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Learning Objectives

5-1 Define the consumer market and construct a simple model of
consumer buyer behavior.

5-2 Name the four major factors that influence consumer buyer
behavior.

5-3 List and define the major types of buying decision behavior and
the stages in the buyer decision process.

5-4 Describe the adoption and diffusion process for new products.
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Learning Objective 1

Define the consumer market and construct a simple model of consumer buyer
behavior.
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Consumer Markets and Buyer Behavior

Consumer buyer behavior is the buying behavior of final consumers—individuals and

households that buy goods and services for personal consumption.

Consumer markets are made up of all the INAIVIduals and households
that buy or acquire goods and Services for personal consumption.
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Markets

« B2C = Business to Consumer  B2B = Business to Business
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Consumer Markets and Buyer Behavior

® FIGURE | 5.1
The Model of Buyer Behavior

The environment

Marketing stimuli Other

Product Economic
Price Technological
Place Social
Promotion Cultural

=havior, But it's diffcult o “see” Inglde the consumer's

 the black b,
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Buyer's black box

Buyer's characteristics
Buyer's decision process

head and figure out the whys {that's why it's called buyer decision process.

Buyer responses

Buying attitudes and preferences

Purchase behavior: what the buyer buys,
when, where, and how much

Brand engagements and relationships

We can measure the whats, wheres, and Whens of BWer | yaro Jook first at buyer characteristics as they affect buyer behavior and then discuss the
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Learning Objective 2

Name the four major factors that influence consumer buyer behavior.
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Characteristics Affecting Consumer Behavior

® FIGURE | 5.2
Factors Influencing
Consumer Behavior

Mary brands now target
gpecific subcuttures—such as
Hispanic American, African

consumers—with marketing
programs tallored to thelr

Cultural

American, and Aslan Amercan

gpecific needs and preferences,

Social

Culture

Subculture

Social class

Groups and social
networks

Family

Roles and status

Personal

Age and life-
cycle stage
Occupation

Economic situation

Lifestyle

Personality and
self-concept

Psychological

Motivation
Perception
Learning

Beliefs and
attitudes

Buyer

People's buying decisions reflect and contribute o their lifeshylee—
their whole pattern of acting and Interacting in the world, For example,

Kitchenaid s=llz much more tham just kiichen appliances, It sells an entire

cooking and entertainment lifestyle to *Kitchenthusiasts,”

Our buying declslons
are affected by an
incredibly complex
combination of
external and internal
influences,
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Characteristics Affecting Consumer Behavior

Cultural Factors

Culture IS the set of
basic values,
perceptions, wants,
and behaviors
learned by a
member of society
from family and other
Important

Institutions.
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Characteristics Affecting Consumer Behavior

Cultural Factors

Subcultures are groups of people within
a culture with shared value systems
based on common life experiences and

situations.

® Targeting Hispanic consumers: Toyota’s award-winning “Mas Que un
Auto” campaign created a strong emotional connection between Hispanics
and their Toyotas with free, official-looking, personalized nameplates for
their much-loved cars— here, Pepe.

Toyota Motor Sales, U.S.A. Inc.
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Characteristics Affecting Consumer Behavior

Cultural Factors

Social classes are society’s relatively permanent
and ordered divisions whose members share

similar values, interests, and
behaviors.

Measured as a combination of occupation,
income, education, wealth, and other variables

ISSN 168'8617
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Characteristics Affecting Consumer Behavior

Cultural Factors

Major American Social Classes
» Upper Class
« Middle Class
« Working Class
* Lower Class
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Characteristics Affecting Consumer Behavior

Social Factors

Groups and Social Networks

Membership Aspirational Reference
Groups Groups Groups

» Groups with « Groups an » Groups that
direct individual form a
influence wishes to comparison
and to belong to or reference
which a in forming
person attitudes or
belongs behavior
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Types of Membership Groups

Economic (private interest)
— #re pnmenly Inlerested in bensfits for membears
= Example: Labor Unions === The eoonomic seourity of
the group's mambess are directy at stake
= Public inferest groups
Seok to create broad benefils for evenmna
— Example: anvirocnmantal groups
= ""Mon-mermbers ol public inlereal growps are frea-
rickrs
= Cither types of groups
— Churches, Tor axamgle

Amnesty International Youth Task Force 2019 in UK

MA-ID YOUTH EXUHANGE STUNS

Under Speasorship of Rotary Chud of Bang Khen

4 golar\' Spun Desd  Swpters  Perctan St e
Rotafy QUL  Zurcesghs buasgyung fesepeider Sethatne. Thampdee Seissadoescisk
Exthanga Msset it Thled (Batmd  (hetand et
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What is a Reference Group

« Reference group: any person or Qroup of
people who significantly influences an
individual's behavior

Eq. Individuals (Celebnties, Athletes, or Political
leaders)

Groups of individuals with similarities (Musical
groups or Sports teams)

Why Reference Groups are Important?

Social Power;

The capacity to alter the actions of others

.

« Referent Power:
When cansumers imitate gualities by copying
behmiors of a prominent person they admine

« Information Power:
Able to influence corsumer opanian by virtue ol their
fassumed ) access to the “truth”

« Legitimate Power:

Granted to people by virtue of social agreements
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Aspirational/Dissociative :|

Groups bR
= Aspirational group — one in which a - /;
consumer desires to become a % oltl' D
member. ' ueitio Ulﬂ
Often appaals 1o the consumer's ideal .

ge|f.

= Dissociative group — cne to which a
consumer does not want to belong.

@ B e Copyright © 2018 Pearson Education Ltd. All Rights Resprved.



Characteristics Affecting Consumer Behavior

Groups and Social Networks

Online social networks
Buzz marketing

Social media sites
Virtual worlds

Word of mouth
Opinion leaders

ﬂ loganpaul FOLLOW

123k likes

loganpauwl Bruh. Does it get much better
than this? Enjoying the goods on the
DOunkinDonuts app || Go downioad it, sign
up for DD perks, end enter promo code

8 LOGAN 1o get & free beverage Fad

B Link in bio @

ayita_kasa Mhhhh dunkin donuts = 1= 2=
how old ere you biw?

luke.haas10 Gayita_kesa he's out of
college do probably ke early to mid 20's
502joseph STARBUCKS IS
BETTERRRRRRRRR

kaylacaste @sav6520 i hope this is me and
7 years

sevB20 Me 100 fdreamsinife dkayiacaste
—Doanieboy__ = is ife knte

doy_voa Semiols Serncoalacii

= A P e

Acd a comment

® Hamessing the power of online social networking: Dunkin’ Donuts uses
Vine personality Logan Paul to promote its Dunkin’ Donuts app and DD Perks
loyalty program with posts on Vine and other social media.

Courtesy Logan Paul
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Characteristics Affecting Consumer Behavior

Socilal Factors

» Family is the MOSt
Important

consumer-buying
organization in society.

¥

Ve
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Characteristics Affecting Consumer Behavior

Socilal Factors

HlSoParty

- Role and status Cdl
be defined by
a person's
position In a
group.
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Characteristics Affecting Consumer Behavior

Personal Factors

« Age and life-cycle stage

* PRIZM Lifestage Groups system
" 66 segments
= 11 life-stage groups
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Younger Years

‘ Midlife Success
03 Movers & Shakers

08 Executive Suites
11 God’s Country
12 Brite Lites, Li'lCity
19 Home Sweet Home
25 Country Casuals
30 Suburban Sprawl

37 Mayberry-ville

Family Life Mature Years

Accumulated Wealth Affluent Empty Nests

02 Blue Blood Estates 01 Upper Crust

OS5 Country Squires 07 Money & Brains

06 Winner's Circle 09 Big Fish, Small Pond
10 Second City Elite

F2 M2

Young Accumulators Conservative Classics

13 Upward Bound 14 New Empty Nests

17 Beltway Boomers 15 Pools & Patios

18 Kids & Cul-de-Sacs 21 Gray Power

20 Fast-Track Families 26 The Cosmopolitans

29 American Dreams 27 Middleburg Managers

Traditional Times

32
33
34
36
50
51

52 St
54 M

F3

Mainstream Families

New Homesteaders
Big Sky Families




Characteristics Affecting Consumer Behavior

Personal Factors

Occupation affects the goods and services bought by consumers.
Economic situations include trends in:

: Personal : Interest
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Characteristics Affecting Consumer Behavior

Personal Factors

u style IS a person’s pa tern
fliving as expresse
|s or her psy hographlcs

@ Lifestyles: The Body Shop markets much more than just beauty
products. lts cosmetics embody the ethical consumerism lifestyle.

UK retail Alan King/Alamy Stock Photo
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Characteristics Affecting
Consumer Behavior

Personal Factors

Personality refers to the unique
psychological characteristics
that distinguish a person or

group.

@ Brand personality: MINI markets to personality
segments of people who are “adventurous, individualistic
open-minded, creative, tech-savvy, and young at heart” —
anything but “normal” —just like the car.

Used with permission of MINI Division of BMW of North America, LLC
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Characteristics Affecting Consumer Behavior

Brand Personality Traits
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Dimensions of Brand Personality

/
n Ne
,flﬁ. 0':"
N ,_\b"
:‘l s
g SN :
i, Brand personality CHANEL

Sophistication Ruggedness

I
I I
i

Down to Earth
Honest
Wholesome
Cheerful

Daring

Spirited Reliable

Intelligent
Successful

Upper class Outdoorsy
Charming Tough

Imaginative
Up to Date
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Developing Marketing Information

Psychological Factors
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Characteristics Affecting Consumer Behavior

Psychological Factors

A motive (or drive) is a need that is sufficiently pressing to direct the person to
seek satisfaction of the need.

Motivation research refers to qualitative research designed to probe
consumers’ hidden, subconscious motivations.
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Developing Marketing Information

MASLOW'S (B
HIERARCHY o

SPONTANEITY,

OF NEEDS LACK OF PRESUDCE,

ACCEPTANCE OF FACTS
(SELF-ACTUALIZATION)

Abraham Harold Maslow (Apd 1. 1908 - June 8, 1970)
was a psychologist who studied posifive
human quadiities and the lives of exempla-
1y people. In 1954, Maslow created the
Hierarchy of Human Needs and
expressed his theories in his book,
vl ip iy,

Self-Actualization - A person's
motivation to reach his or
her full potential. As shown
in Maslow's Hierarchy of
Needs, a person's basic
—\\ needs must be met
L\ before self-actualiza-
fion can be
achieved.

FRIENDSHIP, FAMILY,
SEXUAL INTIMACY

&

/7 ((LOVE/BELONGING )

www.timvandevall.com |Copyright © 2013 Dutch Renaissance Press LLC.
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Developing Marketing Information
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Developing Marketing Information

@ Perception

Concept

Perception play very important role in
determination of individual behaviour. It is
simply the process or way to understand
about any object or event, It differs with
individuals. How people ‘see’ things , is
perception. Perception depends
expectation , needs and background as
well,
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Characteristics Affecting Consumer Behavior
Psychological Factors

Learning IS the change in an individual’s behavior arising from
experience and occurs through the interplay of:
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Characteristics Affecting Consumer Behavior

Psychological Factors

Elements of Learning Theories

p B
5 :
y /
/ ) -
4 ot h
B " d — b8
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Ny v 4
d % " \ ‘
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Reinforcement

Motivation Cues Response

Increases the
Consumer likelihood that a

Unfilled needs Stimuli that direct reactionto a drive response will occur

lead to motivation motives or cue in the future as a
result of a cue
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Characteristics Affecting Consumer Behavior

Psychological Factors

A belief Is a descriptive thought that a person has about something based on:
* knowledge

* Opinion

* faith

An attitude describes a person’s relatively consistent evaluations, feelings,
and tendencies toward an object or idea.
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Characteristics Affecting Consumer Behavior
Psychological Factors

Beliefs, Values and Attitudes

A belief is an internal feeling that something is true, even
though that belief may be unproven or irrational

| believe that there is life after death.

A value is a measure of the worth or importance a person
attaches to something; our values are often reflected in the
way we live our lives.

I value freedom of speech, or | value my family.

An attitude is the way a person expresses or applies their
beliefs and values, and is expressed through words and
behaviour.

| hate school.

Pratima Nayak, KV, Fw
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Learning Objective 3

List and define the major types of buying decision behavior and the stages in
the buyer decision process.
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Types of Buying Decision Behavior
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Types of Buying Decision Behavior

® FIGURE | 5.4

Four Types of Buying Behavior

Source: Adapted from Henry Assael,

Consumer Behavior and Market-

ing Action (Boston: Kent Publlshing

Company, 1987), p. 87. Used wihh
permisslon of the author.

volvement in this product category—they si}:npl].r go to the store and reach for a brand. If
they keep reaching tor the same brand, it is out of habit rather than strong brand loyalty.
Consumers appear to have low involvement with most low-cost, frequently purchased

products.

Significant difierences
between brands

Buying behavior varies greathy for

differant types of products. For example,
eomeone buying a rew car might undertaks
a full information-gathering and brand

evaluation procsss,

Few difierences
between brands

High involement

Low involvemeant

Complex Variety-
buying seeking
behavior buying behavior
Dissonance- Habitual
reducing buying
buying behavior behavior

&t the other extreme, for
lo-inw olvement products,
COMEUTENS May simply sekect
a familiar brand out of habit.
Far esample, what brand of
ealt do wou buy andwhy?
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Figure 5.5 The Buyer Decision Process

The buying process starts long before the
actual purchase and continues long after.
Therefore, marketers must focus on the entire
buying process, not just the purchase decision.

J

N\

Need

recognition

chase decision, and postpurchase behavior. Clearly, the buying process starts long before t
actual purchase and continues long after. Marketers need to focus on the entire buyi
process rather than on the purchase decision only.

Information Evaluation of

Purchase

Postpurchase

search alternatives behavior

decision

Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



The Buyer Decision Process

Need Recognition

Need recognition is the first stage of the buyer decision process, in which
the consumer recognizes a problem or need triggered by:

* Internal stimuli
 External stimuli




The Buyer Decision Process

Information Search

Information search is the stage of the buyer decision process in which the
consumer is motivated to search for more information.

Sources of information:

 Personal gources G()f ) le

« Commercial sources e

 Public sources

- Experiential sources

@ Pearson Copyright © 2018 Pearson Education Ltd. All Rights Reserved.



The Buyer Decision Process

Evaluation of Alternatives

Alternative evaluation is the stage of
the buyer decision process in which
the consumer uses information to
evaluate alternative brands in the 19-45
choice set. A ok Ol e

@ Pearson Copyright © 2018 Pearson Education Ltd
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The Buyer Decision Process

Purchase Decision

Purchase decision is the
buyer’s decision about
which brand to

purchase.

The purchase intention
may not be the purchase
decision due to:

« Attitudes of others

« Unexpected situational
factors

i\ il
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The Buyer Decision Process

Postpurchase Behavior

Postpurchase
behavior is the stage of
the buyer decision
process in which
consumers take further
action after purchase,
based on their
satisfaction or
dissatisfaction.
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The Buyer Decision Process

Postpurchase Behavior Cuslomet Saj[lsbxc‘hom

Cognitive dissonance Is buyer
discomfort caused by postpurchase
conflict.

Avenx%@
connect with consumers on feedback) Poov

(to reduce create after sales vdo,

@ Postpurchase cognitive dissonance: Postpurchase customer
satisfaction is a key to building profitable customer relationships.
Most marketers go beyond merely meeting the customer
expectations—they aim to delight customers.

Dusit/Shutterstock
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Learning ODbjective 4

Describe the adoption and diffusion process for new products.
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The Buyer Decision Process for New Products

The adoption process Is the mental process an individual goes
through from first learning about an innovation to final regular use.

» Stages In the adoption process include:

- . - . Evaluation . Trial . Adoption
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The Buyer Decision Process for New Products

Individual Differences in Innovativeness

Innovators

Early Adopters
Early Mainstream
Late Mainstream
Lagging Adopters
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The Buyer Decision Process for New Products

® FIGURE 5.6 iLagging adopters
Adopter Categories Based on 100 : 16%
Relative Time of Adoption of :Late mainstream
Innovations : 34%
e
8 75
°
m© :
= :Early mainstream
s 5 34%
o
®
£ :
» :
2 25 : Early adopters
: 13.5%
Innovators
New product marketers often . 5 50/
target innovators and early —— 70
adopters, who in turn influence 0

later adopters.

4

Time of adoption of innovation
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The Buyer Decision Process for New Products

The adoption process Is the mental process an individual goes
through from first learning about an innovation to final regular use.

» Stages In the adoption process include:

- . - . Evaluation . Trial . Adoption
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