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What makes you choose one
product over another when you
go shopping? The answer lies in
a complicated mix of psychology,
symbolism and marketing.
Conscious shopping could be the
Key to controlling your spending
IMPUISES Words Sally Burdett
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thing, particularly if your budget allows it. But what you want
to guard against is a mindless state of consumption. Because
that makes us vulnerable, financially and emotionally, and will
lead to very little satisfaction in the long run.

S0, to understand howand why some products just get to us;
more than others, we need a little rundown on how the market
works. [zzy Pugh is a semiotician working for the Added Value
Group, a strategic marketing consultancy in Cape Town. Her
job is to understand and decode the colours, trends, shapes and
icons that are moving people. ‘We encotinter so many pieces of |
media. We just move through them subconsciously. It’s my job |
to take a conscious approach.” |

Colour is a critical element. Our response to colour can be,
culturally determined: ‘In China, says Pugh, ‘red might meana
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gift or good luck, because red is the colour for wrapping gifts;
in' Europe, red might mean warning or danger’ But red has
universal meaning as well. It’s a colour that generally grabs at-
tention and shouts ‘look at me’ It’s also the colour of Coca Cola |
cans, the most popular brand on the planet.

Blue has universal meaning too. The colour of the sky
and the sea, it's associated with freshness, cleanliness. “Lots |
of laundry products use blue in their packaging, says Pugh.,
Consumer research has shown that consumers prefer the EEQ
to turn blue when they add the powder — they believe it givesa
better wash (in fact, it makes no difference). | >

Reaction to colous is also gender-linked. *We gender chil
dren from an early age, using colour. We give pink to girls and
blue to boys' says Pugh. 'Pink for girls speaks to them of com-
fort, childhood and femininity’

By colour choice alone we are moved to favour some prod-
ugts over others. [t's pure perception and conditioning.

Certain colours also come into favour depending on domi-
nant trends. For example, ‘wellness’ is a major global trend,
Eating right, looking after body and soul, caring for our planet.
The colour that goes with all of this is - go on, guess — yes, it’s
green. The colour of leafy vegetables, fresh grass and the out-
doors, it makes us feel we are getting back to nature in a hi-tech
world. The wellness trend has even been picked
up by McDonald’s fast-food chains. In the USA
and the UK, unlike most of its fast-food competi-
tors, McDonald’s has continued to profit because
it has added salads and low-salt options to menus
and done away with super-sizing. (McDonald’s
outlets in South Africa have not adopted these
menu choices.)

Another big trend that's moving our world is woman
power. No prizes tor guessing that pink in its many different
shades is the colour of this trend. lzzy Pugh says this is
quite a turnaround, ‘Ten years ago; pink was really off the
radar because it wasn't cool to be in one gender camp or the
other. And now it's back with quite a strong force — intense,
rich pink. It's empowered, funky, frec-spirited A spirit that
perhaps Kotex picked up on in the remarketing of its feminine
hygiene products. No coy butterflies or flowers for these
tampons — Shock! Horror! — the packaging uses red, but red
with a message: that women are not ashamed of their blood,
and that red is also the colour of a favourite lipstick, a sexy bra
and stilettos.

Another ongoing trend, alongside wellness and proud
femininity, is the penchant for anything industrial and techno-
logical - denoted by the matte metallic colours that are gain-
ing in popularity (noticed how popular silver cars are these
days?). And basic black, which denotes quality and class, is still
a strong favourite.

Packaging is also a strong factor in edging us to favour one
product over another. Consider perfume. We are essentially
talking about smelly water. We use soap and deodorant a lot
more these days, so strictly speaking we can live without it. But
because fragrance is so evocative and personal, it can casily be
linked to all sorts of wonderful feclings.

Jeremy Sampson, head of Interbrand Sampson - the Jo'burg
office of the global branding consultancy Interbrand - says that
because of this intangibility, packaging becomes ever more
important. ‘The average marketing spend on industrial goods
might be two percent of revenue a year, but with luxury goods
it might be as high as 15 or even 20 percent. With perfume it's
about the shape of the bottle, the colour of the bottle, the lining
to the box... it just goes on and on. It's an emotional rather
than a functional deal!
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apparently demand a whole new touchy-feely experience in the
supermarket. ‘People are starting to reject mass production,
they want a sense of individual care and attention, says lzzy
Pugh. *Smells are important too. The Ciro coffee bag has a
littde hole in it so you can smell the coffee. We can expect to
see 4 lot more play with textures, lots of softness. I wouldn’t
be surprised if, in five years’ time, you get fur packs on super-
market shelves, velvety-feely things, things that feel like stone
or cement) Hmmm, fur-wrapped perfume (faux, of course!)
— perhaps the ultimate status symbol?

Colour, packaging, trend-watching and clever advertising

all combine to give a product what is known as ‘shout’ - so that
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it breaks through the clutter of competing products and stands
alone in the buyer’s mind. So when you find vourself drawn
to one product over another, take 1« moment and ask yourself
why. And open your mind to the fact that it could be because
vouare standing in the trendiest store in town that happens to
be playing your favourite CD, or simply that your _uE.n__Ev.n is
being beautifully wrapped. g

‘If you buy a shirt in a shop, explains Jeremy Sampson,
‘they fold it nicely, using tissue paper. Then they put it into a
box with 4 nice wrapper, which is then put into a nice carrier
bag. All these things are making statements and adding a huge
premium to the price.

As you move towards your next purchase, be aware that
40 percent of people make buying decisions within one-and-a-
half seconds. [f a product can pique vour curiosity, your senses
or your desire for some form of satistaction, you can be hooked
into a purchase you might not otherwise have made.

‘Step back, says [zzy Pugh, ‘look at what you have in your
hand and ask yourself, “Why do T want this one and not that
one?” Ask yourself why they have put certain colours on the
pack and why they are using a particular style of language. But
most importantly ask yourself: “Does it ring true to me?”

Jeremy recommends that you use technology to stay sussed
- Internet shopping gives you the world to compare prices with
=50 if you don't like the imported prices vour beautician is
charging on your favourite cosmetic, you might find it online
at half the cost, even if you pay import duty.

The increasing sophistication of our shopping environment
today brings with it good and bad news. Good because of more
competition on price, greater variety and an exciting and dy-
namic shopping experience.

But bad, poten

ly, because marketing techniques are
becoming more complicated and therefore more manipulative,
If you can analyse why vou desire something, you have begun
1o tuke back your power. After all, no one should be re

g you
how to spend your money. -



