manufacturers/retailers use advertising to make customers want to buy
their products before they go shopping

. In the writer’s point of view, display of merchandise

A. can greatly increase sales volume

B. cannot increase sales volume at all

C. alone can scarcely increase sales volume
D. is in fact a waste of time and money

- When a woman going shopping without a shopping list saw soap displayed

on shelves and bought some, it was according to the writer.
impulse buying

reflex buying

neither impulse buying nor reflex buying

reflex buying if what she bought was the brand that had been much ad-
vertised

Sow»

- Which of the following statements is true according to the writer’s point of

view?

A. About half of all grocery store purchases were based on decisions made
in the store, which were all impulse buying.

B. The shopper’s decision was in fact made long before she went into the
store.

C. The shopper wouldn’t make her buying decision until she had compared
the products displayed on shelves.

D. When buying branded, packaged products, the shopper’s decision usually
was made long before she entered the store.
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6. Now more and more women go shopping with an incomplete shopping list or

without a shopping list at all. It is mainly because

A. it is troublesome to make a complete shopping list

B. there are too many kinds of merchandise for them to choose from

C. merchandise is usually displayed on open shelves, which will remind
them of the items they want to buy

D. without a shopping list they are free to buy whatever they want to buy

. What can we learn from the last paragraph?

A. Advertising is the most important factor in increasing sales.

B. Product quality alone decides sales volume.

C. Consumer preference is decisive in a product’s sales volume.

D. Brand is more important than any other factor in increasing sales
volume.

Vocabulary in the Context

Choose the right meaning of the underlined part according to
the context.

1.

The peaches at my favorite fruit store looked so luscious one week that I
bought a dozen even though peaches weren’t on my shopping list.

A. sweet-smelling B. attractive

C. fresh D. juicy

. If it looks dull and not too fresh, she may buy pork instead.

A. dry B. dark C. unattractive D. not shining

. if advertising had not convinced women that cake mixes make top quali-
ty cakes in a jiffy?
A. conveniently B. easily C. more tasteful D. quickly

. so that a woman naturally will withhold her decision until she can look
over the offerings.
A. make B. delay making
C. reach D. keep

- Aluminium foil wrapped around a roast keeps the juices in and makes meat

more tender.




A. delicious B. juicy
C. fragile D. easy to bite through

6. Any woman will tell you that while she is thumbing through a magazine or
newspaper or listening to the radio or watching TV, ...

A. reading attentively B. reading carefully
C. reading quickly D. reading slowly
7. And so when today’s woman, frequently without a shopping list, saunters
up and down the aisles of her grocery store ...
A. walks aimlessly B. walks slowly
C. walks in a leisurely manner D. runs hurriedly
8. It is this consumer preference that makes grocers across the country weed
out slow-moving items, ...
A. throw away B. return to the manufacturer
C. get rid of D. reduce

Her Choice

he file on Yuko Fukuba is extensive. She likes to sit with her friends in
T coffee bars, but doesn’t drink alcohol. On Friday evenings she goes out to
dinner, and on Saturdays she is to be seen running a discerning eye over the ac-
cessories on display in the most fashionable European boutiques. The research-
ers who have studied her habits and tracked her movements know which maga-
zines she prefers and can tell you without hesitation which are her favourite
brands. Yuko has been subjected to exhaustive scrutiny, because the 26-year-old
is one of the brightest hopes for Asia’s economic future.

Yuko typifies a new breed of Asian consumer. She happens to live in Tokyo,
but she could equally come from Singapore, Shanghai or Sydney. Her tastes are
sophisticated and she has an independent streak of mind that refuses slavishly to
follow each new trend. Yet although Yuko is hard to second-guess, retailers,
advertisers and economists have all invested a great deal of time and effort in
examining her purchasing patterns. The reason is that if consumer spending is to
take over from U. S. demand as the locomotive powering Asia’s economic re-



covery, it will be Yuko and her peer group who’re driving the process.

The rapid evolution of a sustained boom in Asian domestic demand is far
from certain. True, spending levels around the region have bounced back over
the past year(1999), but economists point out that the revival has built from a
very low base during the economic downturn of 1998. Retail sales in Singapore
may have grown by 26.5% during the last quarter of 1999 compared with a year
earlier, and by 14.6% in South Korea, but in both countries 1999’s recovery
followed four consecutive quarters of decline in 1998. The data from other Asian
economies tell a similar story. In Hong Kong, it wasn’t until the first quarter of
this year(2000) that spending began once again to pick up.

“There has been a strong recovery in consumption across the board, but it’s
not yet very deep,” frets Kent Chan, Taipei-based head of regional consumer
research at investment bank Salomon Smith Barney. Much of the IECOVETY SO
far has been driven by a backlog of pent-up demand. During the economic cri-
sis, consumers deferred large outlays, postponing purchases of cars, consumer
durables and other big-ticket items until better times. Now growth has returned
and consumers have begun cautiously to spend, but many analysts fear the rosy
figures reflect the light of a false dawn.

Throughout 1999 and the first quarter of this year, the economic environ-
ment favoured consumers. Following the crisis, governments across Asia at-
tempted to kick-start growth by raising public spending to pump money into the
system while lowering interest rates, which kept consumer credit relatively
cheap.

At the same time, Asian currencies recovered, lowering the local-currency
cost of imports, particularly from Europe. Strong demand from the United
States for Asian electronics exports boosted local companies’ sales, helping the
region’s stock-markets to boom. Encouraged by higher wages and portfolio re-
turns of 50% or more in several stock-markets, Asian consumers celebrated the
good times by going shopping.

Today, however, things are changing. Asian governments are cutting back
their spending even as the U.S. threatened with inflation, has raised interest
rates, tightening liquidity conditions around the world. Interest rates in Asia
have begun to nudge higher and stock-markets have declined steeply from their




first-quarter highs. Feeling less wealthy and with the cost of consumer credit
going up, Asians are bound to be less inclined to spend over the coming months.
“In the second half of the year, we will definitely see consumer spending taking
a breather,” says Chan at Salomon Smith Barney.

The implications of a slowdown in consumption on Asia’s future economic
growth are significant. Between 1985 and 1996, private consumption emerged
as the key drive of growth in Asia’s tiger economies. Annual economic growth
rates across the region averaged 7.3%, of which more than half — 3.8 percent-
age points — was due to higher domestic spending. '

“A full economic recovery in Asia would require a more sustained rebound
in domestic private consumption,” economists at the Development Bank of Singa-
pore declared in a research report published in April. Emergency measures and
fortuitous external circumstances helped to boost Asian growth following the
crisis, but if spending slows again, that recovery may be threatened.

Enter Yuko and her young friends. Although they may not be the richest
group of consumers in Asia, they’re increasingly regarded by retailers and econo-
mists as the potential saviours of Asia’s economic growth story. “Trends in
consumption are initiated by opinion-leading groups who adopt new behaviours,
which are then in turn adopted by the mass market,” says Guy Murphy at the
Singapore office of advertising agency Bartle Bogle Hegerty. “The youth seg-
ment of the market is the strongest set of opinion-leaders in Asia.”

BBH, like other advertising agencies in the region, has invested time and
money in studying the habits of young Asian consumers like Yuko. Over four
months late last year and early this year, the agency conducted in-depth inter-
views with 101 young people from five key Asian centres, exploring their aspi-
rations and analyzing the effects on their patterns of consumption.

“Everything points to a bourgeoning middle class, added to by the current
young generation, who are better educated, more sophisticated and have a
higher earning potential,” says Murphy. Today’s youngsters aren’t going to be
happy with a Mercedes, a Rolex watch and a bottle of XO brandy — the icons
of material success for their parent’s generation. “They are looking for new
products and services. Their needs have evolved. ”

This view isn’t confined to the advertising industry. Koh Foong Yin, head
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of economic research at Singapore’s Overseas Union Bank, believes that the
profusion of new media, including the Internet, has played a direct role in re-
fashioning consumer preferences over the past couple of years. Bombarded by
information from dozens of sources, the region’s consumers have become far
more discerning, and — in a major change of attitude — they have also become
far more Asian in their tastes.

No longer is the United States regarded as a source of inspiration and no
longer are Americans seen as the embodiment of success. Throughout the 1980s
and the early 1990s, the U.S. was widely pictured as the economic model that
Asian countries most wanted to emulate. U.S. companies expanded strongly in
Asia, responding to an apparently inexhaustible appetite among Asian youth for
American brands.

That began to change during the Asian economic crisis. The prescriptions
of the International Monetary Fund, which was generally seen as an agent of
U.S. government policy, were widely perceived as high-handed and exploita-
tive. In some countries the IMF was even seen as the cause of the downturn.
Rightly or wrongly, disillusionment with the U.S. triggered by the Asian Crisis
has seen consumers in Asia increasingly rejecting products and services thought
to represent America, and instead turning to Asia, and especially Japan, for
their inspiration.

In a recent survey of Asian youth conducted by advertising agency McCann-
Erickson only one American — basketball star Michael Jordan — figured in a
list of 22 celebrities named as the “coolest people today”, and Jordan was named
only in Hong Kong.

The drift away from America is only just beginning to emerge, but marketers
believe it isn’t just a passing fad. “This goes much deeper than a temporary
infatuation with Hello Kitty. It is a fundamental shift in values,” says Murphy
at advertising agency BBH. If the shift develops as BBH and others expect it to,
the pattern of consumer-driven economic growth in Asia during the opening
years of the century will be very different from the trends of the last two de-
cades.

Not only will the absolute amount of spending increase as the region be-
comes richer, but so will the individual rate of spending rise as a new, more-so-



