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1. A reference group is a set of people a consumer wants to please or imitate, and this affects the consumer's purchasing decisions. Consumers often buy products because they feel pressure from reference groups to conform. Does conformity exert positive or negative influence (or both) on consumers? Explain and include examples. With what types of products are compliance more likely to occur? Why do you think this is the case? Explain.
Conforming generally refers to agreeing to the general expectations and likes of a particular reference group. In business, conforming has an impact on the purchasing decisions of a customer. This fact means that if a customer belongs to a specific group of customers that adores a specific brand, he or she will definitely buy the product just to fit in the group (Michael, 2010). This conformity exerts both a negative and positive influence on customers. The reason behind this is that, out of the impact of the reference group, customers are always in a better position to know what suits them best and the one that does not. The negative influence is that it leads to impulse buying, which at most times might not be suitable for the consumer. 
An example of a reference group is a particular culture. Some brands are associated with a specific type of brand. As a result of this fact, the members who observe this culture tend always to prefer these brands. For example, a brand like Armani is associated with Italians, just like Sony brand is seen as a brand Japanese culture.
Mostly, the products where conformity is likely to occur is in fashions and clothing. The reason behind this is that a reference group will always have a specific dressing or clothing that is unique to them (Michael, 2010). Due to this fact, once a particular member does not have the fashion for the reference group, either he will be isolated, or he will isolate himself. Although conformity might be in electronic brands, its impact cannot be compared to its impact on fashion and clothing. The reason is that chances of isolation feeling are very low in case you lack an electronic as a requirement for a reference group. When certain fashion clothes are the requirement for a reference group, it will be hard for a member to survive without it.
2. VALS is a psychographic segmentation system that divides U.S. adults into eight groups according to what drives them psychologically as well as by their economic resources. Go to http://www.strategicbusinessinsights.com/vals/presurvey.shtml and take the VALS Survey. Discuss your VALS type. What insights does the knowledge of your VALS type provide relative to your consumer behavior? Do you think marketers should rely more heavily upon demographic or psychographic information for market segmentation? Explain your selection and provide examples using specific products.
My VALS type from the survey I have taken is believers and less of a maker. According to my first and character of believers is that I mostly believe that a good life is always led by having fundamental rights and a good life. Also, believers get their inspiration from being spiritual and having faith. Also, apart from loving friendly communities, experiencers usually try to escape from reality by reading romance novels and watching TV (VALS, n.d.). Also, another character that distinguishes believers is that they never give a chance to ambiguity. By not allowing ambiguity means that they have the desire to know where everything stands and operates. As believers, we rarely mind about the community as we never have the desire to change it in any way. Also, this group of people has a sense of fashion attitude that they commonly refer to as "me-too.” As believers, we give particular emphasis on constancy and stability.
First, according to my knowledge about myself, VALS is correct. The insights that I get from the description of believers is that this group of people have not only an ideals information but also low resources. Also, another idea I get from our group of people is that we are a relatively better group compared to makers who do not have the qualities that we possess. Also, according to my consumer behavior, I like consuming what I have seen my peers or reference group consumers. Furthermore, loyalty is a great tool to define us.
I also think that marketers should be great users of demographic and psychographic information. The fundamental reason behind this is that they are in a better position to know what the customers want so that they can serve them better (Muhamad, Melewar, & Alwi, 2012). I also believe that this demographic or psychographic information is very critical in market segmentation. With market segmentation, marketers provide the desires of the customers. For example, knowing that a particular group is a believer, it is possible to tailor a fashion to one of them since you are sure that others will apply the "me too" principle. 
3. Brand equity means that a brand enjoys customer loyalty, perceived quality, and brand-name awareness. To what brands are you personally loyal? What is it about the product that creates brand loyalty, and thus brand equity? What are some specific products you purchase where branding does not matter and has never mattered to you? What characteristics of the products and your personal preferences can help explain why this might be the case?
I am loyal to apple and Baume and Mercier watch brands. Whenever I am buying anything that touches on any of these two brands, I give special priority to them. I never think of even trying other brands because I feel that they usually serve me in the best way possible. First of all, one reason I prefer the apple brand is its quality. Almost all the products made by apple have high quality (Rossi & Krey, 2018). They do not give a second thought to substandard goods since they believe that quality is the only way to go. Buying an iPhone, which is an apple, brand, you are assured of a long period of continued quality services. Although the two are always expensive, I usually find that they fully deserve to be costly since they serve you to the level of your desire.
The specific products that I do not find the brand having any considerable impact on my shopping are clothing. Mostly, I usually do not mind a lot about the brand. The most distinguishing factor in my pattern of clothing is the quality and the fashion I see fit for my group (Rossi & Krey, 2018) and me. The reason I do not settle for a specific brand is that some clothes are not from famous brands but are always right. At this point, I lay particular emphasis on the price since I will always keep on buying new shoes and clothes.
Due to the existence of very many brand varieties of clothes, I usually find no reason to settle on a particular brand. Also, different brands of clothes provide different fashions that I typically see are all trendy for me. Due to this fact, I find no reason to settle for a particular brand of clothes since most brands serve me well. Also, the price is an excellent determinant of the brand to purchase at any specific instant.
4. Discuss the roles of public relations within an organization? Select a company and research it by paying particular attention to its public relations efforts. Identify and describe some of the proactive PR that has been done for the company to establish and maintain a favorable image. Then identify and describe the company's crisis management PR. How have their PR specialists tried to put a good face on bad news? Be specific and provide EXAMPLES.
Public relations majorly involve making sure that the image of a company or any business is favorable to the outside world. Also, public relations pay particular emphasis on creating and maintaining beneficial relationships with the outside people who might be other organizations, customers, public communities, among others. Apart from creating and maintaining a favorable image of the company to the outside world, another role of public relations is to keep the target audience informed about the positive associations of a business for a continual update (Kavoura, Sakas, & Tomaras, 2017). Another role of public relations is that heads off any media coverage that unfavorable to the organization. 
A good company that has strong public relations and has continuously tried to maintain them is McDonald's. Since it is a food and hospitality-based company, public relations is very vital to its success. There have been various efforts that have all been geared towards proactive public relations in the company. One of the strategies that have been significantly useful in maintaining this brand image has been maintaining a three-legged tool system. In this system, three critical stakeholders of maintaining this public relations support have been the employees, the owners, and the suppliers—all these work hand in hand in maintaining a sharp image for McDonald’s. 
McDonald’s has, in the past, tried to ensure that anything that does not work in favor of the company's image is eliminated. The negative image might come up in various ways. With the emergency of the google reviews, customers can rate a service or a company according to the quality of service offered (Kavoura, Sakas, & Tomaras, 2017). At McDonald’s, one of the public relations-threatening things is getting negative reviews from these platforms. This instance always harms the public relations of the customer. To overcome this, the PR department makes a follow up to determine the reasons for the negative reviews and whether they are justified.
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