
S&M 3  Prof. Dr. P. Zamaros 2014 1 

Hospitality Marketing, Sales and Advertizing 

Day 3 
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DAY 3 

 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

Purpose: describe the cycle of consumption 

6. The Meaning and Nature of Culture 

Purpose: understand the importance of culture in determining habits 

7. Consumer Personality, Lifestyles and Consumption Cultures 

Purpose: delimit consumer personalities ï the guest mix 

8. Consumer and Guest Attitudes 

Purpose: explore attitudes 
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5. Acquiring, Consuming, Disposing, Recycling and Reusing 

A) Aquiring 

Acquisition, depending on consumer intentions and the context of 

consumption, involves getting hold of products through : 

 

Å Purchasing (in open-air markets, shopping streets, malls, retail 

shops, home shopping) 

Å Bartering 

Å Gift-giving 

Å Inheriting 

Å Finding 
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Purchase decisions, along with the purchase decision model, 

involve making the following choices over: 

 

Basic decisions 

Example: shelter needs trigger booking a room 

Product category decision 

Example: choosing book at a 5* or 4* hotel 

Brand purchase decision 

Example: choosing the book with Accor over Hilton 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

A) Aquiring 
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Channel purchase decision 

Example: choosing whether to purchase from a  retailer or online 

Payment decision 

Example: choosing to pay cash or charge a card 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

A) Aquiring 



S&M 3  Prof. Dr. P. Zamaros 2014 6 

Purchase decisions are affected by: 

Timing: the sequences of repetitive purchase events 

Quantity: the amounts chosen on each purchase event 

Preference: the type of product or brand chosen at the expense of 

another 

 

However, the purchase decision model does not explain impulse 

purchase which accounts for about 40% of purchasing decisions 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

A) Aquiring 
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Of importance, gifts are ritualized offerings  

frequently representing social and cultural  

ties with other people or places, and include: 

 

Interpersonal gifts given or exchanged on particular occasions 

Example: staying at the Loews New Orleans 

Self gifts given to oneself as a special treat  

Example: a quick trip to Venice 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

A) Aquiring 
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Consuming is about: 

collecting 

nurturing 

cleaning 

preparing 

using  

showing  

storing, wearing, sharing, devouring. 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

B) Consuming 
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Disposition involves: 

 

Å Simple reuse 

Å Second hand reuse 

Å Second hand exchange 

Å Resource recovery ï backward channel distribution 

Å Special treatment 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

C) Disposing 
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Voluntary disposition behaviors include: 

 

Å Selling 

Å Exchanging  

Å Giving away 

Å Recycling 

Å Throwing away 

Å Abandoning 

Å Using up 

Å Destroying 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

C) Disposing 
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Disposition attitudes include : 

 

Å Discarding it! 

Å Selling it! 

Å Donating it! 

Å Gifting it! 

Å Storing it! 

Å Recovering it! 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

C) Disposing 
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Ease of disposition is brought about when business organizations 

adopt the strategy of product stewardship with a focus on minimal 

environmental impact ï established by means of the design for 

environment (DFE) 

5. Acquiring, Consuming, Disposing, Recycling and Reusing 

C) Disposing 
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First view on culture : 

 

Culture consists in values (i.e. 

enduring beliefs about desirable 

outcomes that transcend specific 

situations and shape oneôs behavior) 

and norms (i.e. informal, usually 

unspoken rules that govern behavior). 

6. The Meaning and Nature of Culture 

A) Conceptualizing Culture 
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Second view on culture: 

 

Culture is seen to be a societal attribute 

that consists of blueprints for action and 

interpretation ï cultural blueprints that 

enable a person to operate in a manner 

acceptable to other members of the 

culture. 

6. The Meaning and Nature of Culture 

A) Conceptualizing Culture 
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Considering that both of the above views fail to say that which 

culture is as they say what culture does, culture can be seen to be 

the particular way of thinking and doing of a social entity this being 

the individual, organization or any community.  

 

The emphasis here is on the differences in culture, resting on 

cultural variability which translates the idea that culture is irreducible 

to a fixed list of norms, values, consumer goods, consumption 

patterns, or other cultural elements.  

6. The Meaning and Nature of Culture 

A) Conceptualizing Culture 
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Therefore culture is indeterminate in the sense that it cannot be 

predicted because culture both produces change and is prone to 

change. Culture, as society, is open and a function of:  

 

 Language in terms of how, when and to what effect language is 

used. 

 

 Artifacts in terms of how, when and to what effect artifacts are used. 

6. The Meaning and Nature of Culture 

A) Conceptualizing Culture 
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Cultural values are typically related to guest behaviors and include: 

 

Instrumental values: emphasis on commonly acknowledged beliefs 

about how people should behave (ethics) 

Examples: competence, compassion, sociality, free choice 

Terminal values: emphasis on the purposes of desirable living styles 

Examples: social harmony, self-actualization (Maslow) 

Ethnocentric values: emphasis on oneôs place of origin or residence 

Examples: quality, status 

6. The Meaning and Nature of Culture 

B) Cultural values 
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Materialist values: emphasis on ownership of  tangible products 

Examples: possessiveness, envy, preservation 

6. The Meaning and Nature of Culture 

B) Cultural values 


