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Fosters Daily Democrat
UNH study identifies shoppers most susceptible to sales pitches

[image: image2.png]



DURHAM — As the Christmas shopping season moved into its final days, new research from the University of New Hampshire showed that certain shoppers who exhibit distinct cognitive skills are more apt to be impulse buyers.

"Observable Cognitive Function in the Purchasing Process: A Study of Quickly Identifying Impulse Buying Behaviors in Consumers" was conducted by students in adjunct professor Chuck Martin's class at the Whittemore School of Business and Economics.

The students found that shoppers who exhibit high levels of flexibility or low levels of self-restraint are most likely to make an impulse buy. The students theorize that salespeople can be trained to spot these cognitive skills in shoppers, thus improving their ability to help customers and increase the salesperson's efficiency and effectiveness.

"The researchers found that these impulse and non-impulse behaviors in shoppers can be identified in less than a minute, which could instantly indicate to a salesperson who is most likely to listen to their sales advice and who is not," Martin said.

Flexibility and self-restraint are two of a dozen cognitive functions known as executive skills. People high in flexibility are able to revise plans in the face of obstacles, setbacks, new information, or mistakes. They are highly adaptable to changing conditions. People high in self-restraint have the ability to think before they act. They can resist the urge to say or do something to allow time to evaluate the situation and how a behavior might affect it.

The students found that highly flexible customers browse extensively and tend to walk around the store. 

They are not loyal to any one brand. 

They are open to suggestions from sales associates and easily persuaded to purchase the generic, less-costly version of the item or even to trade up. If the customers can't find the product they want to purchase, they tend to purchase another similar product.

Consumers with low-self restraint randomly look at products, walking through the aisles grabbing different items. They appear distracted or scattered, picking up items without a pattern. Sometimes they will pick up an item, put it back, then go back and get it for purchase. 

Sales are very attractive to these consumers, whether or not they planned to purchase the item – they are the true impulse buyer.

These consumers often exhibit the "oohh" factor. For example, during the study, students observed a male shopper at Best Buy in line ready to check out. Upon noticing the discounted DVD rack, he immediately said "oohh" and approached the rack to sort through his options. 

He wound up purchasing four discounted DVDs. 

On the other hand, salespeople would be wise to not invest their time with customers who are highly self-restrained. They are not enticed by sales or salespeople. 

They may browse extensively and comparison shop, but will leave the store empty handed if they don't find exactly what they want. Inflexible customers may be the most difficult for salespeople, since they can be openly difficult and stubborn. These customers are "on a mission" – they know what they want and walk directly to the department of the store with the item. If it's not available, they will turn around and walk out.

Fifty students divided into teams of 10 conducted their research at businesses throughout the New Hampshire Seacoast. The research consisted of observations of shopping behavior, followed by short surveys designed to validate the cognitive functions of self-restraint or flexibility associated with the observed behavior. In 95 percent of the cases, the observed behavior was validated by the survey results.
http://www.fosters.com/apps/pbcs.dll/article?AID=/20080115/GJBUSINESS_01/262183502/-1/FOSNEWS
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Are you an impulse shopper?

December 19, 2007 12:27 PM

The following is a press release issued by the University of New Hampshire on Wednesday, Dec. 19, 2007.
DURHAM — As the Christmas shopping season moves into its final days, new research from the University of New Hampshire shows that certain shoppers who exhibit distinct cognitive skills are more apt to be impulse buyers.

“Observable Cognitive Function in the Purchasing Process: A Study of Quickly Identifying Impulse Buying Behaviors in Consumers” was conducted by students in adjunct professor Chuck Martin’s class at the Whittemore School of Business and Economics.

The students found that shoppers who exhibit high levels of flexibility or low levels of self-restraint are most likely to make an impulse buy. The students theorize that salespeople can be trained to spot these cognitive skills in shoppers, thus improving their ability to help customers and increase the salesperson’s efficiency and effectiveness.

“The researchers found that these impulse and non-impulse behaviors in shoppers can be identified in less than a minute, which could instantly indicate to a salesperson who is most likely to listen to their sales advice and who is not,” Martin said.

Flexibility and self-restraint are two of a dozen cognitive functions known as executive skills. People high in flexibility are able to revise plans in the face of obstacles, setbacks, new information, or mistakes. They are highly adaptable to changing conditions. People high in self-restraint have the ability to think before they act. They can resist the urge to say or do something to allow time to evaluate the situation and how a behavior might affect it.

The students found that highly flexible customers browse extensively and tend to walk around the store. They are not loyal to any one brand. They are open to suggestions from sales associates and easily persuaded to purchase the generic, less-costly version of the item or even to trade up. If the customers can’t find the product they want to purchase, they tend to purchase another similar product.

Consumers with low-self restraint randomly look at products, walking through the aisles grabbing different items. They appear distracted or scattered, picking up items without a pattern. Sometimes they will pick up an item, put it back, then go back and get it for purchase. Sales are very attractive to these consumers, whether or not they planned to purchase the item – they are the true impulse buyer.

These consumers often exhibit the “oohh” factor. For example, during the study, students observed a male shopper at Best Buy in line ready to check out. Upon noticing the discounted DVD rack, he immediately said “oohh” and approached the rack to sort through his options. He wound up purchasing four discounted DVDs. 

On the other hand, salespeople would be wise to not invest their time with customers who are highly self-restrained. They are not enticed by sales or salespeople. They may browse extensively and comparison shop, but will leave the store empty handed if they don’t find exactly what they want. 

Inflexible customers may be the most difficult for salespeople, since they can be openly difficult and stubborn. These customers are “on a mission” – they know what they want and walk directly to the department of the store with the item. If it’s not available, they will turn around and walk out.

Fifty students divided into teams of 10 conducted their research at businesses throughout the New Hampshire Seacoast. The research consisted of observations of shopping behavior, followed by short surveys designed to validate the cognitive functions of self-restraint or flexibility associated with the observed behavior. In 95 percent of the cases, the observed behavior was validated by the survey results.

http://64.233.169.104/search?q=cache:8tSBCAY52jEJ:www.seacoastonline.com/apps/pbcs.dll/article%3FAID%3D/20071219/NEWS/71219017/-1/rss87+%22Chuck+Martin%22+%2B+%22Whittemore%22+%2B+%22Shopping%22&hl=en&ct=clnk&cd=13&gl=us
Intellectual vanities… about close to everything
Posted in Current Affairs, Psychology on December 23rd, 2007 
Merry Xmas, To The Impulsive, And The Self-Restrained As Well
Posted in Current Affairs, Psychology by on December 23rd, 2007 
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As the Christmas shopping season is finished, new research from the University of New Hampshire shows that certain shoppers who exhibit distinct cognitive skills are more apt to be impulse buyers, and most likely have been exploited as such by the remorseless xmas business salespeople.

“Observable Cognitive Function in the Purchasing Process: A Study of Quickly Identifying Impulse Buying Behaviors in Consumers” was conducted by students in adjunct professor Chuck Martin’s class at the Whittemore School of Business and Economics.

The students found that shoppers who exhibit high levels of flexibility or low levels of self-restraint are most likely to make an impulse buy. The students theorize that salespeople can be trained to spot these cognitive skills in shoppers, thus improving their ability to help customers and increase the salesperson’s efficiency and effectiveness.

“The researchers found that these impulse and non-impulse behaviors in shoppers can be identified in less than a minute, which could instantly indicate to a salesperson who is most likely to listen to their sales advice and who is not,” Martin said.

Flexibility and self-restraint are two of a dozen cognitive functions known as executive skills. People high in flexibility are able to revise plans in the face of obstacles, setbacks, new information, or mistakes. They are highly adaptable to changing conditions. People high in self-restraint have the ability to think before they act. They can resist the urge to say or do something to allow time to evaluate the situation and how a behavior might affect it.

The students found that highly flexible customers browse extensively and tend to walk around the store. They are not loyal to any one brand. They are open to suggestions from sales associates and easily persuaded to purchase the generic, less-costly version of the item or even to trade up. If the customers can’t find the product they want to purchase, they tend to purchase another similar product.

Consumers with low-self restraint randomly look at products, walking through the aisles grabbing different items. They appear distracted or scattered, picking up items without a pattern. Sometimes they will pick up an item, put it back, then go back and get it for purchase. Sales are very attractive to these consumers, whether or not they planned to purchase the item – they are the true impulse buyer.

These consumers often exhibit the “oohh” factor. For example, during the study, students observed a male shopper at Best Buy in line ready to check out. Upon noticing the discounted DVD rack, he immediately said “oohh” and approached the rack to sort through his options. He wound up purchasing four discounted DVDs.

On the other hand, salespeople would be wise to not invest their time with customers who are highly self-restrained. They are not enticed by sales or salespeople. They may browse extensively and comparison shop, but will leave the store empty handed if they don’t find exactly what they want.

Inflexible customers may be the most difficult for salespeople, since they can be openly difficult and stubborn. These customers are “on a mission” – they know what they want and walk directly to the department of the store with the item. If it’s not available, they will turn around and walk out.

Fifty students divided into teams of 10 conducted their research at businesses throughout the New Hampshire Seacoast. The research consisted of observations of shopping behavior, followed by short surveys designed to validate the cognitive functions of self-restraint or flexibility associated with the observed behavior. In 95 percent of the cases, the observed behavior was validated by the survey results.

Source: http://www.unh.edu/news/cj_nr/2007/dec/lw19impulse.cfm
http://64.233.169.104/search?q=cache:I7HMOWx5dgcJ:huehueteotl.wordpress.com/2007/12/23/merry-xmas-to-the-impulsive-and-the-self-restrained-as-well/+%22Chuck+Martin%22+%2B+%22Whittemore%22+%2B+%22Shopping%22&hl=en&ct=clnk&cd=6&gl=us
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	Written by Chris    

	Monday, 24 December 2007 

	ScienceDaily (2007-12-21) -- As the Christmas shopping season moves into its final days, new research from shows that certain shoppers who exhibit distinct cognitive skills are more apt to be impulse buyers.

The student researchers found that shoppers who exhibit high levels of flexibility or low levels of self-restraint are most likely to make an impulse buy. The students theorize that salespeople can be trained to spot these cognitive skills in shoppers, thus improving their ability to help customers and increase the salesperson’s efficiency and effectiveness.

“Observable Cognitive Function in the Purchasing Process: A Study of Quickly Identifying Impulse Buying Behaviors in Consumers” was conducted by students in adjunct professor Chuck Martin’s class at the Unh Whittemore School of Business and Economics.

“The researchers found that these impulse and non-impulse behaviors in shoppers can be identified in less than a minute, which could instantly indicate to a salesperson who is most likely to listen to their sales advice and who is not,” Martin said.

Flexibility and self-restraint are two of a dozen cognitive functions known as executive skills. People high in flexibility are able to revise plans in the face of obstacles, setbacks, new information, or mistakes. They are highly adaptable to changing conditions. People high in self-restraint have the ability to think before they act. They can resist the urge to say or do something to allow time to evaluate the situation and how a behavior might affect it.

The students found that highly flexible customers browse extensively and tend to walk around the store. They are not loyal to any one brand. They are open to suggestions from sales associates and easily persuaded to purchase the generic, less-costly version of the item or even to trade up. If the customers can’t find the product they want to purchase, they tend to purchase another similar product.

Consumers with low-self restraint randomly look at products, walking through the aisles grabbing different items. They appear distracted or scattered, picking up items without a pattern. Sometimes they will pick up an item, put it back, then go back and get it for purchase. Sales are very attractive to these consumers, whether or not they planned to purchase the item – they are the true impulse buyer.

These consumers often exhibit the “oohh” factor. For example, during the study, students observed a male shopper at Best Buy in line ready to check out. Upon noticing the discounted DVD rack, he immediately said “oohh” and approached the rack to sort through his options. He wound up purchasing four discounted DVDs.

On the other hand, salespeople would be wise to not invest their time with customers who are highly self-restrained. They are not enticed by sales or salespeople. They may browse extensively and comparison shop, but will leave the store empty handed if they don’t find exactly what they want.

Inflexible customers may be the most difficult for salespeople, since they can be openly difficult and stubborn. These customers are “on a mission” – they know what they want and walk directly to the department of the store with the item. If it’s not available, they will turn around and walk out.

Fifty students divided into teams of 10 conducted their research at businesses throughout the New Hampshire Seacoast. The research consisted of observations of shopping behavior, followed by short surveys designed to validate the cognitive functions of self-restraint or flexibility associated with the observed behavior. In 95 percent of the cases, the observed behavior was validated by the survey results. 

University of New Hampshire (2007, December 21). Are You An Impulse Shopper?. ScienceDaily. Retrieved December 24, 2007, from http://www.sciencedaily.com​/releases/2007/12/071220225637.htm 


 http://64.233.169.104/search?q=cache:uQXndnuE9fEJ:psychology-help.com/index.php%3Foption%3Dcom_content%26task%3Dview%26id%3D16%26Itemid%3D1+%22Chuck+Martin%22+%2B+%22Whittemore%22+%2B+%22Shopping%22&hl=en&ct=clnk&cd=10&gl=us
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Durham, NH, USA. Do you have the shopping gene? It could come in handy. Some people view shopping as a blood sport. The period after an annual holiday season can call on all of a bargain hunters resources. Certain shoppers appear to exhibit distinct cognitive skills and are more apt to be impulse buyers. Students from the University of New Hampshire found that shoppers who exhibit high levels of flexibility or low levels of self-restraint are most likely to make an impulse buy. 

 

The researchers theorize that salespeople can be trained to spot these cognitive skills in shoppers, thus improving their ability to help customers and increase the salesperson’s efficiency and effectiveness.

 

“The researchers found that these impulse and non-impulse behaviors in shoppers can be identified in less than a minute, which could instantly indicate to a salesperson who is most likely to listen to their sales advice and who is not,” said Chuck Martin. 

 

Flexibility and self-restraint are two of a dozen cognitive functions known as executive skills. People high in flexibility are able to revise plans in the face of obstacles, setbacks, new information, or mistakes. They are highly adaptable to changing conditions. People high in self-restraint have the ability to think before they act. They can resist the urge to say or do something to allow time to evaluate the situation and how a behavior might affect it. 

 

The students found that highly flexible customers browse extensively and tend to walk around the store. They are not loyal to any one brand. They are open to suggestions from sales associates and easily persuaded to purchase the generic, less-costly version of the item or even to trade up. If the customers can’t find the product they want to purchase, they tend to purchase another similar product. 

 

Consumers with low-self restraint randomly look at products, walking through the aisles grabbing different items. They appear distracted or scattered, picking up items without a pattern. Sometimes they will pick up an item, put it back, then go back and get it for purchase. Sales are very attractive to these consumers, whether or not they planned to purchase the item – they are the true impulse buyer. 

 

These consumers often exhibit the “oohh” factor. For example, during the study, students observed a male shopper at Best Buy in line ready to check out. Upon noticing the discounted DVD rack, he immediately said “oohh” and approached the rack to sort through his options. He wound up purchasing four discounted DVDs. 

 

On the other hand, salespeople would be wise to not invest their time with customers who are highly self-restrained. They are not enticed by sales or salespeople. They may browse extensively and comparison shop, but will leave the store empty handed if they don’t find exactly what they want. 

 

Inflexible customers may be the most difficult for salespeople, since they can be openly difficult and stubborn. These customers are “on a mission” – they know what they want and walk directly to the department of the store with the item. If it’s not available, they will turn around and walk out. 

 

Fifty students divided into teams of 10 conducted their research at businesses throughout the New Hampshire Seacoast. The research consisted of observations of shopping, followed by short surveys designed to validate the cognitive functions of self-restraint or flexibility associated with the observed behavior. In 95 percent of the cases, the observed behavior was validated by the survey results. 

 



Observable Cognitive Function in the Purchasing Process: A Study of Quickly Identifying Impulse Buying Behaviors in Consumers. Class project: UNH Whittemore School of Business and Economics. Supervisor: Chuck Martin, adjunct professor. 

http://64.233.169.104/search?q=cache:mbANRDskn8UJ:ts-si.org/content/view/2830/993/+%22Chuck+Martin%22+%2B+%22Whittemore%22+%2B+%22Shopping%22&hl=en&ct=clnk&cd=2&gl=us
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According to a recent survey from NFI Research, more than half of business leaders say their employee development offerings are readily available to the workforce. Eighteen percent of the 167 respondents said availability of learning programs is “extremely high,” and 35 percent said it is “somewhat high.” 

Additionally, more than a third of them (39 percent) expect funding for training accessibility to increase over the next year, while 53 percent say it will stay the same. Of the former, 7 percent say it will increase “significantly,” and 32 percent say it will increase “somewhat.” These investments are all to the good, said Chuck Martin, CEO of NFI Research.

“We haven’t done this survey annually, so we don’t have a comparison figure,” he said. “But we were a bit surprised at what the future looks like. It’s a good sign that organizations are still committed to providing training, which can keep a workforce totally up to date.”

However, behind these straightforward stats are a few factors that help explain why the funding picture is shaping up this way, Martin said. 

“What’s interesting about that is if you look at the cross-tabs, of those who will increase, small companies are two times more likely to do so than large companies,” he explained. “We’re starting to see this kind of consistency between small companies versus large companies.”

The survey showed that 21 percent of participants expecting funding increases for new and existing training platforms are large companies (10,000 or more employees), whereas 41 percent are small companies. Findings from another NFI Research survey show that 30 percent of large companies are expected to decrease overall head count, compared to 64 percent of small companies who planned to increase head count. Martin suggested that there was a connection between these two trends.

“We know from other research that we’ve done that large companies are generally going to be reducing overall head count, whereas small companies will be increasing head count,” he said. “In at least the next year or so, large companies are going to be downsizing. They are going to be mostly staying the same for funding of training. Small companies, though, are really on the march. With increased head count, it makes sense that small companies will be increasing funding for training.”

Another issue that came up in the survey is the fact that employees simply lack time for learning. This was cited as the single biggest obstacle to participation in development programs.

“We saw the same thing with vacation days,” Martin said. “The higher-level executives have four, five or even six weeks of vacation, but the majority of them don’t get to take it. It’s the same thing with training: The funding is there, it’s available, but people are just so flat-out busy that there’s no time to do anything. To leave the office for just two days for any reason is a huge deal for them.”

Also, pressures from a shifting labor market are having an impact. Martin said the number of workers changing employers will likely go up dramatically, which will affect training delivery.

“This whole ‘people’ thing is coming to a head. You can’t do a lot of hiring because the talent pool isn’t that strong. But small companies are going to be increasing their head counts, and they’ll be pulling a lot of those people from the large companies as they downsize. I think we’ll see a lot of move-around. Thus, you’ve got training that has to occur.”
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Brian Summerfield is a managing editor for Chief Learning Officer magazine.

http://64.233.169.104/search?q=cache:d5_WX_oxqN0J:www.clomedia.com/executive-briefings/2007/December/2032/index.php+%22NFI+Research%22+%2B+%22December+2007%22&hl=en&ct=clnk&cd=1&gl=us
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Short Subjects
12 Skills You May Need

How well you’re able to stay focused may have significant bearing on your career, according to NFI Research, which measured that skill among 246 senior executives and managers worldwide. Focus is the capacity to maintain attention to a situation or task in spite of distractions, fatigue or boredom. The research found that 22 percent of senior executives and managers are high in focus skills. Eight percent are low; the rest are mid-level. 

But the ability to focus may not be the definitive arbitor of getting ahead in business. “I’ve often noticed that the top executives are much better focused than I am,” says one survey respondent. “However, I can honestly say that the quality of my output is usually superior. So the distractions slow me down, but they don’t seem to affect quality.” He’s probably stronger in one or more of the other 11 executive skills: Self-Restraint, Working Memory, Emotion Control, Task Initiation, Planning/Prioritization, Organization, Time Management, Defining and Achieving Goals, Flexibility, Observation and Stress Tolerance. NFI’s chief executive, Chuck Martin, explores the role of the 12 skills in “Smarts; Are We Hardwired for Success,” which will be published in January.

http://64.233.169.104/search?q=cache:GGjAGgI2mDQJ:www.askbte.com/dept.asp%3Fdeptid%
3D22+%22NFI+Research%22+%2B+%22December+2007%22&hl=en&ct=clnk&cd=16&gl=us
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FEATURED ARTICLE
Survey: Businesses face weak talent pool

Published:  December 2007

Today's talent pool is weak.

At least that's the view of senior executives and managers surveyed by NFI Research of Madbury.

And regarding hires over the next year, the majority of businesses will not be searching for entry-level positions.

Sixty-four percent of business leaders say that when hiring for their department or organization they face a weak talent pool, with 18 percent saying the available talent pool is significantly weak and almost half (47 percent) saying it is somewhat weak, according to the worldwide survey of 193 senior executives and managers.

A slight majority (51 percent) of senior executives and managers say they will seek fewer entry-level hires in the next year. The rest say that they will seek more entry-level hires.

"With all of the pressures at work today, executives are looking for new hires who can hit the ground running," said NFI Research CEO Chuck Martin.

By company size, there were no significant differences in the viewpoint of the amount of available talent when hiring for a department or organization.

"Due to the highly competitive nature of the business environment, hiring fully trained and skilled talent is critical," said one survey respondent. "The days of developing and training new hires is not a luxury we can afford." 

NFI Research surveys 2,000 senior executives and managers globally every two weeks. 

http://www.seacoastventures.net/featured/1207feature2.html
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According to a study released on Feb. 12 by NFI Research, 74% of senior executives and managers get the most practical tips, guidance, and tactics to do their job better from conferences and seminars. 60% get the most practical tips from networking and interpersonal relationships. The Center for Leadership & Executive Development can help you do both.
