constantly  scanning  our
25 unconscioushy ar-: al'twman'.-
stormine wheth v there 1
erving of our foc wsed anention
do ruch else & ith the daia,
o wd and image contains
ation than twe are inclined 10
i "essﬁiﬁﬁef_df this . rage.
witve processing s an essential
_to~day life in ¢.Jr busy world.
ou are driving .Jown a strect
onversation w'.h your passen-
¢ gme you @ < doing this you
MGt pre-attentl © processing 1o
W traffic and 1o watch the pedes-
see if anyone st ps off the
it in front of you. If hey do, you
thy switch your full attention to
1id either swerve to avoid them or
i the brakes.
Fentive processing is continuous
¥ definition subconscious. But ™
different form of processing,
so happens all the time. Like
tive processing it 18 activated by
nctively, but unlike pre-attentive
éihg, it is conscious and stores
Hon in our long-term memory.

1at we olvement processing

date id f us make the mistake of assum-
cepts we #thinking’ is an on-off process. In
. So whe ‘think at various levels of con-

Tessing Wil ess. Take the situation of the car
new idé described ahove. While you are
then 53 ing your conversation with your

Y. er at high involvement, and pro-
:ssing all the pedestrians at the
Husisa Entive level, how are you actually
nton fo § the car? You cannot do this pre-
tention ely, because you need to
aitor wh Ce your environment consciously.
other p Ge, you cannot be concentrating
sing. step (monitoring how fast you .

£, what gear you are in) because
re you would find it pretty diffi-
have a conversation. The answer
. you are driving using Joz-
enf processing.
Involvement processing takes
at very low levels of attention, at
posite end of the attention spec-
om high-involvement processing,.
has two other distinguishing char-
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‘w-involvement p rocessing is the glue that
1ds the entire we rld

of brands together’

acteristics that are of crucial Hnportance
when it comes to considering how e
jearn about brands.

“The first s that while high-involi =~
ment processingis..a;ﬁ&!at_e_d_tﬂ-_@y
Jow-invelvement pracessing is it -
tive. In a sitaation where CoASUTLCTS
regard brand information as buir ¢ of lit-
tle importance, the tendency  going o
e for them to pay very fivtle attendon:
the vatue of low-involvement Processing
is that even in & low-atlerdon mode,
brand learning is still proc «ssed.

The second difference concerns the
use of working memeory. Low-involve-
ment processing makes very little use of
working memory. It usually collects
input and stores it exactly as it comes in,
without ‘thinking’ about it at all.

For example, when we are shopping
we might note the price of an item, but
not make any other judgrment about it
we simply store it as the price of the
jrern, This is an example of Jow-involve-
ment processing. In contrast, if we were
to process the price of the item at high
involvement, we might form a whole raft
of new conclusions and interpretations
about it we might think how it com-
pares to the prices of other similar
prodicts, we might make a judgment
about whether the difference is impor-
tant, decide whether the praduct is
worth it and, if we think we have enough
money, 1o buy it

On this basis, low-involvement pro-
cessing seems to be the poor cousin of
high-involvement processing. It is not.
Low-involvement processing is the glae
that holds the entire world of brands
together. In order to demonstrate this we
need to understand how we store and
retrieve brand learning from short-term
Memary.

Storing brand leaming

Daniel Schacter, professor of psycholo-
gy at Harvard University, describes
long-term memory as networks of con-

acctons between groups of neurons,
called ‘engrams’ {1).

“When we encode an experience, conrec-
rions betipeen  active  MEUTORS become
sironger, and this 'sﬁz&}:'cﬁﬁrﬁj’_ﬁfan
acnuity constitutes the engram.

In our memory, each brand is there-
fore a mass of electrical pathways
connecting evervthing we have learned
about that brand. These also connect
with other engrams, to produce a vast
network of memories. When we learn
something about a brand, by seelng an
ad, or a pack, or reading something in
the newspaper, all this informatien is
connecied to, and ‘modifies’, the engram
we have of that brand.

In addition to being medified and
cxpanded with new information, two
other important things happen to
engrams —we recall them and we forget
them. ) o

Engrams are tecalled by activating a
‘pathway” into the brand engram. It may
be a pathway via another product in the
same market, ot via another product
made by the same company, of via a
strong need that is linked especially to
this product, or via recall of adverdsing,
or clements within the advertising, and
so on. The pathways to a brand are not
infinite, but when you attempt to count
them thev turn out 1o be very large in
number,

What is crucially important about
these pathways is that cach tme you use
them they become better defined, and more
likely to be used in the future. This 1
known as consolidation. It is rather like
walking across a field of grass: the more
people use a particular route, the more
they wear away the grass, until eventual-
1y whar was just a faint mark becomes a
clearly defined path that everyone uses
all the dme.

As mentioned above, the other impor-
tant thing that happens 0 engramns is
that we lose the pathways into them; in
other words, we forget them. No one
quite agrees yet how this happens.
Schacter suggests that it is the result
of interference from increasing
wraffic. >

‘Consumers do not regard learning about brands
as being very important’
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