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Executive Function: Depletion

Executive function is the cognitive apparatus responsible for overseeing and controlling other cognitive functions, such as planning and paying attention. Most importantly, it is responsible for self-control and is the cognitive process that controls system 2. This principle is related to neglect, when system 2 allocates insufficient resources to overrule system 1. The executive function is governed by limited resources that control impulses and desires. Although overtime it will replenish, the executive function gets depleted of resources in a short period of time. Your attention, emotion, impulse, thought, and behavior can all potentially deplete your resources.
This idea is extremely useful for marketers because they can then predict where the point of interest is when a consumer’s restraining resources are depleted. Once depleted, the consumer is more likely to make impulsive decisions, lose his or her self-control, and purchase the marketer’s product or service. For example, fast food services can take advantage of a consumer’s System 2 depletion when one is more tempted to eat unhealthy food and have more willingness to pay.
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Chick-fil-A at the Grady Memorial Hospital

Chick-fil-A is located on the ground floor of the hospital. Due to the nature of the location, the restaurant mainly targets people who work in and stay at the Grady Hospital. These segments include medical workers such as doctors and nurses, as well as patients, their families and friends who visit or temporarily stay at Grady.  

Analysis

Marketers oftentimes utilize store location as a form of marketing strategy. In the past, I did not understand why there is a Chick-fil-A restaurant at Grady Hospital, where people should be more aware and cautious of their health. However, this restaurant location makes sense to me now that I understand the psychology behind it. If you are a patient, a medical staff, or someone who is visiting a patient, you are likely to suppress your emotions when you are at the hospital. Hospitals are generally not a happy place to be at, but most people do not want to upset the patient or themselves even more. Their executive function resources will be depleted by the time they get out of the hospital, and they are more likely to make poor food choices from lack of self-control. Although it is unclear whether or not Chick-fil-A utilizes this principle, this usage of consumer psychology can potentially be seen as unethical. However, it is surely effective in attracting people who have insufficient resources for their system 2.
Social Proof in Marketing
Social proof is a social influence on people’s judgment and decision making that marketers can utilize to promote their products or services. Humans are social creatures and are driven to find communities where they fit in and feel accepted. The pressure to be like everyone else causes people to adhere to social norms and tailor their decisions to conform with the decisions of others. This principle can be an extremely powerful force for marketers, especially when people are in ambiguous social situations, which cause them to look to others for the appropriate behavior. In fact, social proof appeal is effective and lasts long. There are also two types of social proof: common proof and aspirational proof. Common proof occurs when your peers are doing something and you feel like you should start doing the same thing, too. Aspirational proof happens when you display reviews, video testimonials, or logos of companies that your target consumer wants to be like. An example we learned in class is having a likable celebrity working or recommending another celebrity, making the latter celebrity more likable.
Taco Bell Quesalupa Commerical – The Internet is Talking

This is a national TV commercial featuring Taco Bell’s Quesalupa. In this ad, George Takei sits on a throne inside the Internet and reads tweets about Taco Bell's Quesalupa. Although he shows many tweets, there are three special tweets he reads out loud: one about romantic feelings, one about presidential nominations, and one about the ascension to food heaven. The main idea is to tell audiences how everyone is talking about the different aspects of Quesalupa on the Internet. This ad mainly targets people who use social media and/or like George Takei. The commercial can be found here:
https://www.youtube.com/watch?v=ePisqWLV6ZA&index=1&list=PL9VMRoKH1FlnZSKyaHWgqtNWbOQmcR_HI
Analysis

This is an effective ad for Taco Bell’s target consumers, who are mainly teenagers and adults who love fast food. This relatively young segment gets affected by their peers more easily and is more prone to assimilate. They are also the ones who are most active on social media compared to other age groups. However, this could potentially backfire because social proof distinguishes outgroups. For example, if an elder who is not familiar with Twitter sees this ad, he or she is more likely to be confused and feels like going to Taco Bell is not appropriate for him or her.
       
Nevertheless, Taco Bell enhances aspirational proof by choosing George Takei as their spokesman. Celebrity endorsement is another form of aspirational proof and is a common tactic marketers use. George Takei is a beloved actor who is famous for his acting in Star Trek. The fact that he is older and has been around for a while helps Taco Bell to appeal to the older segment as well. If the audience has a positive feeling for the movies or George Takei, then he or she will like Taco Bell even more because of their choice of spokesman. It is important to note though, if the audience dislikes George Takei, then this commercial will create a negative association of the brand. Therefore, marketers should use aspirational proof with care to avoid negative consequences.
Scarcity

Consumer behavior is highly affected by social impact, and our decision can be influenced through different social indicators such as scarcity. Our instincts cause us to assign more value to the resources we perceive as scarce. Opportunities seem more valuable when they are less available, and that inferred value is inversely proportional to perceived availability. If consumers believe that products are scarce, then their decision-making convinces them to gather larger quantities of their preferred product. Their system 1 overrides system 2, allowing their intuitive feeling to take over their judgment. This principle not only applies to quantity but also time. Limited time offer is a common tactic marketers use to draw consumers’ attentions. The sense of urgency encourages consumers to purchase products before others. Therefore, scarcity allows marketers to increase demand for specific products.
Express Sales Promotions


Within the past week, I have received three emails from Express regarding their sales promotions. All emails have self-explanatory titles and indicate time constraint. The first email I got was titled “Last day! 40% off ALL jeans,” the second one was titled “30% off Limited Time Offer,” and the third was “6PM-12AM Today Extra 50% off Clearance.” As they mostly carry fashionable female apparels, Express’ general target consumers range from teenage girls to mid-aged women. More specifically, these emails target people who have purchased from Express previously and subscribed to their online promotions.
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Analysis

By titling the emails with phrases like “Last day”, “Limited Time Offer”, and “Today”, Express creates a sense of urgency that convinces consumers to purchase quickly. This urgency is an intuitive feeling that guides System 1 process and makes System 2 approves System 1’s response. Consumers now view the items as more valuable because they are likely to be less available due to the increase demand for scarce products. The promotions effectively draw consumers’ attention and create urgency to make purchasing decisions. These mails may remind consumers their needs of new apparels; however, this promotion method can easily backfire. Express continuously uses the same tactic and similar titles on a weekly basis, making these sales less sincere over time. Consumers may start to pay less attention to each email, or even unsubscribe due to the abundance of redundant emails. 
