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ABSTRACT

The customers’ particular perception of any product, service,
or even brand is also the representation of mental models that
underlie the customers’ feelings additionally to consequently
account for customer behaviour. To amass such customer
insight, this article uses a vital customer analysis tool—the
Zaltman metaphor elicitation technique (ZMET) to urge the
perceptual and ideal meaning of customers in thinking levels that
are different through visual picture and metaphor imagination,
along with further incorporate the mean - end chain theory to
produce the incorporated mental map for a team of consumers
within the context of online language learning, therefore offering
better insight into customers behaviour.
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1. Introduction

Numerous Chinese companies flooded into
online foreign languages teaching market due to
the its popularity within the recent past, which
tends to make customers acquisition a survival
element within the sturdy competitors. Con-
fronted by the shift which the competition is way
too fierce with businesses available for several
years, present day market practitioners are al-
ready obligated to search out a deeper under-
standing of the link between consumers and
brands, because that understanding is viewed as
essential to the great results of the business en-
deavor (e.g. Mazur, 1995; "Sovereign Consum-
ers" 1. However, the existing customers feel har-
assed by the aggressive sales model [, they're
reluctant to open their mind to the sales re-
searchers, therefore realizing the real perception
of consumers through regular research strate-
gies becomes ineffective. It's recommended that
marketers need to recognize the cognitive com-
ponents, or even mental models, which underlie
consumers' thoughts of individualized relevance.
These mental models of consumers' interactions
with the product or even brand founded and
guide consumers' believing, their emotional re-
actions, and also their overt behavior about the
merchandise or even brand ¥, The Zaltman Met-
aphor Elicitation Technique (ZMET) presents the
potential to look at the interconnected constructs
which influence thought and also behaviour,
making use of videos in non verbal terms to ac-
cess underlying subconscious thought process
plus associations . Thus, this study utilizes the
Zaltman Metaphor Elicitation Technique (ZMET)
suggested by Professor Gerald Zaltman in
1990s that comes with MEC to understand cus-
tomers' cognitive notion of engaging with online
foreign teaching activities and identifies what the
mental drivers to their behavior are in order to
develop constructs defining the customers that
is applicable to this online foreign language mar-
ket 51, Highly effective marketing methods could
be drafted contingent this study and this model
can function as recommendations for later en-
trants to associated industries and also mer-
chants on foreign language teaching companies.

This study gives valuable information for opera-
tions and businesses and also really helps to en-
hance competitiveness of companies.

2. Research Methodology

When making choices or even conversing with
others, mental models are used by people to as-
sess alternatives and also frame discussions.
(Extracting, Representing, as well as Analyzing
Mental Models). The mental model is a certain,
powerful type of the psychological representa-
tion that is built by external experiences. The
mental model was an abstract, analog represen-
tation. Researchers could infer and forecast an
occasion, and then take appropriate action [©l.
Although mental models or cognitive structures
are commonly assumed to be essential, underly-
ing influences for almost all customer behavior,
several researchers have exclusively examined
them [,

2.1 The Zaltman Metaphor Elicitation Tech-
nique (ZMET)

Zaltman Metaphor Elicitation Technique is a
blended non text language (images) as well as
texts (In Depth Interview) to learn consumers [,
This new consumer research method is pro-
posed by Prof. Zaltman of the Mind of the Market
Laboratory of Harvard University during the 90 's
ZMET (Zaltman, 1997; Coulter and Zaltman,
1995) is a great tool to learn customers by elicit-
ing metaphors which reveal crucial areas of the
fundamental psychological model (Mapping
Consumers Mental Models with ZMET). The
ZMET is customized make use of respondent
chosen pictures to get hidden cognitive as well
as emotive themes through a concentrated in-
vestigation of customers' feelings and thoughts.
ZMET s created to surface the mental models
which get customer thinking as well as behavior
and characterize these models in actionable
ways with customers, metaphors €1,

The ZMET takes into consideration the seven
ideas of the Cognitive Psychology . The 7 as-
sumptions of ZMET are listed as below:

One) Most person correspondence is nonverbal.
Two) No matter if ideas are eventually expressed
verbally, the thought process remains nonverbal
and pictures are always produced at the same ti-
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me.

Three) Metaphor is a crucial component of think-
ing also it's a very useful mechanism to learn
whether we effort to recognize the customer be-
havior and their feelings and thoughts.

Four) Images linked to sentiment usually supply
us with substantial info, which could be a crucial
element in the analysis.

Five) Consumers have the mental version which
represents the knowledge of theirs and action
found in the connected ideas (concepts, compo-
sition), depending on their industry knowledge.
Six) Our strong plus hidden cognitive system is
accessible.

Seven) Emotions as well as explanation inter-
mingle in the brains of customers

2.2 Mean-End Chain Theory

Many scientific studies into building mental mod-
els utilize a qualitative lens and thus there's a ne-
cessity for more analysis using diverse tech-
nigues to permit comparisons between quantita-
tive results and qualitative findings. Presently,
you can find studies that are limited into mental
versions of online foreign language consumers.
Therefore, this report utilizes the Zaltman Meta-
phor Elicitation Technique (ZMET) accompanied
by mean - conclusion chain principle (MEC) to
pack in this gap.

Mean - end chain theory (MEC) views customers
as goal oriented decision makers, who decide to
do actions which appear very probable to result
in desired results.

Two normal assumptions are appropriate in this
particular goal oriented framework. The first is
that consumers get and use items based on the
evaluation of theirs of the self relevant effects of
these behaviours. They establish the self-releva-

nce of the effects based upon separately kept
values, while inferring the valuation of theirs out
of the products' attributes. These attributes, con-
sequences and values (ACV) as well as, above
many, the links customers establish between
them, constitute the heart of MEC. The next as-
sumption involves the amount of awareness and
intent of consumption related behavioural deci-
sions. Consumers are assumed making con-
scious and voluntary choices between alternate
objects, that are instructed by the hunt of good
effects as well as the avoidance of bad outcomes
[10]

3. Research Design

3.1 Participants

Twenty individuals finished the Personal Involve-
ment Inventory (PIl) 14, where just fourteen of
them had higher rating of Involvement Score.
The fifteen extremely seriously involved on line
foreign language learners or even the parents of
theirs, clients of Shenzhen Niuwa Spanish
Online Education Technology. Some customers
had been the parents of the learners, and also
the other respondents were learners them-
selves). Highly involved parents have been se-
lected since they're the real buyers who made
choice based on the preferences of theirs or per-
haps partly their kids' suggestions. Additionally,
higher involvement usually (but not always) cor-
relates with good product knowledge as well as
knowledge ™; really complex respondents will
probably have quite sophisticated and also com-
plex psychological models surrounding the on
line foreign words learning activities. The four-
teen interviews have been video captured then
transcribed to produce the information.

Table 1: Information of twelve interviewees

No. | Gen- Age Occupation Hours spend on online for- Experience in online foreign Pl
der eign language platform language learning score
1 F 32 Housewife 1-4 hours More than 3 years 58
2 M 36 Clerk 4-7 hours 1-2 years 62
3 F 38 Teacher More than 7 hours 2-3 years 61
4 F 32 Clerk 1-4 hours 2-3 years 53
5 F 39 Engineer 1-4 hours More than 3 years 56
6 F 44 Business owner 4-7 hours 2-3 years 53
7 M 21 Student 4-7 hours 1-2 years 55
8 M 25 Student 1-4 hours 2-3 years 68
9 F 30 Clerk 1-4 hours 1-2 years 64
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10 F 22 Student 4-7 hours 1-2 years 57
11 F 22 Student 1-4 hours 1-2 years 56
12 F 30 Clerk 1-4 hours 1-2 years 60
13 F 40 Clerk 1-4 hours 2-3 years 58
14 F 42 housewife More than 7 hours 2-3 years 68

3.2 ZMET Process

Research process includes finalizing research
objective and exploration questions, research
strategy, literature review, utilizing PII scale to
select interviewees, pre interview preparation,
executing 10 steps of ZMET, information evalu-
ation, constructing consensus chart, and also
concluding the analysis.

Individuals have been told not to take photos or
maybe pictures which explicitly illustrated the
subject (e.g. business photos, advertisements,
business logo, as well as the like), but repre-
sented metaphors of internet international lan-
guage learning activities. Personal interviews
(requiring around 2 hours to conduct) had been

scheduled around 3 days after the participants
had been recruited and also briefed. The inter-
view employed a guided discussion approach,
instead a conventional structured or maybe semi
structured interview. The calm and casual dy-
namics of the interview was regarded as a cru-
cial element of lower likelihood of respondent fa-
tigue. This was maybe compounded by the dis-
tant relative novelty of the ZMET technique, and
also the deviation of projects undertaken
throughout the job interview in adopting the
ZMET interview procedure.

Interviews followed the 10 steps for the ZMET as
outlined by Zaltman and Coulter 12,

10 steps for the ZMET as outlined by Zaltman and Coulter (1995):
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Figure 1:

3.3 Application of the ZMET Technique and
Mental Model Construction

About one week before the interview, each one
recruited participant was contacted as well as
provided a set of directions. Initially, they had
been asked to consider about the experience of
theirs with internet foreign language learning. Af-
ter that , they had been told to choose 8 to 10
pictures which stand for their feelings and
thoughts about online foreign language learning
and also take the images to the interview. Each
and every photo is a metaphor which expresses
one or more great meanings regarding mountain
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10 Steps in ZMET method

biking. Stated in a different way, the ZMET pro-
cedure makes it possible for respondents to pro-
ject their mental item onto the many photos and
also express important cognitive (thoughts) as
well as emotional (feelings) facets of that mental
model.We compare input from different inter-
viewees and identify similar and meaningful con-
structs. After data analysis, mutual constructs
are identified 13, This study then applies the se-
lection principles for mutual constructs

4. Result

4.1 Mental Model Construction
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Participants' thoughts, feelings, and behaviors
have been examined based on means-end chain
theory. Most interviews had been captured and
later transcribed to allow empirical content anal-
ysis for accomplishing means end chains. Each
means end chain links the interactions between

Attributes
(Means)

—

Consequence
(Means)(Value)

values, consequences, and attributes (A-C-V), it
is able to in addition evaluate the emotion item

attributes brings to the customers, what general
value thinking 4. The hyperlink is displayed in
Fig. Tw

Values
(End)

Figure 2: Means-end chain connects relations between Attributes/Consequence/Values

A means end chain links attributes of the online
teaching business, effects of these characteris-
tics to participants, and also the private values
which the effects reinforce. Then, each partici-
pant's audio transcripts have been read discov-
ering the associations between values, conse-
guences, and attributes. A participant's se-
guence of attributes, consequences, and values
(A -C-V) is known as a means-end chain and
also presents a perceptual orientation of choice
criteria. Lastly, a severe of A-C-V chains have
been merged in concert to gain unique mental

models as well as the aggregate consensus
maps of everyone in the group.

A consensus map belongs to the primary ideas
displaying the linkages and all participants be-
tween the concepts as mirrored in the interviews
of theirs. The consensus map (see Fig. 3) in this
particular study resulted as a result of the link-
ages in between system attributes, personal val-
ues, and usage consequences. This consensus
map provided more than 80 % of all constructs
talked about by every one participant.
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Figure. 3: The mental model of learners towards online foreign language teaching organizations
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5. Conclusion

The ZMET method offers a great method for dis-
cerning consumers' cognition and also projecting
consumers' behaviour. Therefor, research data
have been collected with the ZMET strategy to
know users' insights toward the involvement of
theirs with online foreign language teaching plat-
forms far more completely and more profoundly.
The analytical results demonstrate that most of
respondents in this particular study indicated the
most crucial value of online foreign language
teaching platforms involves its flexibility, pacing,
effectiveness, efficiency, deep interest arousal,
and customization. Additionally, respondents
pointed out they cared on the subject of the life
span of the businesses a lot and had noticed
several potential risks. Nevertheless, they never-
theless carried on learning online with platforms.
The primary cause is the open schedule as well
as the superior teaching quality supplied by the
online international language teaching platforms
are in excess of perceived possible risks for
many respondents. The benefits of internet inter-
national language teaching platforms include
standard foreign language teaching outcomes,
internalized foreign culture cultivation, imagina-
tion, unique learning pacing and self expression,
and self efficacy.
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