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Consumer Markets and 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.
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Consumer markets :all the individuals and households that buy or acquire goods
and services for personal consumption.
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The Model of Buyer Behavior
The environment Buyer’'s black box Buyer responses
Marketing stimuli Other Buyer’s characteristics Buying attitudes and preferences
Product Economic -§ Buyer's decision process -‘) Purchase behavior: what the buyer buys,
Price Technological 4 v when, where, and how much
Place Social Brand engagements and relationships
Promotion Cultural

The central question for marketers is this: How do consumers respond to various marketing
efforts the company might use?
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The starting point is the stimulus-response model of buyer behavior shown in Figure 5.1. This
figure shows that marketing and other stimuli enter the consumer’s “black box” and produce
certain responses. Marketers must figure out what is in the buyer’s black box.
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According to this model:

marketing stimuli (the four Ps)
and other major forces
(economic, technological,
political, cultural)
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Enter the black
box of
consumer
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We look first at buyer’s characteristics they affect buyer’s behavior
and then discuss the buyer decision prosses.
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Characteristics Affecting
Consumer Behavior
Cultural
Social
Personal
Culture Psychological
Groupst;n:(soc'al Age and life-
networks cycle stage Motivation
Occupation Perception Buyer
Subculture Famiy Economic situation Leaming
Lifestyle Beliefs and
Personality and attitudes
self-concept
Seial clasa Roles and status
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Cultural Factors
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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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Marketers are always trying to spot
cultural shifts so as to discover new
products that might be wanted. For
example, the cultural shift toward
greater concern about health and
fitness has created a huge industry for
health-and-fitness services, exercise
equipment and clothing, organic
foods, and a variety of diets
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Subcultures are groups of people
within a culture with shared value
systems based on common life
experiences and situations.
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The U.S. African American population
is growing in affluence and
sophistication.In recent years, many
companies have developed special
products, appeals, and marketing
programs for African American
consumers. For example, Cover Girl's
Queen Latifah line is specially
formulated “to celebrate the beauty
of women of color.”
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Social classes are society’s relatively
permanent and ordered divisions whose
members share similar values, interests, and
behaviors.
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Measured as a combination of occupation,
income, education, wealth, and other
variables
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Major American Social Classes

-Upper Class -Middle Class -Working Class -
Lower Class

Marketers are interested in social class
because people within a given social class
tend to exhibit similar buying behavior. Social
classes show distinct product and brand
preferences in areas such as clothing, home
furnishings, travel and leisure activity,
financial services, and automobiles.
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Social

Online social networks, Virtual worlds
Buzz marketing, Word of mouth

Social media sites, Opinion leaders
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Family is the most important consumer-
buying organization in society.
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Family members can strongly influence
buyer behavior.
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(«¢2U)A person belongs to many groups—family, clubs, organizations, and online
communities. The person’s position in each group can be defined in terms of both
role and status. A role consists of the activities people are expected to perform
according to the people around them. Each role carries a status reflecting the
general esteem given to it by society.
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(«¢2U)People usually choose products appropriate to their roles and status.
Consider the various roles a working mother plays. In her company, she may play
the role of a brand manager; in her family, she plays the role of wife and mother;
at her favorite sporting events, she plays the role of avid fan. As a brand manager,
she will buy the kind of clothing that reflects her role and status in her company.
At the game, she may wear clothing supporting her favorite team
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Personal Factors

Age and life-cycle stage: People change the goods and services they buy over their lifetimes. Marketers often define
their target markets in terms of life-cycle stage and develop appropriate products and marketing plans for each
stage.
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Occupation :affects the goods and services bought by consumers
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situations include trends in: s ALY ) gall Jadi dpalaidy)

Economic :
Spending Ay -
Personal income il Jaall -

Savings Gl A

Interest rates salall laudl-

Lifestyle is a person’s pattern of living as expressed in his or her psychographics
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dimensions of life style :
A: activitiese l:interest 0: opinions

Personality refers to the unique psychological characteristics that distinguish a person or group.
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Brand personality: Customers are likely to choose brands with personalities that match their own. JetBlue
projects a “human” personality. It’s been “inspiring humanity since 2000.”
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Brand Personality Traits
 1.Sincerity (down-to-earth, honest, wholesome, and cheerful)(ze=s ¢ (> ¢ Bla ¢ gzl 5is) a3AY |1
« 2. Excitement (daring, spirited, imaginative, and up-to-date)(dias « dacla) ¢ 4y salls axda ¢ 4y 2) 3)5Y1 2
» 3. Competence (reliable, intelligent, and successful)(iaali s 483 5 43 §i 5a) 3N 3
* 4. Sophistication (upper class and charming)(3_abull 5 Ll 2a.hll) 80 4
* 5. Ruggedness (outdoorsy and tough)(fma s Glall ¢l sl 8) L3all |5

Ruggedness
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Psychographics
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Psychographics : measure a consumer’s AlOs (activities, interests, opinions) to capture information about a
person’s pattern of acting and interacting in the environment.
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motive (or drive) is a need that is sufficiently pressing to
direct the person to seek satisfaction of the need.
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Motivation research refers to qualitative research designed to

probe consumers’ hidden, subconscious motivations.
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Maslow’s <labiadl slula a
Hierarchy of Needs
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Self-
actualization
needs
Self-development
and realization

According to Maslow, human
Esteem needs - needs are arranged in a hierarchy.
Self-esteem, recognition, status Starving people will take little
interest in the latest happenings

Sense of belonging, love

Safety needs
Security, protection

Physiological needs
Hunger, thirst
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Perception is the process by which people select, organize, and interpret information
to form a meaningful picture of the world
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Aerceptual Processes \

1. Selective attention is the tendency for people to screen out most of the
information to which they are exposed.

2. Selective distortion is the tendency for people to interpret information in a
way that will support what they already believe

3. Selective retention is the tendency to remember good points made about a
brand they favor and forget good points about competing brands.
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Learning is the change in an individual’s behavior arising from experience and
occurs through the interplay of:
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Learning
e Drives <\S ~«:Adrive is a strong internal stimulus that calls for action.

A drive becomes a motive when it is directed toward a particular

° stimulus object — a person’s drive for self-actualization might motivate
him or her to look into buying a camera.
e Stimuli <l
e Cues dJ¥a:Cues are minor stimuli that determine when, where, and

how the person responds. For example, the person might spot several
camera brands in a shop window, hear of a special sale price, or discuss
cameras with a friend. These are all cues that might influence a
consumer’s response to his or her interest in buying the product.

e Responses <blaiul

e Reinforcement _n)=
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Beliefs and
attitudes
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ﬁbelief :is a descriptive thought that a person has about something based on: \
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knowledge
opinion

faith

An attitude: describes a person’s relatively consistent evaluations, feelings, and
tendencies toward an object or idea.
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Marketers are interested in the beliefs that people formulate about specific products and services
because these beliefs make up product and brand images that affect buying behavior. If some of the
beliefs are wrong and prevent purchase, the marketer will want to launch a campaign to correct them.

Types of Buying Decision Behavior:

* Complex buying behavior

* Dissonance-reducing buying behavior

e Habitual buying behavior

e Variety-seeking buying behavior

Significant differences

between brands

Few differences
between brands

High involvement

Low involvement

Complex Variety-
buying seeking
behavior buying behavior
Dissonance- Habitual
reducing buying
buying behavior behavior
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Consumers undertake complex buying behavior when they are highly involved in a purchase
and perceive significant differences among brands. Consumers may be highly involved when
the product is expensive, risky, purchased infrequently, and highly self-expressive.
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Dissonance-reducing buying behavior occurs when consumers are highly involved with an
expensive, infrequent, or risky purchase but see little difference among brands.
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Habitual buying behavior occurs under conditions of low-consumer involvement and little
significant brand difference.
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Consumers undertake variety-seeking buying behavior in situations characterized by low
consumer involvement but significant perceived brand differences. In such cases, consumers
often do a lot of brand switching.
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Buyer Decision Process:

Need * Information * Evaluation of * Purchase * Postpurchase
recognition search alternatives decision | behavior

The buying process starts long before the actual purchase and continues long after. In fact, it
might result in a decision not to buy. Therefore, marketers must focus on the entire buying
process, not just the purchase decision.
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Need recognition

is the first stage of the buyer decision process, in which the consumer recognizes a
problem or need triggered by:
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External stimulie> s Jésa —

Information search

is the stage of the buyer decision process in which the consumer is motivated to search for
more information
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¢ Sources of information:

-Personal sources -Commercial sources -Public sources -Experiential sources
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Alternative evaluation

is the stage of the buyer decision process in which the consumer uses information to
evaluate alternative brands in the choice set.
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How consumers go about evaluating purchase alternatives depends on the individual
consumer and the specific buying situation. The evaluation may involve careful
calculations and logical thinking or little or no evaluating, buying on impulse, and relying
on intuition.
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Alternative evaluation

is the stage of the buyer decision process in which the consumer uses information to
evaluate alternative brands in the choice set.
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How consumers go about evaluating purchase alternatives depends on the individual
consumer and the specific buying situation. The evaluation may involve careful
calculations and logical thinking or little or no evaluating, buying on impulse, and relying
on intuition.
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¢ Purchase Decision

Purchase decision is the buyer’s decision about which brand to purchase.
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The purchase intention may not be the purchase decision due to:
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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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Cognitive dissonance is buyer discomfort caused by postpurchase conflict.
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The Buyer Decision Process for New Products:

Consumers go through five stages in the process of adopting a new product:
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Awareness: The consumer becomes aware of the new product but lacks information about it.
die gl I 480y yad) gl B o e i) pas e
Interest: The consumer seeks information about the new product.
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Evaluation: The consumer considers whether trying the new product makes sense.
Agihie aall il 4 yad S 13) Lo gl yiing apill o

Trial: The consumer tries the new product on a small scale to improve his or her estimate of its
value.
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Adoption: The consumer decides to make full and regular use of the new product.
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Individual Differences in Innovativeness (= hixs a3y sl 3y)
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% Share of all adopters

2

75
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Innovators :are venturesome—they try new ideas at some risk.

Early adopters :are guided by respect—they are opinion leaders
in their communities and adopt new ideas early but carefully.

The early mainstream :is deliberate—although they rarely are
leaders, they adopt new ideas before the average person.

The late mainstream: is skeptical —they adopt an innovation only
after a majority of people have tried it.

Lagging adopters :are tradition bound—they are suspicious of
changes and adopt the innovation only when it has become
something of a tradition itself

iLagging adopters
: 16%

gLate mainstream
34%

Early mainstream
34%

Early adopters
18.5%

5

Innovators
2.5%

Time of adoption of innovation
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Influence of Product Characteristics on Rate of
Adoption:

* Relative advantage is the degree to which the innovation appears
superior to existing products.
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* Compatibility is the degree to which the innovation fits the values
and experiences of potential consumers.
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* Complexity is the degree to which the innovation is difficult to
understand or use.
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* Divisibility is the degree to which the innovation may be tried on
a limited basis.
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 Communicability is the degree to which the results of using the
innovation can be observed or described to others.
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