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Unit-1

CONSUMER BEHAVIOUR - AN INTRODUCTION
The core basis of the marketing concept involves the matching of tlie skills and resources

of the organization, profit or non-profit related, to the heeds of the' customer. Marketing
management rehes on an understanding of how customers or consuiner iii^e decisions and their

likely reactions to the different elements of the marketing mix. ConsuiAfehis the reason why
business exists. Without them no company can survive or thrive. In their absence, an organisation
doesn't have a business or purpose. The main purpose of a company is to safi^fy customer's needs
and wants. Thou^ siniilar, consumers are unique in themselves; they have n^eds and want which
are varied and diverse from one another; and they have different consurqption patterns and
consumption behaviour. The marketer helps satisfy these needs and wants through product and
service offerings. For a firm to survive, compete and grow, it is essential that the marketer
identifies these needs and wants, and provides product offerings more effecfively and efficiently
than other competitors. A comprehensive yet meticulous knowledge of bdnsumers and their
consumption behaviour is essential for a firm to succeed. Hfeiein, lays the essence of Consumer
Behaviour, an interdisciplinary subject, which emerged as a separate field of study in the 1960s
Peter F. Drucker, a leading management expert, once stated that the aim of marketing is to know
and understand the consumer so well that the product or service fits him and sells itself Ideally
marketing should result in ,a consumer who is ready to buy. AU that should ̂l^e needed then i t'
make the product or service available. In short consumer or customer satisfaction is the key to
organisational success.

Consumer behavior covers a broad variety of consumers based on diversity in age sex cultur
taste, preference, educational level, income level, etc. Consumer behavior can be defined "th'
decision process and physical activity engaged in evaluating, acquiring, using or dis osi f
goods and services." osmg o
With all of the diversity to the surplus of goods and services offered to nc

I" u!>, ana the freedom of
choices, one may speculate how individual marketers actually reach us with their h"
marketing messages. Understanding consumer behavior helps in identifvir,^ i.

whom to target, howto target, when to reach them, and what message is to be given to ♦
,. 1. , , "icm to reach the tareet

audience to buy the product. ^

Consumer

Any individual who purchases goods and services from the market for hi«!/h«r j
T  • I ^'^d-use is called aconsumer. In simpler words a consilmer is one who consumes goods and

•  services available in themarket. In other words, consumer is an ultimate user*'of a product or service '^' > ' ■

According to International Dictionary of Manageiherif,"'"consumers are purbh^sfef' bV
services for immediate use and consumption". ^
Consumer Behaviour

Human being differs from one to another. It is not easy to predict the human u i. j
behaviour. Human

being differs in their taste, needs, wants and preferences. But one constant thin •
"8 IS that we all are

Consumer Behaviour 4 | ———
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consumers. CB is a vast and complex subject. Understanding CB and "knowing consumers" are

not that simple. It is almost impossible to predict with one hundred per cent accuracy, how

consumer(s) will behave in a given situation. Marketers are interested in watching people

shopping, flirting, para^ng, playing, entertaining, as they are keenly interested in the wide variety ;

of behaviours they display. The efforts of all marketers are to influence the behaviour of a;

consumers in a desired manner. The success or failure in this pursuit determines the difference-^l

between success and failure of marketing efforts or even the business itself.

Consumer behaviour explains the reasons and logic that underlie purchasing decisions and

consumption patterns; it explains the processes through which buyers make decisions. Consumer '^
Behaviour may be defined as "the interplay of forces that takes place during a consumption
process, within a consumers' self and his environment. This interaction takes place between three .

elements viz. knowledge, affect and behaviour; it continues through pre-purchase activity to the;g.
post purchase experience; it includes the stages of evaluating, acquiring, using and disposing ofc,

goods and service^'^, The "consumer" includes both personal consumers andnt

business/industrial/organizational consumers. •

Important definitions of CB is

1. The behaviour that consumers display in searching for, purchasing, using, evaluating and
disposing of products and services that they expect will satisfy their needs."- Schiffinan

andKamk

i(i

2. The decision process and physical activity engaged in when evaluating, acquiring, using
or disposing of goods and services." - Loudon and Bitta

3. "The study of consumers as they exchange somethmg of value for a product or service thata;

satisfies their needs"- ot
4. "Those actions directly involved in obtaining, consiuning and disposing of products and'i

services including the decision processes that precede and follow these actions". -Engel,
Blackwell, Miniard

5. "The dynamic interaction of effect and cognition, behaviour and the environment by'
which human beings conduct the exchange aspects of their lives" - American Marketing
Association

fjBy analysing the above definition, it reveals that the study includes within its purview, the„
interplay between cognition, affect and behaviour that goes on within a consumer during theiE
consumption prqces^: selecting, using and disposing of goods and services. x
i. Cognition:

This includes within its ambit the "knowledge, information processing and thinking" part; Itt<
includes the mental processes involved in processing of information, thinking and interpretation

11

Consumer Behaviour^"^"



of stimuli (people, objects, things, places and events). In our case, stimuli would be product or
service offering; it could be a brand or even anything to do with the 4Ps.
ii. Affect:

This is the "feelings" part. It includes the favourable or unfavourable feelings and corresponding
emotions towards stimuli (towards a product or service offering or a brand). These vary in
direction, intensity and persistence.

iii. Behaviour:

This is the "visible" part. In our case, this could be the purchase activity: to buy or not to buy
(again specific to a product or service offering, a brand or even related to any of the 4 Ps).

Need and Importance of Consumer behaviour (Why we study of CB):

The term CB is defined as the behaviour that consumers' display in searching for, purchasing,
using, evaluating and disposing of products and services that they expect will satisfy their needs.
CB focuses on how individuals make decisions to spend their available resources (time, money,

effort) on consumption related items. The term CB describes two different kinds of consuming
Entities: the personal consumer and the organizational consumers. The Personal consumer buys
goods and services for his or her own use, for the use of the household or as a gift for a friend. In
each of these contexts, individuals, who are referred to as end users or ultimate consumers, buy

the products for fine use. The second category of consumer- the organizational consumer-
includes profit and not-for-profit businesses, government agencies (local, state, and national), and
institutions (e.g. Schools, hospitals, and prisons), all of which must buy products, equipments and

services in order to run their organization.

anThe subject of Consumer Behaviour is viewed as the edifice of the marketing concept,
important orientation in marketing management. The knowledge of Consumer Behaviour helps
the marketer understand and predict the consumption patterns and consumption behaviours of

people. It helps them gain insights as to why a consumer behaves ditferently to another consumer;
as well as, why a consumer behaves differently in different times and buying situations. The study
helps them understand the internal (individual determinants) and external (environmental factors)
forces that impel people to act out different consumption patterns and behaviours. The study helps
the marketer in:

Analyzing the environment: identifying opportunities and fighting threats.

b) Segmenting, targeting and positioning. ! . ,

p) Designing the marketing-mix. k h -. h

d) Designing the marketing strategy.

e) Governmental and Non-profit Organization and Social Marketing.

L
Consumer Behaviour 6 |
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Nature of Consumer Behaviour

1. Process: -Consumer behaviour is a systematic process relating to buying decisions of the
customers. The buying process consists of the following steps;

a. Need identification to buy the product

b. Information search relating to the product.

c. Listing of alternative brands.

d. Evaluating the alternative (cost-benefit analysis)
e. Purchase decision.

f. Post-purchase evaluation by the marketer.

2. Influenced by various factors: -Consumer behaviour is influenced by a number of
factors. The factors that influenced consumer are as follow; marketing, personal,
psychological, situational, social, cultural etc.

3. Different for different customers: -All consumers do not behave in the same manner.
Different consumers behave differently. The difference in consumer behaviour is due to
individual factors such as nature of the consumer's life style, culture, etc.

4 Different for different products: -Consumer behaviour is different for different products.
There are some consumers who may buy more quantity of certain items and very low/no
quantity of some other items.

5. Varies across regions: -The consumer behaviour vary across states, regions and
countries. For instance, the behaviour of urban consumers is different from that of rural
consumers. Normally, rural consumers are conservative (traditional) in their buying
behaviour.

6 Vital for marketers: -Marketers need to have a good knowledge of consumer behaviour.
They need to study the various factors that influence consumer behaviour of their target
customers. The knowledge of consumer behaviour enables marketers to take appropriate
marketing decisions.

7 Reflects Status: -Consumers buying behaviour is not only influenced by status of a
consumer, but it also reflects it. Those consumers who own luxury cars, watches and other
items are considered by others as persons of higher status.

8 Result in spread-effect: -Consumer behaviour has a spread effect. The buying behaviour
of one person may influence the buying behaviour of another person. For instance, a
customer may always prefer to buy premium brands of clothing, watches and other items
etc. this may influence some of his friends, neighbours, colleagues. This is one of the
masons why marketers use celebrities like Sharuk khan, Sachin Tendulkar, Manju Warrier
etc. to endorse their brands.

consumer Behaviour 7
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9. Improves Standard of Living: -Consumer buying behaviour may lead to higher standard
of hvmg. The more a person buys the goods and services, the higher is the standard of
living.

10. Undergoes a change: - The consumer's behaviour undergoes a change over a period of
nme depending upon changes in age, education and income level. Etc, for instance,, idds
may prefer colourful dresses, but as they grow up as teenagers and young adults, they mav
prefer trendy clothes. '

Scope of Consumer Behaviour:
yre study of consumer behaviour deals with understanding consumption patterns and behaviour
It includes within its ambit the answers to the following: ?-

a. What the consumers buy: goods and services
b. 'Why' they buy it: need and want
c. 'When' do they buy it: time: day, week, month, year, occasions etc.
d. 'Where'they buy it: place
e. 'How often they buy' it: time interval
f. How often they use' it: firequency of use ,

The scope of consumer behaviour includes not only the actual buyer but also' tl., ■
played by him/different individuals. llhe vanous roles
Basic Components in CB '

i) Decision making (Cognitive and Ajfect):This includes the stages of decision making: Need recogniUon, InfoimaUon search Fv i ■
altemahves. Purchase activity. Post purchase behaviour. '
ii) Actual purchase (Behaviour):
This includes the visible physical activity of buying of goods and/or service. It is th
interplay of many individual and environmental determinants which are invisible
^' ^)Jridividual determinants and environmentalinfluences:The environmental factors affect the decision process indirecfly throuph
individual determinants. affecting
iv)Buying roles:

Actual Buyer vis a vis other users. There are five buying toles, viz.. Initiator I„fi„
User, and Bnyt'iT ' luencer. Decider,

a. me inttiator is the person who identifies that there exists a need or wan,. ' "
b. Iheinfluencer is the one who influences the purchase decision, the actuai ' "

and/or the use of the product or service; ^"^^^^®®'activity
The decider is the one who decides whether to buy, what to buy, when to b ''
to buy, and how to buy; "y* from where

c.

Consumer Behaviour 8 |



d. the buyer is the one who makes the actual purchase; and,
e The user is the person (s) who uses the product or service.

.  . These five roles may be played by one person or by different persons. A person may assume
• one or more of these roles. This would depend on the product or service m question.

Examples; Let us take an example.
A child goes to a kindergarten school. She comes back home and asks her parents to buy her a set
of colour pencUs and crayons. Now the roles played are:
1  Initiator: the child in nursery school

Influencer: a fellow classmate

Decider: the father or the mother

Buyer: the father or the mother
User: the child

2.

3.

4.

5.

AppUcation / Role of Consumer Behaviour;
understanding of consumer behaviour is necessary for long term success and survival of a
"  T. ;c viewed as the edifice of the marketing concept, an important orientation in marketing
finn. w

ana ement. According to the marketing concept, the marketer should be able to determine needs
wants of the target segment and provide product and service offerings more effectively and

Tficiently than competitors. It is essentially a customer-centered philosophy, which aims at
^ derstanding customer needs and wants, providing the right product and service, and deriving
customer satisfaction; "make what you can sell" rather than "sell what you make.'
° derstanding of the study of consumer behaviour helps formulate appropriate marketing

^tbgies for a firm keeping in view the consumer and his environment. It has a number of
applications; the main application bases are as follows:
1 Analyze the environment:

knowledge of consumer behaviour can be applied to help identify opportumUes and fight
The opportunities could be in terms of newer customers, newer markets, unfulfilled needsthreats.^nt^ (through a study of consumer individual determinants and other environmental

and wan S developing and implementing appropriate marketing
influences),

.  jn best fit the environment.
strategic feting and constantly evolving keeping in view the

^'in the environment; Environmental uncertainty is a function of complexity anduncertainty in terms of the number, strength and interrelatedness of the
dynamis^ in the environment that a firm has to deal with. Dynamism relates to how quickly
various tacU.e changes take place in Che =nvu:o™e„t.

Consumer Behaviour 9



2. Segmentation, targeting and positioning:
The study of consumer behaviour may be applied to segment the market, select the target market
and position the product or service offering. Identifying the target segment, understanding then-
needs, providing the right product and service offering and communicatirig about the offering -
all of these help a marketer succeed in the long term and ensure his su^ival and success in a
changing enviromnent. ^ '

a) Sesmem the market-. Tlie marketer needs to identify distinct customer ̂ oups with needs and
wants, classify them on basis of descriptive characteristics and behavioral dimensions The
descriptive characteristics may take forms of age, gender, income, occupation, education family
stze, family life cycle, gender, lifestyle, personality, religion, generation^ geography, nationality
and sbcial class. The behavioural dimensions take forms of benefits, uses, use occasion
rates, and loyalty status. '

bl Select target market: The marketer then selects ond or more maikets to enter Th
segment(s)that should be targeted should be viable; there should be a fit between the m
attractiveness and the company's objectives and resources. ;ie marketer would be able
the viabUity of a segment on the basis of the following ctitetia, viz., measurabititv sVbstan,n
ability, accessibility, differentiability, and actionability. ^

c) the product offering in the mind of the customers: The marketPre u
.  .. . "j<irKeiers should be ahlp tncommumcate the distinct and/or unique product characteristics.

3. Designing the Marketing Strategy:

There exists an interrelation between the Consumer, the Environment and the Mark '
a) Consumer. The consumer has his needs and wants as well as product prefere ^ strategy,
exists an mteiplay of Cognition (knowledge about products and alternatives) Affe '
favourableness and unfavourableness) and Behaviour (action; buy or not to buy) of
b) Environment: This refers to forces in the environment, which make ihp
and dynamic. '^^ironment complex
c) Marketing strategies: This impUes setting up of goals and then achievimr th
dbsign of an appropriate marketing mix. through the
The Marketing Strategy should be'designed to influence consumers (Co V

Behaviour) and be influenced by them. It should be flexible and ever evolvin T'customer needs and wants; as well as, changes in the environment in w^
knowledge of consumer behaviour can be applied to cievelop a "best fit" between'
and wants, the environment in which the firm operates: md^ the firms' goals anr
4. Designing the Marketing Mix: o jpctives
4-Ps The study of consumer behaviour may be applied to design the 4 Ps.

J - J ; i;

Consumer Behaviour 10
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a) Producv. The term product includes both tangible products and intangible services. The issues
to address consist of name (brand), size, shape, features, labeling, packaging, accessories ansupplementary products, terms of sale and services, after sales etc. . , . .

M Price- This includes the pricing of the product offering. The major components rnclude, tonn
of payment terms ani conditions of payment, discounts, price sensitivity, drfferenttai prices and
IsmCtction, imagery (price increase and customer reaction, price decrease and customer

and Dislribulion: This includes the marketing channel, and comprises decisions
regarding choice of channel (direct or indirect), location, accessibUity and availability of pro uc
offering, wholesaling, fetaiUng, logistics etc. . • •

d) Promotion: This includes marketing communication, and the major issues comprise deasion
on communication/promotion mix, die message and media strategy (the content, appeal and
rAmUcatton in Goyemmental and Non-pront Organizations and Social Marketing:

The knowledge of consumer behaviour finds relevance even in Governmental and Non-pro it
Organizations and Social Marketing. Governmental and Non-profit Organizations have e
society as its customers and need to linderstand them so as to be able to serve them better.
Social marketing involves propagation of ideas; attempts at such circulation and spread of ideas
tor moral and social upliflment can be more successful if there is a proper understanding of the
these consumers (i.e., the pubhc and society)
The Interdisciplinary Nature of Consumer Behaviour (Dimensions):

As an interdisciplinary area of study, the subject borrows heavily from psychology, sociology;• „i psychology; anthropology and, economics.

P vchology: This includes the study of the individual as well as the individual determinants m
2 behaviour, viz., consumer perception, learning and memory, atUtude, self-concept and

"  nality motivation and involvement, attimdes and attitudinal change and, decision making,
""'sociology; This includes the study of groups as well as the group dynamics in buying
^ u viour viz., family influences, lifestylps and values, and social group influences.

Special psychology: This includes the study of how an individual operates in group/groups and
^ ffects on buying behaviour viz, reference groups and social class influences.
t Anthropology; This is the influence of society on the individual viz., cultural and cross-cultural
•  les in buying behaviour, national and regional cultures etc.

omics- This is the smdy of income and purchasing power, and its impact on consumer
u hTviour The underlying premise is that consumers make rational choices while making

hase decisions. While resources are limited and needs and want many, consumers collect■"" ation'and evaluate the various'aliematives to finally make araUonal decision.
T discuised before, consumers are unique in themselves. A comprehensive yet meticulous
r Pledge of consumers and their consumption behaviour is essential for a firm to succeed. In
Zr to understand and predict consumption pattems and behaviours within segment (s), market

research becomes essential.
consumer Behaviour 11
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CONSUMER AND INFLUENCING FACTORS '

WhUe making decisions related to purchase activity, consumers Vhty amongst each othW
ey also differ wtthm themselves across buying situations. Ms is because the dynamics that

operates while consumer decision making are significantly different, tte consumer decision
mabng process rs rmpacted by (i) individual determinants that are specilTic to an individual and
s self; these pnmanly take the fotm of psychological influences; and, (ii)' group influences that

are general across a class (es) of customers and take the fotm of sociological influences Tins
module deals with the psychological influences on consumer decision making Such
psychological influences include the forces that impact consumer decisioi'making; these' are r r
Consumers Needs & Motivation, Emotions and Mood, Consumer Involiement; (ii) Cons.
Learmng; (in) Personabty, Self-concept and Self-image; (iv) Consumer'Perception Risk ""n
bnagety; (v) Consumer Attitude; and (vi) Consumer Communication. ' • and

The study of consumer behaviour indicates how individuals, groups, and organizations i
buy, use Of dispose goods, services, ideas or expefiences to satisfy theb needs~ s^
vanous factors influencing buyer behaviour are as following: J ®

I. Marketing Factors

Each element of dre market mix - product, pricing, pmmotion and place (distribution) n ■
potential to affect the buying process at various stages. , "

• < • I ; •

. t ^ appearance and packatH "S
influence buying decision of a consumer. can

B. Pricing: Pricing strategy does affect buying behaviour of consumers. Market ' ̂  '
consider the pnce sensitivity of the target customers while fixing prices
C. Promotion: The various elements of promotion such as advertising, publicity nuhP
personal selling, and sales promoUon affect buying behaviour of consumers Mai-k
promotion mix after considering the nature of customers.

D. Place: Hie channels of distribution, and the place of distribution affects buyi k.
consumers. Marketers make an attempt to select the right channel and distrih„rf
the right place. ® the products at
n. Personal Factors:

The personal factors of a consumer may affect the buying decisions Th. ' "y guecisions. The personal factopc - ,
^actors include:

Consumer Behavior 12 j """ , „
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A. Age Factor: The age factor greatly influences the buying behaviour. For instance, teenagers
may prefer trendy clothes, whereas, office- executives may prefer sober and formal clothing.
B. Gender: The consumer behaviour varies across gender. For instance, girls may prefer certain
feminine colours such as pink, purple, peach, whereas, boys may go for blue, black, brown, and
SO on.

c. Education: Highly educated persons may spend on books, personal care products, and so on.
But a person with low or no education may spend less on personal grooming products, general
reading books, and so on.

D Income Level: Normally, higher the income level, higher is the level of spending and vice-
versa. But this may not be always the case in developing countries, especially in the rural areas.
E Status' in the Society: Persons enjoying higher status in the society do spend a good amount
of money on luxury items such as luxury cars, luxury watches, premium brands of clothing,
jewellery, perfumes, etc. ,

F. Other Personal Factors: The other personal factors such as personahty, lifestyle, family
size, etc., influence consumer behaviour,

ni. Psychological Factors:

A person's buying behaviour is influenced by psychological factors such as follows.

A. Learning: It refers to changes in individual behaviour that are caused by information and
experience. For example, when a customer buys a new brand of perfume, and is satisfied by its
use, then he/she is more likely to buy the same brand the next time. Through learmng, people
acquire beUefs and attitudes, which in turn influence the buying behaviour.

B. Attitude: It is a tendency to respond in a given manner to a particular situation or object or
idea. Consumers may develop a positive, or negative or neutral attitude towards certain product or
brands, which in turn would affect his/her buying behaviour.

C Motives: A motive is the inner drive that motivates a person to act or behave in a certain
manner. The marketer must identify the buying motives of the target customers and influence
them to act positively towards the marketed products. Some of the buying motives include;

^r . Pride and possession

.A.5 if. '1;Love and affection

Comfort and convenience

Sex and romance, etc.

E Perception: It is the impression, which one forms about a certain situation or object. A
motivated person is ready to act. But the way or the manner in which he acts is influenced by



r pe.cepuon of the situation. For instance, a student may perceive examinations as an
portant event, and therefore, he/she would make every possible effort including purchase of

new stationery like pens, whereas, another smdent may be casual about the examinatious, and
therefore, would not make extra efforts.

F. BeUefs: A beUef is a descHphve thought, which a person holds about certain things It may
be based on Imowledge, opinion, faith, trust and confidence. People may hold certain beliefs of
ertam brands/products. Beliefs develop brand images, which in turn can affect buvine beh "
IV. Situational Influences: ^ ̂  behaviour.
Major situational influences include the physical surroundings, social surroundings time the
nature of the task, and monetary moods and conditions. '
A. Physical Surroundings: The physical surroundings at the place of nnrr^h «
behaviour. For iustance, when a customer is shoppiugl a store' r^aCtt ZZ
behaviour would iuclude the location of the store, the decor, the layout of the , t
level, the way merchandise is displayed, and so on.
B. Social Surroundings: The social surroundings of a situation involve the othe
eustomer that can influence buying decision at the point of purchase F '
hunter shopping with an impatient friend may do quick ptuchases, and maTrr''", '
pnce, so as to please the impatient friend. "aggie over the
c. Time Factor: Customers may make different decisions based on when tt.
hour of the day, the day of the week, or the season of the year. For instan P^'^chase - the
received a pay cheque on a particular day may shop more items than T.u
when he is short of funds. ' Ihe month

D. Task: A customer may make a different buying decision depending nn u
performed by the product. For instance, if the product is meant as a gift i,
use, then the customer may buy a different brand/product dependin personal
purchased. ^ "pon to whom the gift is
E. Momentary Conditions: The moods and condition of the custome
may also affect the buying decision. A customer who is very ha purchase
buying decision, as compared to when he is not in a happy mood. ^ different
V. Social Factors:

The social factors such as reference groups, family, and social and cf f.
behaviour: affect the buying
A. Reference Groups: A reference group is a small group of people such as
place, club members, friends circle, neighbours, family members, and so o
influence its members as follows: ^®f®rence groups

They influence members' values and attitudes.
They expose members to new behaviours and lifestyles
They create pressure to choose certain products or brands

B. Family: The family is the main reference group that may influence die con
Nowadays, children are well informed about goods and services through medi/^T^ behaviour.

^  fnend circles.
Consumer Behaviour 14
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and other sources. Therefore, they influence considerably in buying decisions both FMCG

products and durables.

C. Roles and Status: A person performs certain roles in a particular group such as family club,
organisation, and so on. For instance, a person may perform the role of senior executive in a firm

and another person may perform the role of a junior executive. The senior executive may enjoy

higher status in the organisation, as compared to junior executive. People may purchase the

products that conform to their roles and status, especially in the case of branded clothes, luxury

watches, luxury cars, and so on.

VI. Cultural Factors:

Culture includes race and religion, tradition, caste, moral values, etc. Culture also include sub

cultures such sub-caste, religious Sects, language, etc.

A. Culture: It influences consumer behaviour to a great extent. Cultural values and elements are

passed from one generation to another through family, educational institutions, religious bodies,

social environment, etc. Cultural diversity influences food habits, clothing, customs and
traditions, etc. For instance, consuming alcohol and meat in certain religious communities is not

restricted, but in certain communities, consumption of alcohol and meat is prohibited. -

B. Sub-Culture: Each culture consists of smaller sub-cultures that provide specific identity to its
members. Subcultures include sub-caste, religious sects (Roman Catholics, Syrian Catholics,
Protestant Christians, etc), geographic regions (South Indians, North Indians), language (Marathi,
Malayali, Tamilian, Guajarati) etc. The behaviour of people belong to various sub-cultures is

^  different. Therefore, marketers may adopt multicultural marketing approach, i.e., designing and
P  marketing goods and services that cater to the tastes and preferences of consumers belonging to

I  different sub-cultures.

The term 'individual' means a human being or a single person. The individual may be major,
®  minor, mamed or unmarried, and sound or unsound mind. The term "consmner" more generally
^  refers to anyone engaging in any of the activities. The traditional viewpoint has been to define
^  consumer strictly in terms of economic goods and services. This position holds that consumer is a
th potential purchaser of products and services offered for sale. The central focus of marketing is the
fS consumer. To devise good marketing plans, it is necessary to examine consumer behavioural
^  attributes and needs, lifestyles, and purchase processes and then make proper marketing-mix

decisions. The study of Consumer behaviour includes the study of what they buy, why they buy,
U  jiow they buy, when they buy, from where they buy, and how often they buy. An open-minded

(.Qnsumer-oriented approach is imperative in today's diverse global marketplace so a firm can

identify and serve its target market, minimize dissatisfaction, and stay ahead of competitors. Final
consumers purchase for personal, family, or household use. 3

rr

i •

,1 ■■ ■,»<) i"' .1 Y't- V'
1
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Unit-3

CONSUMERS' PERSONALITY AND THEORIES OF PERSONALITY

Personality-meaning

;s To understand the buyer and to make a customer out of him is the main purpose of the study of

("i consumer behaviour. Though this problem has been analyzed from different viewpoints under

t different premises, it still remains a complex one. On the other hand the buyers a riddle. He is a

highly complex entity. His needs and desires are innumerable. Some are latent, some manifest and

:  j^sonie others are highly dominant. These have different priorities in the scheme of things. The

rb buyer has his own ideas and plans about realising these needs and desires. The first and foremost
f,' task of the marketer is to get close to the buyer arid understmd his need-structure and priorities.
Hi There are four major factors which influence the behaviour of the consumers They are:

;  .311. Psychological factors influencing Customer Behaviour

n 2. Social Psychological factors influencing Customer Behaviour j.

3. Sociological factors influencing Customer behaviour

4. Economic factors influencing Customer Behaviour ' ■ ,1 ■

3; Psychological Factors

,  \i These are the factors which are the personal attributes of an individual. We shall study Five of
is them: Attitude, Motivation, Perception, Persoriality and. Learning.

1. Personality

f r. Each individual has inherent personality characteristics that influence his buying behavio
0 According to Kotler,

\i "Personality" is a set of distinguishing human psychological traits that 1
lead to relatively

n- consistent and enduring responses to environment stimuli. It is often refprr«.H
u to as such traits like

ffi: self-confidence, dominance, autonomy, deference, sociability, defensiveness and
n According to Schiffman and Kanuk, ^

,  th "Personality" is defined as those inner psychological characters that hotv. a

A  . U- ' . -ru - 1 . ^^termine and reflecthow a person responds to his environment. The single most important
"H Clement in personality isinner charactenstics of an individual. These are the specific qualities, attributes tr "

I  1 mannerisms that distinguish one individual from another. '

33 The Nature of Personality: <

y The following are the three important and distinct properties of Personality
., 1. Personality Reflects Individual Differences: '

Because of inner inherent characteristics which constitute an individual' '
, complex combination of factors, no two individuals are identical pr exactly alik ^
if any individuals may be similar on the basis of a single personality trah k . fortunately,

'  ut not like others. For
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example, out-going type, quiet type, shy type, family-oriented type, etc. So it has become easier

for the marketers to group or categorise consumers into different groups on the basis of one or

several traits. ;

2. Personality is Consistent and Enduring:

The personalitytiof an individual is both consistent (that is, it doesn't change in the short run)and

enduring (that isjrit doesn't change in the long run). Both of these qualities are thus useful for

marketers: to predict-the behaviour of the consumers in terms of personality. It's very difficult to

change an individual's personality characteristics» The marketers can't change them. But if the

marketers knowtwhich personality characteristics influence which specific consumer responses,

then they can attdmpt to appeal to those relevant'traits in their target consumer group. Even if the

personahty of anliridividual is f^ly consistent, 'still then the buying and consumption pattern

often varies with sieveral external factors like,-time, environment, social, psychblogical, cultural,

situational, change in fashion, availability of goods and services. We have to consider the whole

combination of influencing factors of which personality is just one attribute to the change in a

buyer's behaviour. t ■ ■ , <

3. Personality Can Change: i:Ht

Under certain circumstances the personahty of an individual can change.' It may be gradual and

slow like a child groWs into a changed personality.^ It can be also sudden on account of any major

events in hfe, like birth of a child, death of a dear one, divorce, major career promotion, accident,

loss of job, migration, natural calamity, etc. There are also instances where the personahty stereo

types may change over a period of time. For example, over the last 50 years, men's personahty

has generally remained relatively unchanged, as compared to women's, which has undergone

significant change. This is because of women moving into professions which were traditionally

held by men earlier, simply personahty is the sum total of an individual's enduring internal

psychological traits that make him or her unique. Self-confidence, dominance, autonomy,
sociabihty, defensiveness, adaptability, and emotional stabihty are selected personahty traits. The

sum total of an individual defines his personality. Just as an individual has a personahty, similarly

products also have a personahty of their own.

Personality traits and Personality types:

We need to differentiate between a "personahty trait" and a "personahty type". As mentioned in

the above section, as individuals, each one of us is unique with a wide array of qualities,
attributes, traits and characteristics. However, ieach one of hs shares with each other a quality or a

few traits(s). When we share a trait (s) with another (otheVs), 4/e are said tO be similar on that trait

and thusiWe fogether with the other person (s), is said to fah in a personality type.

In othdr iwords, a personality trait is a person's inclination to behave in a particular way while

interacting with the external environment to achieve goals; this would be specific to an area of a
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person's life. Many personality traits put together, comprise the personal make-up of a person and

culminate into his personality. On the other hand, a group of people who share personality traits

are said to fall into a personality class; they are expected to react to the environment in a similar

manner as they are similar to each other on the basis of certain trait (s). For example,

stubbornness may be a trait; dogmatism would become a personality type.

Theories of Personality

The study of personality has been a matter of discussion; contributions are varied and debatable.

Major contribution to the topic of study was made by the father of psychology, Sigmund Freud.

Other contributions came from psychologists like Carl Jung, the Neo-Freudians (like Adler,

Sullivan and Homey) and the Trait theorists. Theories on personality can be categorized as i)

individual theories; ii) social learning theories. However, we would elaborate upon these without

any such classification, as it is rightly believed that it is the combination of both individual

characteristics/traits (genetics) as well as social learning (social environment) that impacts

personality. This lesson deals with The Freudian theory, the Jungian theory and the Neo-Freudian

Theory.

I. Freudian theory:

Sigmund Freud, the father of psychology, became famous with its psychoanalytic theory of

personality. In fact the theory is regarded as the cornerstone of modem psychology. Sigmund

based his theory on certain assumptions;

a. Unconscious needs or drives lie at the heart of human motivation and personality.

b. The socialization process that takes place within people in a social set up has a huge
impact on individual behaviour.

Freud explained much of how the psyche or the mind operates, and proposed that the human

psyche is composed of parts within our awareness and beyond our awareness. He said that all
behaviour within an individual cannot be explained, much lies in the sub-conscious. Freud viewed
personality as "an iceberg"; just as majority of the iceberg remains within water and only the tip
of the iceberg is above water, similarly, much of our personality exists below our level of
awareness, as the unconscious and just as a part of it lies above, as the conscious. Even though an
individual is not aware of the contents and processes of the unconscious, much of our behaviour
is attributed to it.

Based on the level of awareness, the human mind comprises three nart^ a,;,VIZ., conscious,
nreconscious and the unconscious or the sub-conscious; The conscious mind is what ̂  •
y  " wiidi one is aware

of at any particular moment of time and reflects ones present thoughts, feelings perception
fantasies, etc; it restricts itself to the current thinking processes and comprises a very large part of
our current awareness. The preconscious mind or the "available memory," is what can b
retrieved and made conscious, and brought to mind instantly or quickly; it is what we are

of
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but not paying attention to at a point of time; it is something that can be brought into the

conscious mind. The larger part of the human mind consists of the unconscious, which is all that

stays at the subconscious level, and comprises the unaware, better known as our drives or

instincts, feeUngs and memories and emotions related to trauma; this part in content and process

is out of direct reach of the conscious mind, and thinks independently; an individual has no access

to because it is unknown and hidden. This unconscious part is the source of all our drives and

motives; yet we are often denied or refuse to accept and often resist them from becoming

conscious. This is because they form the unaware part and are in a disguised form. It is because of

this unconscious part that we are largely unable to control many aspects of our behaviour,

especially those acts which we would prefer to avoid. According to Freud, much of human

behaviour is driven directly from the subconscious mind; and so it is important that the

unconscious material needs to be brought into the conscious state so that it can be examined in a

rational manner.

Apart from these, Freud spoke of the Id, Ego and Super ego. The Id contains consists of primitivq

drives that lack the real perception of reality. It operates on the pleasure principle, with the

objective of seeking pleasure and avoidance of pain, and doing what one wants to do. The

processes that come into play are primary processes like hunger, thirst etc. The Ego is aware of

reality and operates via the reality principle, where it recogmzes what is real and understands that

behaviour has consequences. The processes that come into play are secondary processes, like
learmng and memory, perception etc. It also includes the impact that socialization has to play in
the life of an individual; it recognizes the existence of social rules that are necessary in order to
live and socialize with other people, and thus, plans to satisfy ones' needs within the social values

and rules. The Super ego comprises the value system and the morals, which emanate from what

an individual learns in childhood from his parents. It is contained in the conscious part of ouTj

memory. It believes in doing what the society says. While the Ego and Super Ego are partly)

conscious and partly unconscious, the Id is the unconscious. Further, the Super ego acts as a

counterbalance to the Id; the former seeks to restrict the pleasure-seeking demands of the latter.^

and it is left for the Ego to balance the demands of the Id and Super ego with the constraints of

reality; it controls the higher mental processes such as logical reasoning to solve the Id-Super ego

dilemma.

According to Freud, personality is based on the dynamic and continuous interplay between the Idi

Ego and Super Ego. The Id demands immediate gratification of needs and desires (pleasure

principle) regardless of constraints in the external environment; the Ego acts to realistically meet

the desires of the Id (reality principle)', the Super Ego (conscience) blends morals and societal

rules upon the ego, so that the desires are met both realistically and morally. Thus, Freud also

pointed out the impact of socialization on members of a society, especially with reference to how
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this socialization impacts individual behaviour. According to him, there exists a state of tension

within an individual; this tension arises out if there is a mismatch between an individual's needs

and desires vis-a-vis the norms set up by the society and the socialization process; the manner in

which an individual sorts out the dilemma shapes his personality. . .

n. Jungian theory:

Carl Jung, a contemporary of Freud propbsed the famous Jungian TheiS^. He elaborated

on personality types, and his contribution has great relevance to the study of cbfi&umer behaviour.

Carl Jung's proposed a typology based upon four bipolar dimensioh^,'^^ where each pole

represents an opposite preference and thus illustrates four dichotomies,'ViX, 'Extraversion

Introversion, Sensing - Intuition, Thinking - Feeling, and Judging - Perceiving.'The permutations

of these 4 pairs help identify sixteen different personality types. The sixteen persbnality types are

defined in terms of acronyms of the combination of the 4 dimensions they rfepfbsent. The various

types are Extraverted Sensing (ESFP, ESTP),' Introverted Sensing (ISTJ^'ISFJ), Extraverted

Intuition (ENFF, ENTP), Introverted Intuition (INFJ, INTJ), Extraverted Thitikihg (ESTJ, ENTJ),

Introverted Thinking (ISTP, INTP), Extravertfed-Feeling (ESFJ, ENFJ) and-Introverted Feeling

(iNFP,isFP). .

The personality types proposed by Carl Jung were developed and incorporated , into a scale that

came to be famously known and applied as the MBTI or the Myers-Biiggs Type Indicator.

Essentially a personality inventory, it has been used extensively in social sciences to measure the

following pairs of psychological construct/dimensions: sensing-intuiting, thinking-feeling,
extroversion-introversion, and judging-perceiving. Each of the four pairs is illustrative of two

different personality characteristics. While the scale has been applied successfully in studies on

consumer behaviour and market research, recent research has tended to focus on two mental

bipolar dimensions or dichotomies, viz., sensing-intuiting (S-N) and thinking-feeling (T-F) The
two dimensions, sensing (S) and intuiting (N) measure how a person receives, gathers and
processes information; the people who fall under the S category prefer to gather information
through their senses directly; the people who fall under the N category rely upon their
understanding of things, based on their perception of the world. Thus we can perceive information
through our senses, or our intuition. The other two dimensions, thinking (T) and feeling (F) refer
to how individuals take decisions; the people who fall under the T category make decisions bas d
on an unbiased reasoning and logic; th^ pedple who fall under the'F category base their decision
on feeling and emotions. Thus we can make decisions basdd bh objective ^ .n.-j  lugic, or subjective

feelings. According to Jung, we all use the S,N,T and F; howeVfer each one iki v«r;«c ■ lvtuies mtnen-usage
and frequency. The combination of our "preferences" defines bur personality type;
descriptions of the sensing-intuiting (S-N) and thinking-feeling (T-F) personality typ'ek"ni b
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applied to consumer behaviour; the S and N determine how a consumer gathers and processes eiu

information about products, while the T and F determine how he makes a purchase decision. li

By cross-tabulating the two pairs of psychological dimensions, we can derive four different

personality types, viz. Sensing-Thinking (S-T), Sensing-Feeling (S-F), Intuiting-Thinking (N-T) ;

and Intuiting-Feeling (N-F). Each of these' reflects variedly in purchase decisions and

consumption processes. The marketer could benefit immensely by gaining insights as to the

varying types so as to design his marketing strategy to be able to serve consumers effectively and r

efficiently. Let us describe the four personality types with an example. There are four women,

each one with a different personality type, S-t, S-F, N-T and N-F. They desire to buy some gold q
jewellery An Assessment of the Theory: Carl Jung was the first psychologist to speak of tJi

personality types. His tj^ology based upon four bipolar dimensions has been widely applied in !

research in social sciences; it has also been successfully used in studies on consumer behaviour as if;

well. He believed that our behaviour is shaped by past generations' experience. iq^

Implications for a marketer: jj-

The theory has relevance for a marketer. After gaining an insight into the various personality ij.

types, a marketer could design his marketing strategy so to be able to serve consumers with the ,

varying personality types in a better manner, leaving them more satisfied. xi

in. Neo-Freudian theory:

There were a group of psychologists who believed that social interaction and resultant?,?

relationships formed the basis for the growth ^d development of personality. Here, they If

disagreed with their contemporary, Freud who believed that personality was i) biological and

rooted in genetics, and ii) was groomed as a result of early childhood experiences. This group of }i
researchers who laid emphasis on the process of sociahzation came to be known as the Neo-

Freudians. Noteworthy among them are Alfi-ed Adler, Harry Stack Sullivan and Karen Honiey. (]

A) Alfred Adler: Adler, who is regarded as the father of individual psychology, was a disciple of dv

Freud. He later broke away from the Freudian philosophy due to disagreement over the o

importance that Freud gave to the "imconscious". Adler was the first psychologist to speak of the n

term 'inferiority complex', something that arose out of a sense of inferiority or inadequacy. He )r..

believed that: n :

•  people are goal oriented, with an urge for personal growth, and "the will to power"; they 1
have within them a "self perfecting" drive; this drive is the single "drive" or motivating i.

forqe,behind all behaviour and experience . i , r

•  indiyiduals seek to overcome feelings of anxiety and feelings of inferiority, the basic drive >
in hVPtan beings is to strive fipm an initial state of inadequacy, or what he termed i{
"inferiority", toward "superiority" or self-actualization. People compensate (strive to ?
overcome) for inferiorities by making necessary adjustments.
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•  People Strive for goals that can be referred to as ̂ 0'^eo//(/e;

•  social drives, especially family, friends and culture have an impact on behaviour and

feelings; right from birth across a life span, people involve themselves in social

relationships;

•  The primal social influences in an individual can be modified in a manner such that that

each one of us develops personal styles in dealing with our life and achieving goals.

According to Adler's theory individuals' buy to overcome feelings of inferiority.

B) Herbert Harry Stack Sullivan: Sullivan, a psychiatrist extended Freud's theory of
psychoanalysis, and concluded that failures in interpersonal relationships were largely responsible

for mental illnesses and disorders. He referred to such causes as "interactional", which needed to

be assessed to cure any kind of psychoses. According to him, social relationships were extremely

important for human beings and loneliness was the most painful of human experiences. He
developed a theory of psychiatry based on interpersonal relationships where social forces are

largely responsible for mental illnesses.

Sullivan referred to his approach an interpersonal theory of psychiatry, to focus on "what goes on

between people", sharp in contrast to Freud, who focused on "what goes on inside people". He

believed that social relationships are primary, which actually lead to personality. In fact

personahty manifests itself in such social relationships.

He proposed that human beings are driven towards two sources of motivation viz., the pursuit of
satisfactions and the pursuit of security. With respect to satisfaction, human beings seek

satisfaction of mainly bodily needs, with the goal to reduce tension. With respect to security,

human beings seek to reduce the insecurity that arises from social and cultural needs. Personality
manifests and strives for avoidance and reduction of anxiety.

Thus, Sullivan focused on how human beings try to form and maintain social relationships with
each other, especially if such relationships are significant and rewarding. He also spoke about

anxiety in human beings. He elaborated on how personality is impacted as people put in efforts to
reduce tensions, particularly anxiety. He said that human beings develop particular personality
traits to reduce anxiety.

C) Karen Homey: Karen Homey, a prominent female personality theorist of her time, added on to
Freud's work by emphasizing the role of social factors. Her approach came to be known as the
psychosocial analysis. Her work focused on the emotional relationship that exists between parent
^d child early in the child's life. Like other Neo-Freudists, Homey also spoke on anxiety. While
focusing on child parent relationships, she also researched on how people strive to overcome
feeUngs of anxiety. According to her, people experience anxiety and tend to act as n6utotics; the
irrational defenses against anxiety become a permanent part of personality and that affett human
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behaviour; based on their approach towards overcoming feelings of anxiety, people could be
classified into three groups Viz.,compliant, aggressive, and detached (CAD).
•  Compliant-. Some people who experience a great deal of anxiety and helplessness move

toward other people in order to gain help and acceptance; they seek social support,
approval and acceptance and so they move towards others. Such people are regarded as
complaints. They want to be loved, admired, wanted and appreciated.

• Aggressive: Some people try to overcome their insecurities and anxieties by forcing their
power over others, dominating them, or even excelling over them. This makes them feel
secured; the objective is to 'get them before they get me.' Such people are aggressive-, they
move against others, in other words they want to excel over others. They want to
successful and powerful and have a desire for personal admiration and achievement. In the
process, they could be demanding, selfish, rude and cruel.

• Detached: There are some people who want to move away from others; they are asocial
and indifferent towards others. They believe that if they do not involve with others, they
would escape being hurt from them. Such people are referred to as detached; they seek
freedom from obligations, and desire total independence, leaving them lonely and empty.

They like to create their own style. Based on the three types, a personality test has been
developed which is referred to as the CAD scale. The scale has been widely used in
studies related to consumer behaviour. In fact, the three types have satisfactions for

marketers; the three personality groups are illustrative of personality types that are varied,

and would react differently to the marketing mix. According to Homey's theory, different
r ; buy different types of products/services. They could be treated as three

distinct segments, and the marketing mix designed accordingly. For example, the
compliant consumers who would like to be in company of other people would be more

likely to use a toothpaste with a mouth freshener (Close-Up); an aggressive consumer who
would like to excel over others would like to drink health drinks (Boost, Secret of my
Energy)' detached consumers who seek total independence and Uke to create their
wn style would Uke to go for meditation and rejuvenation camps (Vipassana).

nf the Theory: The Neo-Freudian theories draw themselves from various
Jin Assessment uj

nH are an expanse in content and processes in so far as the subject matter ofcontributors

,• ■ r-nrr-emed However, while the Neo-Freudians speak of human tendencies to stnveersonaldy is cuu^

rf ction fight anxiety and inadequacies, and of social relationships, they tend to ignore thefor p'

biological
lications for marketers:

Freudian theories emphasize the role that socialization has to play. Marketers could
Iv in so far as the impact that opinion leaders, as well as interpersonal
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communication and word of mouth could have on consumer decision processes and consumption

processes. This would also include the impact that family, friends, social class, culture and sub

culture. Marketers have also tended to use Neo-Freudian theories while segmenting markets and

positioning their products, e.g. Personality types have been used to segment markets and position

products as per the segment.

Trait theory

Theories on personality can be categorized as i) individual theories; ii) social learning theories.

However, we would elaborate upon these without any such classification, as it is rightly believed

that it is the combination of both individual characteristics/traits (genetics) as well as social

learning (social environment) that impacts personality. The previous lesson deals with The

Freudian theory, the Jungian theory and the Neo-Freudian Theory.

According to the Trait theorists, an individual's personality make-up stems out of the traits that

he possesses, and the identification of traits is important. People possess specific psychological
characteristics that are referred to astraits; and all those who possess a particular trait, are said to
belong to a personality type. A trait is a predisposition to behave in a certain manner. In order to

identify traits within individuals and differentiate amongst themselves, the trait theorists rely on
personality tests, scales and inventories. Hence, they assume some kind of a quantitative

orientation unlike the Freudian, and Neo-Freudian schools. Once they have identified the traits
they classify individuals into groups of people on the basis of then pattern of traits that they
possess.

The trait theories can be of.two broad categories, viz., simple trait theories and general
trait theories.

i) Simple trait theories: A limited number of traits are identified, and people are identified and

classified on the basis of these traits.

ii) General trait theories: A large variety of traits are identified.

An Assessment of the Theory: Unlike the Freudian and the Neo-Freudian theories, the Trait
Theories possess a degree of quantification while classifying individuals into personality types
Through the application of tests and scales, people are objectively assessed for presence/absence
of personality traits and accordingly classified into personality types. Thus, unlike the previous
theories, the Trait approach seems to be a more realistic and objective approach. However the
limitation li v i i the fact that sometimes traits tend to be indefinable, vague and indescribable*
nevertheless the personality tests are widely used.

Il l

^  'b;l3l::
" ■ I ■ I
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Examples of general versus consumption specific traits:

General personality traits Consumption-specific personality traits

-Dogmatism ■ - Innovativeness

- Compliance - Social directedness or other directed

- Expertise and Involvement Opinion leadership

-Self confidence

v:-J

-Early adopters (high confidence) versus late majority or

■ Laggards (low confidence)

- Impulsiveness
Deal prone

-Need for cognition High versus Low

- Extroversion
Prefer to shop with others than alone; Socially directed.

Variety novelty seeker; Innovative

-Conscientiousness Careful; Logical and rational

- Agreeable
Socially directed; Looks towards others for help, advice

and decision. Compliant.

withTust as individuals have a personal make-up
'  personality.Brano ^ ^its/qualities, similarly products/services also have personalities. Brand

ch^actens characteristics/qualities similar to human beings that become
alitv refers to a set upersonau j , Rased on their understanding, consumers' begin to ascribe certain

associate hmnd This association between the characteristic/trait and the brand
ristics or traits to a oraiiu.character! ^ manner in which it is positioned by the marketer. Thereafter, consumers

gets generated o personalities, with their own personalities, self-image and self
match the prod ,„v,ere thev find a close or perfect match. Sometimes they buy such

d they buy tnose jconcept; an bolster their weak or inferior self. Some personality traits with
.  ̂/brands that help mei

. 4V4ition: Dove, Titan Raga
uvi's Jeans, BajajPulsaT_
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c) Power: Surf, Rin, Hero Honda

d) Achievement: Boost, Glucon C

e) Competence: Kingfisher Airlines, IBMSincerity: life Insurance Corporation, Western Union

Money Transfer

Self and Self Image (Concept)

Self-image or Self-concept is the perception of self that is what image / concept an individual

caries about him. Though it's a kind of perception, it's closely associated with the personality of
an individual. Consumers buy and use products and services and patrorlize retailers whose

personalities or images relate in some way or other to their own self-images. Or in other words
consumers often choose and use brands that have a brand personality consistent with their own
and avoid the ones which don't match.

Single or Multiple Selves:

Traditionally, individuals are considered to be having a single self-image which they normally
exhibit. Such type of consumers is interested in those products and services which match
satisfy these single self. However, as the world became more and more complex it has become
more appropriate to think of consumers as having multiple selves The pvr.i

■  "c cApianation to such a

phenomenon states that a single individual acts and behaves differently in different situ t" lik
a person behaves differently with his parents, his children, his friends, his colleagues et In f
this display of different personality in different social situations or social rnl<-c ;

^"'cs IS considered to be
normal and healthy. And conversely, the absence of this is considered in u

DC abnormal or an
unhealthy person. This observation is very important for marketers whn ^

^  appeal to the
different "selves" with a choice of different products.

The Make-up of the Self-image:

Even if the individual has "Multiple Selves", he/she has a "Self-Imase" r^v u- «
6  or ms/her own as a

certain kind of person with definite skills, traits, habits, behaviour, relationshin. . .Es etc. This is built
since childhood, with the interaction of parents, family members, and later

^ people outside.Products and Brands have symbouc meaning and value for individuals, wbieh n,
., 1 • h • evaluate themwith their personal pictures, concepts, or images of themselves. So naturallv c

y  "^onic products src
a favourable match whereas others are not. Consumers tend to select nroduetQ/c. ■
u r 1, fu • which theybelieve can preserve or enhance their images" or "personalities" Researrl. cf, j

sluay reyeals that
more women (77%) than men (64%) feel that the brands tb.ev select o, • 'j  -ciicci meir personalities The
relationship between brand preference and consumers' self-imave i<5 r.ff . " 'image is otten used to define or
describe them. Persons having a strong preference to a particular brand ,

"-onsider the brand
Consumer Behaviour 26



School of Distance Education

extension or representing an aspect of themselves. This "connection" helps marketers to estabUsh
customer royalty and a positive relationship with them. We have a variety of different self images
/ concepts represented in the following ways:

1 Consumers' actual self-concept: this is how consumers actually see themselves,
2 Consumers' ideal self-concept: this is how consumers would like to see themselves,
3 Social self-concept: this is how consumers think others see them,
4 Ideal social self-concept: this is how consumers would like others see them, Expected self-

this is how consumers actually expect to see themselves at sometime in future. This is
somewhere between the actual and the ideal self-concepts. It's a future oriented combination of
what they are (actual) and what they would like to be (ideal),

6 O ht to self-image: this consists of the traits and characteristics that consumers believe to be
4 ty and obligation to possess. The consumers are guided by different self-images in

difeent situations for their buying behaviour.

For example: , r>r.

1 For everyday household products (Private) - actual self-image,

2 For sociaUy enhancing products (Public) - social self-image,
3. for fantasy products - ideal self-image

These effects are more pronounced for publicly consumed products as compared to privately
onsumed goods. Thus the concept of self-image is of utmost important and has strategic

1 • t v,nc for marketers. They can segment their market on the basis of relevant consumer self-

ges and position their products/services as symbols of such self-images.
Consumer personality and market segmentation

segmentation can be defined as the process of dividing a market into different
^  .,c ornuos of consumers. Market consists of buyers and buyers vary from each other inhomogeneous

Variation depends upon different factors like wants, resources, buying attitude,different ways, ^ ^ .

s and buying practices. By segmentation, large heterogeneous markets are divided intolocations, managed more efficiently and effectively with products and services

u  bu ir iiniuue needs. So, market segmentation is beneficial for the companies seiwing
that match to tneir un 4
larger markets. , ,criteria for selecting Market Segments

IVleasurable Pleasurable.' It m;aiis you should be able to tell how many potential
A segment S ,h„dnpssesa*^ out there in the segment.customers and how many businesses a.
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b. Accessible

A segment should be accessible through channels of communication and distribution like: sales
force, transportation, distributors, telecom, or internet.
c. Durable

Segment should not have frequent changes attribute in it. »
d. Substantial ,

Make sure that size of your segment is large, enough to warrant as a segment and large enough to
be profitable

e. Unique Needs . '

Segments should be different in their response to different marketing efforts (Marketing Mix).
Consumer and business markets cannot be segmented on the bases of same variables becausq of
their inherent differences.

Bases for Consumer Market Segmentation
There are number of variables involved in consumer market segmentation, alone and in
combination. These variables are:

I. Geographic variables !
n. Demographic variables Is- si t
m. Psychographic variables i,-, ' j'
IV. Behavioural variables ■ - . j , ;

I. Geographic Segmentation i •
In geographical segmentation, market is divided into different geographical units like: • ■ - <■ ■ i

a. Regions (by country, nation, state, neighbourhood) , ■
b. Population Density (Urban, suburban, rural) , , ■
c. City size (Size of area, population size and growth rate)
d. Climate (Regions having similar cUmate pattern)

A company, either ser\'ing a few or all geographic segments, needs to put attention on variability
of geographic needs and wants. After segmenting consumer market on geographic bases
compames localize their marketing efforts (product, advertising, promotion and sales efforts). '

n. Demographic Segmentation j
In demographic segmentation, market is divided into small segments based on demographic
variables like:

a. Age , . ; .
b. Gender , , i
c. Income | '
d. Occupation , , . , , ,
e. Education ,,, . . ' . "
f. Social Class < ! /;.!< i 'Jui'
g. Generation
h. Family size
i. Family life cycle
j. Home Ownership
k. Religion
1. Ethnic group/Race
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m. Nationality

Demographic factors are most important factors for segmenting the customers groups. Consumer
needs, wants, usage rate these all depend upon demographic variables. So, considering
demographic factors, while defining marketing strategy, is cmcial.

ni. Psychographic Segmentation
In Psychographic Segmentation, segmerds are defined on the basis of social class, lifestyle and
personality characteristics. Psychographic variables include:

a. Interests

b. Opinions

c. Personality

d. Self Image ^

e. Activities
f. Values

g. Attitudes • •

A segment having demographically grouped consumers may have different psychographic
characteristics.

jy Behavioral Segmentation
nfatinn market is divided into segments based on consumer knowledge, attitude, use

In this segmemauuii

or response to product. Behavioral variables include:
a. Usage Rate
b Product benefits

Brand Loyalty Price Consciousness
d Occasions (holidays like mother's day, New Year and Bid)

■ User Status (First Time, Regular or Potential)
^  mentation is considered most favourable segmentation tool as it uses those

thaf^e closely related to the product itself.
L Business Market Segmentation

Bases i" segmented on the bases consumer market variables .Business market
Business mar following variables:
might be segm company sizes should we serve?

a Company ^ , f omdustry: Which industry to serve?
purchasing approaches: Purch
,ulanonships. purchase poheies and cntena.

d. factors: seasonal trend, urgency: should serve companies needing quick order

"  A- Order: focus on large orders or small.or Stan i industrial growth rate. Customer concentration, and international
Geographic:
macroeconomic factors.

V

b  In us aooroaches: Purchasing-function organization. Nature of existing
Purchasing

Chirac tann nntfTl'.c.

e.

f.
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Uiiit-4

CONSUMER PERCEPTION

The term "perception" can be defined as the ability to derive meaning. Derived from the word

"perceive", it refers to the ability of giving meaning to whatever is sensed by our sense organs. It

is the process through which an individual interprets ones' sensory impressions to give meaning

to them. Schiffinan defines it as "the process by which an individual selects, organizes, and

interprets stimuli into a meaningful and coherent picture of the world."

Perception Vs Sensation

There is a difference between perception and sensation.

Sensation is the ability of our five sense organs to sense a stimulus. It is an auto reflex mechanism

(direct and immediate) of oiu" sense organs, i.e. eyes, ears, nose, tongue, and skin towards a

stimulus in the environment. This stimulus could be anything, a person, object, situation or thing.
In terms of marketing, it could be a product, a brand name, an advertisement or even a store. Thus

sensation is the reaction or response of a sense organ or a sensory receptor towards a stimulus.

Perception is much broader in scope. It is complex process by which a person organizes
facts around the stimuli and gives meaning to it. The perceptual process depicts a complex and
dynamic interplay of three processes, viz., selection, organization and interpretation.
The person selects the stimuli and organizes and interprets the input received from the sense
organs, so as to give a meaning to the stimuli. Thus, for example, as a person is caught by a new

packaging of a familiar brand, he picks up other stimuli on the package through his senses, as
well as organizes other facts from intemal (memory) and extemal sources (dealer, packaging) etc,
so as to conclude that the package is new but the brand is old and familiar. This is perception.
While the sense organs report a change in the form of flashy colours on the packaging, the human
mind works cognitively and organizes other information around it to give a meaning and arrive at
a conclusion. This is referred to as perception. Thus while sensation is physiological, perception
is broader and includes not only the physiological component but also the sociological and
psychological component.

While perception starts with sensation, it ends up when meaning is given to the stimuli, through
cognitive processes. While sensation picks up bits and pieces as stimuli, the cognitive processes
involved in perception can add to/delete/modify the diverse sensations and information. Also
while each one of us would be similar in sensing a stimulus, the way we interpret it would be
different. In other words, sensation is similar but perception is not. This is because as far as our
sense organs are concerned, we are similar, but when it comes top the human mind and the
cognitive processes, we are all different. We have varying cognitive capacities and capabilities'
our backgrounds are diverse and psychological processes (needs, motivation, learning, attitudes
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values, etc) and sociological factors (culture, sub-culture, social class, etc) different. So while

sensation is an objective process, perception is highly subjective.

Nature of perception

Perception can be better explained by understanding the nature and characteristics of perception*
1. Perception is a complex process. After a stimulus is detected by the sense organs, the
perception process comes into play and involves the interplay of three processes, viz., selection

organization and interpretation. It is a dynamic process.

2. It is also an intellectual process; it involves a lot of cognitive effort. Once sensation takes

place, the perception process involves the selection, organization and interpretation of data.
3. Perception is broad in nature; it includes a physiological component (through sensation), as
well as sociological and psychological components.

4. Perception is a subjective process as two people may perceive the same stimuli differently.
While two persons may be exposed to the same stimuli, the manner in which they select them,
organize and interpret them is different. This is because the two are impacted by their
background, learning and experiences, motivation, personality, cultures, values and lifestyles,
social class effects etc which may be different from each other.

Perceptual process/ mechanisms

The perceptual process starts when a person is exposed to a stimulus and the sensory receptors
report the same to the human body. While the senses may be exposed to various stimuli the
human senses select only some of these at a point of time. This is because the sense organs have a
limited capacity at a particular point of time. After the sense organs, report a few stimuli, the
perceptual process takes over. Of the stimuli that have been detected, few are selected, organized
and interpreted for meaning. This is known as perception.

Although we may differ in perceptual processes, universally speaking, the perceptual process
comprises four components, viz., input, perceptual mechanism, output and behaviour. Let us have
a discussion on these.

i. Input-. The input to the perceptual process refers to the various stimuli that surround an
individual and exist in his environment. It could assume various forms, for example, it could be
another person, object, thing, or situation. The perceptual process begins when the sensory
receptors detect a stimulus in the enviromnent, which acts as an input to the perceptual
mechanism.

W Perceptual mechanism: The perceptual mechanism consists of three sub-processes, viz
selection,; organization and interpretation^ Once the sense organs detect a stimulus in the
environment, a person selects, organizes and interprets it through perceptual selectivity
perceptual organization and perceptual interpretation. Put together, these are known as perceptual
mechanisms.
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1. Perceptual selection or perceptual selectivity refers to a tendency within a person to select
/c one or a few out of the many stimuli present in the environment; this selectivity is based

on one's demographic, socio-cultural and psychographic factors. A person would tend to

ft select those stimuli that appear relevant and attractive to him.

! < 2. Perceptual organization refers to the process of organizing the various , stimuli with other
>  cues around so that a whole picture can be created. In other words, the various stimuli are

it organized and given a form. It is the process of organizing inputs into a definite, coherent
and interpretable structure.

3. Perceptual interpretation refers to the process of drawing in inferences out of the
i  organized whole (of stimuli), and giving meaning to it.

jiiii Output: Once the input has been interpreted, it results in an output. This output towards the
ostimuli assumes various forms, for example, in the formation of emotions and moods, feelings
Hand opinions, as well as attitudes and beliefs.

.'Jiv Behaviour: The resultant behaviour is an outcome of the output. Based on his emotions and

; moods, feelings and opinions, as well as attitudes and beliefs, a person would enact out

•behaviour. This behaviour is a function of and will be reflective of such emotions and moods,
J.feehngs and opinions, as well as attitudes and beUef.

Consumer Perception and Implications for Marketers: :

Individuals act and recent on the basis of their perceptions, not on the basis of objective reality. In

reality is a totally personal phenomenon, based on that persons need , want s, values, and personal

iiexperiences. But for the marketer's consumer perception is more than the knowledge.
Elements of perception

^Sensation

1 Sensation is the unmediate and direct response of the sensory organs to stimuli. A stimulus may
be any unit of input to any of these senses. Examples of stimuli include products, packages, brand

'inames, advertisements and commercials. Sensory receptors are the human organs that receive
sensory inputs. Their sensory functions are to see, hear, smell, taste and feel. All of these

functions are called into play, either singly or in combinations, in the evaluation and use of most
consumer products,

f The absolute threshold

jjThe lowest level at which an individual can experience a sensation is called the absolute
threshold. The point at which a person can detect a< difference between "something" and
"nothing" is that person's absolute threshold for that stimulus. ^
The differential threshold , .

1  . t i .

The minimal difference that can be detected between two similar stimuli is caUed the differential
threshold or the just noticeable difierenc^.
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Subliminal perception .

People are motivated below their level of conscious awareness. People are also stimulated below

their level of conscious awareness; that is, toey can perceive stimuli without being consciously
aware that they are doing so. Stimuli that are too weak or too brief to be consciously seen or heard
may nevertheless be strong enough to be. perceived by one or more receptor cells. This process is
called subliminal- perception because the stimulus is beneath the threshold, or "limens" of

conscious awareness, though obviously not beneath the absolute threshold of the receptors
involved.

•  I ■

Dynamics of perception

Human beings are constantly bombarded iwith stimuli during every minute and every hour of
every day. The sensory world is made up of an almost infinite number of discrete sensations that
are constantly and subtly changing. According to the principles of sensation, intensive stimulation

bounces off most individuals, who sub consciously block a heavy bombardment of stimuli. One
type of input is physical stimuli fiuiu ttie outside environment; the other type of input is provided
by individuals themselves in the form of certain predispositions based on previous experience.
The combination i of these two very different kinds of inputs produces for each of us a very
private, very personal picture of the world.; Because each person is a unique individual, with
unique experiences, needs, wants and desires, and expectatidnSj it follows that each individual's
perceptions are al^o unique. ;.:

Perception Selection • , >

Consumers subconsciously exercise a great deal of selectivity as to which aspects of the
environment they perceive. An individual may look at some things, ignore others, and turn away
from still others. In actually, people receive only a small fi-action of the stimuU to which they
were exposed. Which stimuli get selected depends on two major factors in addition to the nature
of the stimulus itself. (1) Consumers previous experience as it affects their expectations. And (2)
their motives at the time. Ease of these factors can serve to increase or decrease the probability
that a stimulus will be perceived. . . . .1 .

Nature of the stimulus i 1 i .i .

Marketing stimuli include an enormous number of variables that affect the consumers perception
such as nature of the product, its physical attributes, the package design, the brand name the
advertisements and commercials induding copy claims, choice and sex of model, si;-i ad
topography, - the position of print ad or a commercial, and the editorial environment.
Expectations ; . i

People usually see what they expect to see, and what they expect to see is usually based on
familiarity, previous experience or preconditioned set. In a marketing context, people tend t!
perceive products and product attributes according to their own expectations
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Motives

People tend to perceive the things they need or want; the stronger the need the greater the
tendency to ignore unrelated stimuli in the environment. In general, there is heightened awareness

of stimuli that are relevant to ones needs and interests and a decreased awareness of stimuli that

are irrelevant to those needs.

Selective perception

The consumers "selection" of stimuli from the environment is based on the interactions of

expectations and motives with the stimulus itself. These factors give rise to four important

concepts concerning perception.

Selective Exposure

Consumers actively seek out messages that they find pleasant or with which they are sympathetic.

And they actively avoid painful or threatening ones. They also selectively expose themselves to

advertisements that reassure them of the wisdom of their purchase decisions.

Selective attention

Consumers exercise a great deal of selectivity in terms of the attention they give to commercial

stimuli. They have a heightened awareness of stimuli that meet their needs or interests and

minimal awareness of stimuli irrelevant to their needs. Thus, consumers are likely to note ads for

products that would satisfy their needs and disregard those in which they have no interest.

Perceptual Defense

Consumers subconsciously screen out stimuli that they find psychologically threatening, even

though exposure has already taken place. Thus, threatening or otherwise damaging stimuli are

less likely to be consciously perceived than are neutral stimuli at the same level of exposure.

Perceptual Blocking

Consumers protect themselves from being bombarded with stimuli by simply "tuning out" -

blocking such stimuli from conscious awareness. They do so out of self - protecting because of

the visually overwhelming nature of the world in which we live. The popularity of such devices as

TiVo and Replay i V, which enable viewers to skip over TV commercials with great ease, is, in

part, a result of perceptual blocking.

Perceptual Organi.^ation

People do not experience a numerous stimuli they select from the environment as separate and

discrete sensations rather they tend to organize them into groups and perceive them as unified

wholes.

Figure and Grounds , i

People have tendency to organize their perceptions into figure and ground relationship. How a
figure- ground pattern is perceived can be influenced by prior pleasant or painful associations
with one or the other element in isolation.
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Grouping

Individuals tend to group stimuli so that they form a unified picture or impression. The perception

of stimuli as groups or chunks of information, rather than as discrete bits of information,

facilitates their memory and recall. Grouping can be used advantageously by marketers to simply

certain desired meanings in connection with their products.

Closure

Individuals have a need for closure. They express this need by organizing their perceptions so that

they form a complete picture. If the pattem of stimuli to which they are exposed is incomplete,

they tend to perceive it, nevertheless, as complete; that is, they consciously or subconsciously fill

in the missing pieces.

Perceptual interpretation

Stimuli are often highly ambiguous. Some stimuli are weak because of such factors as poor

visibility, brief exposure, high noise level or constant fluctuations. Even the stimuli that are strong

tend to fluctuate drastically because of such factors as different angles of viewing, varying

distances, and changing levels if illumination.

Perceptual distortion

Individuals are subject to a number of influences that tend to distort their perceptions, such as

physical appearances, stereotypes, first impressions, jumping to conclusions and the halo effect.

Consumer imagery

Consumers have a number of enduring perceptions, or images, that are particularly relevant to the

study of consumer behaviour. Products and brands have symbolic value for individuals, who

evaluate them on the basis of their consistency with their personal pictures of themselves.

Product positioning

The essence of successful marketing is the image that a product has in the mind of the consumer-

that is positioning. Positioning is more important to the ultimate success of a product than are its

actual characteristics, although products are poorly made will not succeed in the long run on the

basis of image alone.

Product repositioning

Regardless of how well positioned a product appears to be, the marketers may be forced to

reposition it in response to market events, such as competitor cutting into the brands market share

or too many competitors stressing the same attribute.

Perceptual mapping

It helps them to know how their product and service appear to the customer when compared to

the competitors' product and services.
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Positioning of services

Compared with manufacturing firms, service marketers face several unique problems in
positioning and promoting their offering. Because services are intangible, image becomes a key
factor in differentiating a service from its competition. The marketing objective :is to make the

customer understand the how the service factor is related to the product. ;f f 'l
I  :■( VPerceived price

It is important to know how the consumer perceives the price, as high, low; or as fair. The
consumer must be made to perceive the price which he is paying is fair. No oneitvill be happy to
know that they have paid twice the price. . ' a: '
Reference price 'f'
A reference can be extemal or internal; it can be any price that a consumer rises' as a basis for
comparison in judging another price. ;
Perceived quality ' ' i'J

The consumer usually judges the quality of a product or services with the other httributes relating
with it. Such related factors become important t6 understand in order to satisfy the customer.
Perceived quality of the product

Cues that relate to the physical characteristics of the product like color, flavor, c® aroma, size etc
Perceived quality of the service i i -
The service is more difficult for the consumer to evaluate; it is intangible, variable and perishable
They are produced and consumed at the same time.
Price quality relationship h

The studies have found out that consumers rely on price as an indicator of product quality that
consumers attribute different quintiles to identical products that carry different price tag, and that
such consumer characteristics as age and income affect the perception of values.
Retail store image

Retail store have image of their own. The customer perceives the retail store according to their
image and environment. The study proves that the customer determines by the availability of the
products available in the stores, advertising, time availability and easy shopping.
Manufacturer's Image

The customer's imaginary extends beyond the perceived price and store image. The manufacturer
who enjoys the favourable image generally finds new customer in his store where new products
are accepted more readily than those manufacturers who have a less favorable or neutral ima
Perceived Risk

The perceived risk varies depending on the person, the product, the situation and the culture
Some of the customers may perceive high degree of risk depending on the consumption situation
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Types of Perceived Risk:

Functional Risk: Is the risk that product will not perform as expected. y

Physical Risk: Is the risk to self and others that the product may pose. o,

Financial Risk: Is the risk that the product will not be worth its cost. ,r.

Social Risk: Is the risk that a product choice will bruise the consumer's ego

Time Risk: Is the risk that the time spent on in the product such may be wasted if the product,

does not perform as expected.

How consumers handle risk ^

Consumers develop a self defensive weapon in order to satisfy the unsatisfied needs.

Consumers seek information; Consumers seek information through his friend family and other,'

people. They spend more time thinking and getting information about the product when they,

associate a high degree of risk with the purchase. ;,

Consumers are brand loyal; Consumers remain brand loyal in order to avoid the risk. /

Consumers select by brand image; when consumers have no experience with the product they:
trust the brand name. The consumers often think about the well known brand, worth buying and/

go for the product. ,

Consumers reply on store image; If the consumers do not have any information about the product:
they trust the merchandise buyers of reputable stores and depend on them.

Consumers buy the most expensive model; when in doubt the consumers feel that the most

expensive model is probably the best in terms of quality and price. p
Consumers seeking reassurance; Consumers who are uncertain about the product choice seek fori®:

reassurance through money back guarantees and warranty's or trial use etc. r*
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Unit-5

CONSUMER NEEDS AND MOTIVATION

At the heart of marketing, lies what is referred to as a consumer need. Consumer needs are the

quintessence of the marketing concept. Psychologists and consumer researchers agree that human

beings have the same needs; however, these needs get translated differently into different wants,

resulting in varied motives. With consumers being different and unique to each other, it is

important that the marketers understand the various needs, and provide relevant product and

service offerings that blend with the consumer(s) segment(s) and their wants. An understanding of

human needs and motives would also help marketers understand and to predict consumption

behaviour.

The two terms "need" and "want" often used interchangeably hold two different meanings. A

need is a state of felt deprivation while a want is a desire for a specific satisfier.

Example: A person is hungry.

Need: Hunger

Want: The person may desire biriyani or a Masala Dosa or a Sandwich. The various options are

the wants. A want may further get translated into a brand too, eg., the person desires a Dosa but

from Kammath Restaurant or a Indian Coffee house.

While needs lie at the core of marketing, marketers can never create needs. Needs pre-exist a

marketer. They are already known and experienced by consumers. At times, however consumers

fail to identify needs as the needs lie at the sub conscious level and remain unfelt. In such cases, a
marketer can just help a consumer identify such needs.

Example: People have always sweated, perspired and smelt of body odour. People did not become

conscious of the social embarrassment till companies introduced deo sprays and sticks, eg
Rexona, Ponds etc, and began to play advertisements that depicted social appeals like
embarrassment amongst friends and relatives at parties and social gatherings.

Also most of the times, human needs are dormant and lie at a latent state. They get aroused
suddenly by (i) stimuli intemal to the individual and his physiology; Example: a person feels
hungry and moves towards a restaurant to buy some food (ii) stimuli in the external environment-
Example: a person smells the aroma of freshly baked cakes and enters the bakery to buy some
cakes. The marketer could also formulate strategies that help trigger such needs. Example- A
banner or a hoarding informing people of a food festival at attractive prices can trigger off a
desire amongst people to try out newer dishes and cuisine. Or the display of a newly launched car
can encourage customer trail and subsequent purchase.
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Consumer motivation

Consumer motivation is the urge or drive to satisfy needs through product purchase and its
consumption. "The needs, wants, drives, and desires of an individual that lead him or her toward
the purchase of products or ideas. The motivations may be physiologically, psychologically, or
environmentally driven. "(American Marketing Association).
The entire need ^ want ̂ goal action ^ satisfaction chain comprises the cognition, affect
and behaviour components within an individual; however, the process gets started with cognition,
and therefore maiketers need to inform and educate the consumers about their product/service
offerings and the marketing mix.

Needs are primarily of two types, viz., physiological needs and psychological needs. People
possess and experience a variety of such needs simultaneously.
a) Physiological needs: As the name suggests, these needs arise out of our physiology and are
also called as primary or biological or biogenic needs; eg. Need for food, water, sleep, air, shelter
etc We are bom with such needs and these are innate in nature. In order to survive, these needs
must be fulfilled. As human beings are all similar, thus, we are also similar in so far as these
needs are concerned.

b) Psychological needs: These needs arise out of our sociology and psychology and as such they
are also called secondary or psychogenic needs; eg. Need for affiUation, power, recognition,
esteem and status, etc. During the period of socialization, we acquire such needs; and human
beings differ amongst each other in so far as these needs are concerned.
Oosls-

The goal is manifested after the need and want are identified. In fact our actions to purchase/
consume are all goal directed. A goal is the ideal state that a person desires as he thinks that it
would help him satisfy a need. A product/service offering and the value proposition is a means to
provide such benefits that the consumer utilizes to achieve his goals.
Goals are of two types, generic goals and product-specific goals.
a) Generic goals: Generic goals can be defined as the general category of goals that consumers

as a means to satisfy their needs and wants. For example, a consumer may want to buy a cell
phone.

product-specific goals: These are specifically branded products or services that the consumers
^\ect to fulfill the generic goal. For example, the consumer would want to buy a Nokia or a
Samsung.

IVlotives and Motivation:
Motives can be rational as weU as emotional.

le.
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a) RaftW When consumer motives are objective, and when selection of goals is made on the
basts of objective ciiteiia, they are referred to as rational motives. These criteria could be price,
size, weight etc.

b) Emotional: When consumer motives are subjective, and when selection of goals is made on
the basis of personal and subjective criteria, like appearance and looks, colour, aesthetics etc.,
they are referred to as emotional motives : '
Motivation can take a positive as well as a negative form and correspondingly a positive anrt
negative direction respectively.

a) Positive motivation: The person is driven towards an object/condition/situation. Example- A
person goes to the gym three times a week to build up his body and muscles so that he can
look good. The object in question (gym, work out, good body) is referred fn oo ^
. . XT- . , • . icierrea to as an approachobject. His behaviour is directed towards achievement of a positive eoal «,iv- u • ^

^  wmcn IS fitness,
body building and great looks.

b) Negative motivation: Here, the person is driven away from an object/eondition/situation
the corresponding effects of non usage. For example, a person decides to buy pJT'
toothpaste for his child as it helps fight germs and tooth decay whole day long His ,
is directed towards the object (Pepsodent) to avoid a negative goal, which is tooth d ^

Nature of Motivation:

Needs & their fiilfillment are the basis of motivation. Needs chanee sn aicv
icufgc, so also motivation Rmh

intemal & external factors are responsible for change. The fact is that not all needs ' •
fully. When some are satisfied, some others arise. Sometimes because of personal
social cultural limitations, people can't fulfill some of their needs wants & an.i
c. ir-11 ■ ' 6"ais. railure offulfillment may give nse to the following states: Rationalisation - trvinu tn in.fr .

ir situationexcusing oneself, luon &

1. Aggression - getting angry & frustrated, and resorting to unsocial actions
2. Regression — trying to settle without that particular need & try something el
3. Withdrawal - trying to disassociate oneself from the very thought of it

The Role of Motives

The role of motives is to arouse and direct the behavior of consumers Th^
*  ̂rpi T s ̂ ^activates bodi' / energy so that it can be used for mental and physical activity in th '

role, motiv i.- .ive several important functions for guiding behavior. <iirective
1. Defining Basic Strivings

Motives influence consumers to develop and identify their basic strivings. Included ^
strivings are very general goals such as safety, affiliation, achievement, or other
which consumers seek to achieve. They serve to guide behavior in a eenprai

way acros<5 a
variety of decisions and activities. wide
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2. Identifying Goal Objects

Although there are exceptions, people often view products of services as a means by which they
can satisfy their motives. In fact, consumers often go one step further and think of products as
their actual goals, without reaUzing that they actually represent ways of satisfying motives.

3. Influencing Choice Criteria

Motives also guide consumers in developing criteria for evaluating products. Thus, for a car* buyer
strongly influenced by the convenience motive, features such as electronic speed control and
automatic driver-seat adjustments would become more important choice cntena than would
styling or mileage.

4. Directing Other Influences

At a more fundamental level, motives affect the individual determinants of perception, learning,
personality, attitudes, and how people process information. This also results in directional
influences on behavior. For example, motives influence information processing, which in turn
regulates how we interpret and respond to our environment.
Theories of Motivation;

A Maslow's Theory of Need Hierarchy:
Dr Abraham Maslow, a clinical psychologist formulated a widely accepted theory of human
^  based on the notion of a universal hierarchy of human needs. This identifies five basicTiiotiv&tion ^

levels of human need which rank in order of importance from lower level needs (biogemc) to
level needs (psychogenic). The theory says that individuals need to satisfy the lower level
before higher level needs arise. The lowest level of unsatisfied need that the individualneeds e ^ motivate its behaviour. Only when it is satisfied fairly well then he can

expenen^^ According to this theory it's the "dissatisfaction" which motivates
"satisfaction". Marketers need to knovy how to satisfy a need at what level, by

and not the
A ■ <j the need hierarchy,studying pj^ygiological needs - food, water, air, clothing, shelter. These are the lowest or

^  cf level needs. Thdy are also called basic, fhigal, primary, biological, biogenic,
the

h siolngl''^' innate etc.
^ ̂  Safety or Security needs - physical safety, protection, stability, secunty, mental

Once the first level needs are satisfied, the individuals go for the next level where.
^^'^^need an uninterrupted fulfillment of the above needs, like regular income, permanent
shelter, _-affiliation, friendship, and belonging. Once the second level is

less satisfied, this leVel comes. In social needs they need to maintain themselvesjUiore or^^^^ ^ accepted in that so that they can interact with other members of

the society.
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4. Egoistic needs - prestige, status, self-esteem, fame. Then comes the egoistic needs
of a person that must be satisfied. He wants to rise above the general level/status of other
members so that he gets some mental satisfaction.

5. Self-Actualisation - self fulfillment. This is extreme or highest end of the
hierarchy, where the individuals try to excel in any field attaining very high order of
achievement. These people are called "self-actualisers".

B. The Trio of Needs (Me Clellent theory):

Psychologists point out that sometimes it is not necessary that the individuals go through' the
same systematic process of going from one level of needs to the next while fiilfilling them. Or
how mueh a level must be satisfied to move to the next level, for no needs is absolutely satisfied
and there is no way to measure precisely. Also some intermediate levels may be skipped This has
given rise to another concept of Trio of needs where it is envisaged that human behavioL il
influenced by the needs of power, affiliation & achievement. They are given below

1. Need of Power - the power need relates to individuals' desire to control their
environment including other persons & objects around them. The need appears t
closely related to the ego need, in that many individuals experience increac^H if " ̂
,  ̂ m*-reasea self esteemwhen they exercise power over objects or people.

2. Need of Affiliation - affiliation is a well known & well researched snpt qT
p  .. . „ motive that has
far reaching mfluence on consumer behaviour. This suggest ti, * l

i  n . , . 66^^16 mat behaviour isstrongly influenced by the desire for friendship, acceptance and belongin p
high affiliation needs tend to be socially dependent on others. ^

3. Need of Achievement - individuals with a strong need for achievement often re
accomplishment as an end in itself. This is closely related to both the egoistic n ̂
actualisation need. ^

C. Sheth's Consumer Motives:

Professor Jagdish N. Sheth, proposed a classification of needs more pertinent
management. While he primarily researched in the area of travel industry, the findings
applicable across most products and services. Sheth classified motives into five dimen^^
functional motives, aesthetic/emotional mntivps cnHalfunctional motives, aesthetic/emotional motives

and curiosity
, social motives, situational mot"

motives. According to him, each of these is oriented to the achievement of specific goal
a) Functional motives: this refers to the utility of a product/service, the utilitv anH .u'"
that is performed. , ^ the function
b) Aesthetic/emotional motives: this refers to the attractiveness in terms of
looks of the product/service. PP®arance and
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c) Social motives: this is the esteem value attached to the product/service. Situational motives:
this refers to the unanticipated and unexpected benefits attached to a product/service, like
discounts and allowances.

d) Curiosity motives: this is the interest aroused by a product/service.
The above three theories of motivation gives a clear picture of the way individuals are motivated
by specific needs. The marketers need to study & understand each one of them separately and try
to cater to their needs specifically.

D. Mcguire'sPsychoIogicalMotives

Maslow presented a hierarchical set of five basic motives, and other researchers have proposed
hundreds of additional, very specific motives. McGuire developed a classification system that
organizes these various theories into 16 categories. This system helps markets isolate motives
likely to be involved in various consumption situations.
Each of McGuire's 16 motives and their implications for marketing are briefly described in the
following sections;

a Cognitive preservation motives
1 Need for Consistency: A basic desire is to have all facets or parts of oneself consistent

with each other. These facets include attitudes, behaviors, opinions, self-images, views of
others, and so forth. Cognitive dissonance is a common motive of this type. Often making
a major purchase is not consistent with the need to save money, to make other purchases,
or to purchase a different brand with desirable features not in the purchased brand. This
inconsistency motivates the individual to reduce it. Understanding the need for
consistency is also important for structuring advertising messages and developing attitude
change strategies. Consumers have a need for intemal consistency, so they are reluctant to
accept information that disagrees with existing beliefs.

2 Need for Attribution: This set of motives deals without need to determine who or what
causes the things that happen to us. Do we attribute the cause of a favorable or
unfavorable outcome to ourselves or to some outside force? The fact that consumers need
to attribute cause underlies an area of research known as attribution theory. This approach
to understanding the reasons consumers assign particular meanings to the behaviors of
others has been used primarily for analyzing consumer reactions to promotional messages

terms of credibility). When consumers attribute a sales motive to advice given by a
^alesperson or advertising message, they tend to discount the advice. In contrast, similar
^  w/pn hv a friend would likely be attributed to a desire to be helpful and nughtadvice, given uy a

fiiprefore be accepted.
Categorize: People have a need to categorize and organize the vast array o3 Nee experiences they encounter in a meaningful yet manageable way. So they
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establish categories or mental partitions that allow them to process large quantities of
information. Prices are often categorized such that different prices connote different
categories of goods. Automobiles over $20000 and automobiles under $20000 may elicit
two different meanings because of informationxategorized on the basis of price level
Many firms price items at $9.95, $19.95,. $49.95,- and so forth. One reason is to avoid
being categorized in the over $ 10, $20, or $50 group.

4. Need for Objectification: These motives reflect needs for observable cues or symbols that
enable people ,o inter what they feel and know. Impressions, feelings, and altitudes are
subtly established by viewing one's own behavior and that of othets and drawing
mferences as to what one feels and thinks. In many instances, clothing plays an important
role m presenung the subtle meaning of a desired image and consumer lifestyle. This is so
cntteal that companies such as Anheuser-Busch use clothing consulting firms to tailor
clothes for executives that are consistent with the firm's desired image, i

b. Cognitive growth motives

5. Nee,for Autonomy: The need for independence and individuality is a characteristic of the
nencan culture. All individuals in all cultures have this need at some level. Americans

are taught that tt ts proper and even essenUal to express and fulflU this need. In contrast in
countnes such as Japan, Mftllment of this need is discouraged, while fulfrlhneut of fire
nee for affihattou rs more socially acceptable. Owning, or using products and services
' ̂ consumers express their autonomy. The increasing popularityan made craft goods, original art, antiques, and other unique products reflects the
need. Marketers have responded to this moUve by developing limited ediUons of products
and providing wide variety and customizafion options. In addition manv „ a
advertised and positioned with independence, uniqueness, or individuality themi

6. Nee, for SH„,ulaHon: People often seek variety and difference out of a n H r
stimulation. Such variety-seeking behavior may he a prime reason for brand switch^ !
some so-called impulse purchasing. The need for stimulation is curviUnear and h
over time. That is, individuals experiencing rapid change generally become sariatdl"
^c^stability. Whereas individuals i„ stable environments become bored and de"

7. TechnohgUal Need: Consumers are pattern matchers who have images of d • a
outcomes or end states to which they compare their curteut situation Behavior
changed and the results are monitomd in terms of movement toward the desired 7
This motive propels peopie to prefer mass media such as movies, television pCl "r
books with outcomes that match their view of how the world should work L a

"VMK good guys
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win, the hero and heroine get together, and so forth). This has obvious imphcations for
advertising messages.

8. Utilitarian Need: These theories view the consumer as a problem solver who approaches
situations as opportunities to acquire useful information or new skiUs. Thus, a consumer
watching a situation comedy on television not only is being entertained but is learmng
clothing styles, etiquette, lifestyle options, and so forth. Likewise, consumers may
approach ads, salespeople, and other marketing stimuli as a source of learning for future
decisions as well as for the current one.

Affective preservation motives

9 Need for Tension Reduction: People encounter situations in their daily lives that create
uncomfortable levels of stress. In order to effectively manage tension and stress, people
are motivated to seek ways to reduce arousal. Recreational products and activities are
often promoted in terms of tension relief.

10 Need for Expression: This motive deals with the need to express one's identity to others.
People feel the need to let others know who and what they are by their actions, which
include the purchase and use of goods. The purchase of many products such as clothing
and automobiles allows consumers to express an identity to others, because these products
have symbolic or expressive meanings. Thus, the purchase of the latest in skiwear may
reflect much more than a desire to remain warm while skiing.

11 Need for Ego Defense: The need to defend one's identity or ego is another important
motive. When one's identity is threatened, the person is motivated to protect his or her
^If-concept and utUize defensive behaviors and attitudes. Many products can provide ego
defense. A consumer who feels insecure may rely on weU-known brands for sociaUy

■  ible products to avoid any chance of making a socially incorrect purchase.
"N̂^ed for Reinforcement: People are often motivated to act in certain ways because they

rewarded for behaving that way in similar situations in the past. This is the basis for
learning as described in the previous chapter. Products designed to be used in
imations (clothing, furniture, and artwork) are frequently sold on the basis of thepublic reinforcement that will be received. Keepsake Diamonds exploits this

amount an ^ ^ a,™! arp immediatelv

motive with an
advertisement that states, "Enter a room and you are immediately

^ Jhvfnends sharing your excitement.surrounoeo

d. AffectiveAffective g ^ Many people are competitive achievers who seek success, admiration,
;l)3s Need for Tmnnrtant to them are power, accomphshment, and esteem. The need forrand dominance, importan

assertion underlies numerous ads.
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U.Need for Affiliation: Affiliation is the need to develop mutually helpful and satisfying
relationships with others. It relates to altruism and seeking acceptance and affection in
interpersonal relations. Group membership is a critical part of most consumers' lives, and
many consumer decisions are based on the need to maintain satisfying relationships with
others. Marketers frequently use such affiliation-based themes as "Your kids will love you
for it" in advertisements.

15. Need for IdentiJicaHou: He need for identificaaon result i„ fte consumer playing
vanons mles. A person may play the tole of eollege student, sorority member, bookstore
employee, ftancde, and many others. One gains pleasure from adding new, satisfying roles
and by tncreasing the significanee of roles already adopted. Marketers encourage
consumers to assume new roles (become a skateboarder) and posiUon products as critical
for certain roles ("No working mother should be without one")

16. Neerf/orMode/in^; The need for modeling reflects a . u , , •uciuig iciiecis a tendency to base behavior on that of

others. Modeling is a major means by which children learn to become consumers. TTte
tendency to model explains some of the confotmity that occurs within reference groups.
Marketers nttltze thts motive by showing desirable types of individuals using their brands.
For example, some Rolex ads devote most of their codv to a Hrac • ^ i

s-opy lo a descnption of very successful
people such as Picabo Street or Monica Kristensen. Thev then stat u-

iiicy men state that this person owns a
Rolex. ^

Murray's List of Psychogenic Needs

Psychologist Henry Murray proposed a list of 12 primary (or viscerogenie) and 28 secondary (or
psychogemc) human needs. The list of needs is:

1. Autonomy: To be independent and fiee to act according to impulse: to be unattached,
mcsponstble; to defy convention, (e.g. Impulse buying, wearing unconventional clothinv)
2. Dotmnance: To dtrect the behavior of others (e.g. Aggressively demanding attention in service
establishments)

3. Nurturance: To give sympathy and to feed, help, and protect the needy. (e.g. wearing high-
fashion clothing)

4. Cognizance: To explore, to ask questions, to seek knowledge (e.g. visiting museums, learning
about new technology and products)

^ 5. Exposition: To give information and explain, intetpret, and leemre. (e.g. playing opini
leaders)

F. Ernest Dichter's Consumption Motives

Ernest Dichter was psychoanalyst trained in Vienna in the early part of the century A
believer in Freud's theory of personality, he believed that unconscious motives play a s'
role in people's consumption decisions. Based on in-depth interviews with consumers fTrsIme
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200-plus products, he identified a set of motives/needs that underlie an individual's consumption

of diverse products. List of Consumption Motives are:

1) Mastery over environment - Kitchen appliances

2) Status - Scotch

3) Rewards - Gifts to oneself

4) Individuality - Foreign cars

5) Social acceptance Companionship

6) Love and affection Giving children toys

7) Security - Full drawer of neatly ironed shirts

8) Masculinity - Toy guns

9) Femininity - Decorating

10) Eroticism - Sweets, Gloves

11) Desalination - Listening to and calling in talk shows

12) Moral Purity/cleanliness - White bread, bathing

13) Magic-mystery - Religious rituals, crystals

Motivational theory & Marketing strategy:

Marketers who understand the motives of their potential customers enjoy good sales & brand

loyalty of their customers. Often it is also important to understand the motivational conflict the

consumer's face. A buyer has several motives and each change with cognitive, emotional and

environmental elements. In such cases the marketers can readily help their customers by changing
their marketing strategy so that the conflict is resolved. This can happen by re-adjustment of the
marketing mix. The following three major conflicts may arise:

1. Approach — approach conflict — happens when the consumer has two different choices of

similar or dissimilar category of product or services which he gives equal importance, but unable

to choose one over the other. The marketer can come in to make his offer more attractive &

important in any sense & help the customer to decide in its favour.

2. Approach — avoidance conflict — happens when the consumer has decides in favour of a

product but somehow not satisfied with a particular feature or wants to avoid it. The marketer can

come in to make some modifications in the product's features to suit & help the customer to

decide in its favour.

3. Avoidance -avoidance conflict —happens when the consumer has to decide between
two negative choices. The choices are said to be negative in relation to certain personal attributes
of the consumer. The marketer can come in to make some suggestion in the decision making
process to suit & help the customer to decide in its favour.
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Motivation and consumer Involvement:

Involvement is defined as a person's perceived relevance of the object based on their inherent

needs, values and interests. Involvement in marketing parlance is the deep and special interest the

consumer has for a particular product or services. When the consumer's"involvement" is high,

then he tries to learn, collect aU information, updates his knowledge about that product/service.

This will give a high leverage & scope to the marketers to help build a brand loyalty in &

relationship with the customer.

Marketer should consider the following points;

1. Needs and wants exhibit multiplicity. Various kinds of physiological and psychological

needs have been proposed and listed; while physiological needs are few and universal,

psychological needs are many and varied.

2. A person may experience many needs and wants simultaneously and one may be

sacrificed at the cost of the other.

3. Needs/wants/goals/motives vary from person to person. They also vary within a person

across situation to situation.

4. Needs/wants are never fully satisfied. Wants are satisfied temporarily but needs are never

satisfied. They keep on emerging. As one need is satisfied, another emerges and so forth

and as they emerge, they trigger off desire and motives.

5. Needs/wants/goals/motives grow, develop and change in response to an individual and his

environment.

6. Needs and wants may also he donnant. They may suddenly trigger owing to physiological
factors, social factors, and/or external environmental factors. Success and failure to fulfill

needs and wants also affect the future choice of goals.

( • t
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Unit-6

CONSmiER ATTITUDES AND EMOTIONS
An attitude is an enduring organization of motivational, emotional, perceptual, and

cognitive processes with respect to some aspect of our environment. It is a learned predisposition
to respond in a consistently favourable of unfavorable manner with respect to a given object.
Thus, an attitude is the way one tliinks, feels, and acts toward some aspect of his or her
environment such as a retail store, television program, or product.
Attitude serves four key functions for individuals:

1. Knowledge function: Some attitudes swerve primarily as a means of organizing beliefs about
objects or activities such as brands and shopping. These attitudes may be accurate or inaccurate
with respect to objective reality, but the attitude will often determine subsequent behaviours
rather than that reality. For example, a consumer's attitude toward cola drinks may be 'they all
taste the same.' This consumer vvouid be likely to purchase the least expensive or most
convenient brand.

2. Value-expressive function: Other attitudes are formed and serve to express an individual's
central values and self-concept. Thus consumers who value nature and the environment are likely
to develop attitudes about products and activities that are consistent with that value. These
consumers are likely to express support for environment protection initiatives, to recycle, and to
purchase and use 'green' products.

3. Utilitarian function: This function is based on operant conditioning. People tend to form
favorable attitudes toward objectives and activities that are rewarding and negative attitudes
toward those that are not. Marketers frequently promise rewards in advertising and conduct
extensive product testing to be sure the products are indeed rewarding.
4. Ego-defensive function: People form and use attitudes to defend their egos and self-images
against threats and shortcomings. Products promoted as very macho may be viewed favourably
by men who are insecure in their masculinity. Or individuals who feel threatened in social
situations may form favourable attitudes toward products and brands that promise success or at
least safety in such situations. These individuals would be likely to have favourable attitudes
toward popular brands and styles of clothes and use personal care products such as deodorants,
dandruff shampoo, and mouthwash. Attitudes are formed as the result of all the influences ,ve
have been describing in the previous chapters, and they represent an important influenc en an
individual's lifestyle.

5. Combination function - More often individuals develop attitudes towards a product, which
are a combined effect of all these functions.

Attitude Components
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It is useful to consider attitudes as having three components: cognitive (beliefs), Affective
(feelinffs), and behavioural (response tendencies).
1. Cognitive Component: Cognitive component consists of a consumer's belief about an object.
For most attitude objects, people have a number of beliefs. Many beliefs about attributes are
evaluative in nature; for example, high gas mileage, attractive styling, and reliable perfonnance

are generally viewed as positive beliefs. The more positive beliefs associated with a brand, the
more positive each belief is, and the easier it is for the individual to recall the beliefs, the more
favorable the overall cognitive component is presumed to be.

2. Affective Component: Feelings or emotional reactions to an object represent the affective
component of an attitude. A consumer who states 'I like Pepsi" or "Pepsi is a tasty drink" is
expressing the results of an emotional or affective evaluation of the product. The overall
evaluation may be simply a vague, general feeling developed without cognitive information or

beliefs about the product.

3.Behavioura! Cornporienf: The behavioural concept of an attitude is one's tendency to respond

in a certain manner toward an object or activity. A series of decisions to purchase or not purchase.

Pepsi or to recommend it or other brands to friends would reflect the behavioural component of
an attitude. Actual behaviours reflect these intentions as they are modified by the situation in

which the behaviour will occur.

Formation of Attitude

People are not born with an attitude. But they develop it over the growing & learning period.

There are several ways the attitude can be foiTned:

1. Classical conditioning - Attitudes about the products are formed over the years by continuous

tutoring & exposing the consumers to product's attributes. Thus slowly the consumer's attitude is

reinforced.

2. Instrumental conditioning - Sometimes this attitude is formed out of an incidence. This is

not intentional, but due to some reason if the consumer tries some new product &develops a
favourable or unfavourable attitude, which lays Uie foundation of future strengthening of attitude.
3. Cognitive leai '^ing theory - This is similar to classical conditioning, with a difference that it
is associated with learning thro mental processing & evaluation, experience of using the products
over a period irne.

Theories of Attitude Development (Theory of Cognitive Dissonance)

U.'.uaily behaviour is tlie result of attitude. But there are certain theories which suggest that
behaviour precedes attitude. They also suggest that on the basis of behaviour & experience, a
person modifies his attitude. This is the theory of cognitive dissonance. Dissonance is a state of
discord where one experiences between one's own behaviour & attitude. Even if a person doesn't
like certain things (attitude) he compels himself to do that (behaviour). Thus the attitude is said to
be in conflict with the behaviour. The theory further states that in the case of such a conflict, the
person changes anv of them to match the other. Phis is very important to the marketer, because, in
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this process a buying decision is involved which may be favourable or unfavouraDle to it. This

theory is supported by the tbllovvinp,:

1. Self perception theory - According to this theory, the consumer has an opinion about his taste,

attitude personality & these are reflected in his buying decision / action, aiid he justifies his

action.

2. Social judgment theory - According to th.is theory, the consumer will evaluate any new

information regarding a product in the light of the opinion already has about the product. In other

words, they will accept all info about tlic product tiicy already like, & it s aiiricuk to change liiat

attitude.

3. Balance theory - Accordihg to this theory, the consumer tries to balance tltree things —

(1) His own perception about the product,

(2) Other's perception about the product, and

(3) What the marketer or product itself communicates.

After balancing if he finds all tluree favourable, then he decides bujdng the product, in case of a

conflict between any two of them, the consumer tries to find out another product which balances

the three factors favourably. ■ < •

Attitude change

Attitudes can be formed, and so also they can be changed; Fonning & changing both may slow or

fast and may be easy or difficult. Tiiis phenomenon is very important & a big opportunity for the

marketers to try to make the consumers' attitude favourable to them &their product. The

following are the best possible ways:

1. By changing functional utility - Here the functional theory of the attitude is utilised and the

marketers try to change these functions of the products by adding or improving them. Such a

move can bring about change in attitude to a particular product.

2. By associating with a famous personality - Marketers often try to change or influence attitude

by associating themselves or their products to a famous personality or an established & reputed

firm. This changes the attitude of the consumer who likes to be such associated.

3. By changing the feature:; & presenting the product in a new light - Marketers sometimes break

the monotony & present the products in a new light as if they are newly launched by adding some

extra features & outlook. This may change the attitude of consumers who are looking for new /

fresh looks / features.

4 by changing the belief of consumer about a product - Consumers have some belief

and notion about a product. Marketers try to change & enhance that belief by giving additional
facts and figures about the product's enhanced image.,
5 By changing the perception of consumer about a competitor's product - Most consumers have
some belief & perception about the competitor's products. Marketers try to change that perception

in such a way that their product would look more advantageous. They don't directly say the
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competitors' products are bad but they do devise certain methods to tell the consumers so that

they can compare & test themselves & see the difference.

Structural Models of Attitude

Attitudes play an important role in influencing a person's behaviour. The study of attitudes is the

key to understanding consumers' behaviour towards a particular brand or product.

a. The Attitude Object: '

The word object in our consumer oriented definition of attitude should be interpreted broadly to

include specific consumption or marketing related concepts such as product,^ product category,

brand, service, possessions, product use, causes, issues, people, advertisements,; medium, retailer,

price, internet sites, etc. While conducting attitudes research & studies, the marketer has to be

object specific. ;

b. Attitude models: i

In order to study the relationship between attitude :& behaviour of an individual, psychologists

have developed several models that can better explain or predict the behaviour. The following are

the models

c. Tri-component model:

According to the tri-component model, attitudes consist of three major components - (1)

cognitive (knowledge, leering), (2) affective (feelings, emotions), & (3) cohative (tendency,

intention or inclination)

1. Cognitive component - The first part of the tri-component attitude model cognitive component

consists of a person's cognitions, i.e., the knowledge and perceptions that are acquired by a

combination of direct experience with the attitude object and related information from various

sources. This knowledge & resulting perceptions commonly take the form of beliefs, i.e., the

consumer believes that the attitude object processes various attributes and that specific behaviour

will lead to specific outcomes.

2. Affective component - The second part of the tri-component attitude model affective

component consists of a person's emotion or feelings about a particular product or a brand. These
emotion & feelings are frequently treated by consumer reseiarchers as primarily evaluative in
nature, i.e., they can be rated with degrees of an attribute — good/bad, favourable / unfavorable.
Additionally the state of mind (emotionally charged states like happiness, sadness, anger, disgust,
distress, shame, guilt, surprise etc.) also affects the attitudes by enhancing positive or negative
emotions or feelings.

3. Conative component - The third part of the tri-component attitude model conative
component consists of a person's likelihood or tendency to undertake a specific action or
behaviour towards the attitude object. Often this means the.actual action or behaviour itself, or
the intention to buy a particular product. Buyer intention scales like — "How likely one is to buy"
or "The chance that one will buy" are used to assess the likelihood /chances that a person buying
a product.

'ii'consunner Beha^^^ | """
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Multi-Attribute Model of Attitudes:

These models portray consumers' attitudes with regard to an attitude object as a function of

consumers' perception and assessment of the key attributes or beliefs held with regards to the

particular attitude object. There are several variations of this kind of models, a few of which are

given below:

1. Attitude towards object model - This model is especially suitable for measuring

attitudes towards a product/service category or specific brands. According to this model the

consumers' attitude towards a product or specific brands of a product is a function of the presence

or absence and evaluation of certain product specific beliefs and/or attributes.

2. Attitude towards behaviour model — This model is individual's attitude towards "behaving or

acting" with respect to an object rather than the attitude towards the object itself.

3. Theory of reasoned action model — This model is similar to the tri-component model of

Reason-Emotion-Intention. In the tri-component model all these components complement and
supplement one another and the result is a combined one. But in the theory of reasoned action
model we have another component "subjective norms" which additionally influences the

intention. This subjective norm is the perception & belief of others about the intention or

behaviour that are very close to the buyer.
Measurement of Attitude

Attitude cannot be seen; they can only be inferred from the manner in which an individual
behaves. Nevertheless it is crucial that attitudes are measured. This is because an individual with a

positive attitude towards a product/service offering is more likely to make a purchase. Attitudes
caii be measured by observation, qualitative studies and quantitative techniques (or rating scales).

a) Observation: As has been mentioned above, attitudes can be inferred from the manner in

which an individual behaves. By making observations of behavior, a marketer can infer a

consumer s attitudes. For example, if a person patronizes Colgate toothpaste and buys it, it can be

inferred that he likes that brand.

Observation as a process of measuring attitudes, has both pros and cons. Advantages are
that on the basis of past experiences, market researchers can make quick inferences.
Disadvantages are that the process is expensive in terms of time and money; further findings may
not always be reliable and valid. Thus, the method is used to complement other tools and
techniques in research, and is generally not used as the sole method of research.

b) Qualitative studies: Attitudes can also be measured through qualitative tools and techniques
that help identify consumer opinions and beliefs as well as their feelings, by getting them
involved in open discussions. Such techniques could take the forms of focus groups, depth
interviews, and psychological tests.
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- Focus groups: In focus group interviews, a group of consumers between 6-12 in number are

called together, and discussion is initiated about a product or service offering. The discussion

could range across a wide spectrum related to the offering, the brand, the dealer or any of the 4Ps.

The people are made to openly discuss their ideas, opinions and feelings, and the discussion is

controlled by a moderator. As they begin to discuss an issue, they move towards related issues

about the product and service offering, and this provides valuable insights to a researcher.

However, the problem with focus group interviews is that the sample may not always be truly

representative of the segment to which the product is targeted. So as a tool, focus group

interviews are not used in isolation, but are used with other tools and techniques, so as to lead to

be truly representative and provide valid findings.

- Depth interviews; A depth interview is similar to a personal interview, where a consumer is

interviewed about the product/service offering, the brand, and any or all of the 4Ps. The consumer

is asked questions for a considerable period of time, and his opinions and beliefs are recorded, so

are his feelings and bodily gestures. The researcher asks a question and the interviewee is

encouraged to talk in length about his reactions and feelings about th6 product and service

offering and the 4Ps. The encouragement to talk in length provides valuable insights and reveals

things that the interviewer may not have thought off or imagined. Questions like "What", "Why" ,
"How", and "If are used to enable a detailed insightful discussion. The problem with depth

interviews is that it is time consuming and expensive. It also requires trained psychologists as

interviewers. And like, focus group interviews; it may not always be representative of the market

segment.

- Psychological tests: A host of psychological tests are available that are used to infer and

measure consumer attitudes. Projective techniques are used commonly; for example the consumer
may be asked to interpret a picture (Thematic Apperception Test), or fill ^ dialogue in a
cartoon, or write ten-twelve words describing a figure or an image. They can also be asked to
complete an incomplete paragraph (as story writing), or write the first word that comes to mind
when a product/service or brand is mentioned or shown. Open ended questions like sentence
completion help reveal consumer insights and underlying feelings and opinions about product
offerings, brands and the 4Ps. The problem with psychological tests is that interpretation ma t
out to be subjective and it requires trained psychologists as interpreters.

c) Quantitative techniques, Rating scales or Attitude scales: Commonly used meth d f
measuring attitudes is via attitude scales. Consumer survey questionnaires based

™  rating scales
are used to measure attitudes quanUtatively. The most commonly used aftitiiHo. , .

'  . ^ scale is the likert
scale, which measures consumer reactions on a five point or on a seven point s al
degrees of agreement and disagreement, or liking and disliking. Another crd .u .

.  , . , 1 . . . , ® IS commonly
used is the one that uses a bipolar scale compnsing opposite adjectives at ̂

®^treme; this is
known as a Semantic differential scale. While collecting responses mav hpy oe time consuming, rating
scales provide a means for quantitative analysis, and thereby lead to reliahi..^  and valid findings.
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However, care should be taken to choose a sample representative of the sample.
Customer Emotions

Needs and emotions are closely related. Emotions are generally triggered by environmental
events. Anger, joy, and sadness are most frequently a response to a set of external events.
However, we can also initiate emotional reactions by internal processes such as imagery. Athletes
frequently use imagery to "psych" themselves into a desired emotional state. Emotions are
accompanied by physiological changes. Some characteristic changes are
(1) Eye pupil dilation,
(2) Increased perspiration,

(3) More rapid breathing. Increased heart rate and blood pressure, and
(4) Enhanced blood sugar level.
Emotions also have associated behaviours. While the behaviours vary across individuals and
within individuals across time and situations, there are unique behaviours charactenstically
associated with different emotions; fear triggers, fleeing responses, anger triggers striking out,
grief triggers crying, and so forth. Finally, emotions involve subjective feelings. In fact, it is the
feeUng component we generally refer to when we think of emotions. Grief, joy, anger, jealousy,
and fear feel very different to us. These subjectively determined feelings are the essence of
emotion.

Nature of Emotions, Types of Emotion

If asked you could doubtless name numerous emotions and yonr friends could name others that
did not Appear on your list. Thus, it is not surprising that reseamhers have attempted to categorize
emotions into manageable clusters. Some researchers have suggested that three basic dimensmns
_ Pleasure arousal, and dominance (PAD) - underUe all emotions. Specific emouons reflect
various combinations and levels of these three dimensions. FoUowing table Usts the teee prunary
PAD dimensions, a variety of emotions or emotional categories associated with each drmenston,
and indicators or items that can be used to measure each emotion.
A mndel of Emotion

Although a number of psychologists have tried to explain emotions, the most contempor^
theory is Schachter's two factor theory. According to psychologist Stanley Sc ac ter,

p nf emotion depends on two factors, automatic arousal and its cognitive interpretation,expenen recognize that the initial sdmulus can come from the

:: "v— as well as from the inside of the organism, such as hunger pangs or a

Mmketer can adapt or respond to customer emotions by (1) desigmng the sumulus and (2) aiding
inn aonraisal. The first intervention takes the form of making product or service designsthe meaning pp . j i tiip form of communication, such as in
.rvnriate consumption emotions. The second takes the form ot communto fit approp - . . ,.t r,;na or in explaining certain aspects of the

FF F-hins symbolism to products or services in advertising or in exp g ^ „
2Ier ofWng or certain deviations from the expeeted marketplace events or outcomes. For
Consumer Behaviour 55



School of Distance Education

: ■ I •

(/.; j

t r.

'f.'I

example, positive attempts to help a customer's meaning appraisal process might include a
physician explaining treatment procedures to a patient or a serer explaining why there is a delay
in serving food at a restaurant.

Scales to Mei^.snre Plutchik's Eight Emotions

Plutchik-s emotions can be measured by rating the following triads of an adjective?', each rated on
a five-point scale, ranging from "not at all" to 'Very strongly." How do you feel at the moment?
Fear : threatened, frightened, intimidated

( )

Anger ; Hostile, annoyed, irritated

Joy : JJappy, cheerful, and delighted

Sadness : gloomy, sad, and depressed.

Acceptance : helped, accepted, trusting

Disgu.st : disgusted. Offended, unpleasant

Anticipation : alert, attentive, curious

Surprise :Puzzled, confused, startled

Customer Moods

Moods are simply emotion s felt less intensely, they are also short-hved. They are easy to induce,
and they appear and disappear frequently and readily. They are pervasive in that we are always in'
so,lie kind of mood-happy mood or sad mood, pensive mood or careless mood, irritated or
plccird, amused or bored. Moods affect our behavior of the moment in general and our response
totne marketmg acUviUes to which we might be exposed at the time. For this reason, moods are
important for marketers to understand.

Moods are induced by external sUmuli as well as internally by autistic thinking that is, recalling
some past mc.dent or fantasizing about some event. Among the marketing stimuli that can induce
positive or negative moods are:

. The ambience of the store or service delivery facility
• The demeanor of the salesperson

® The sensory features of the product

" The tone and manner of advertising
The ctrnten. of the message toelf from a salesperson or in the advertisement whether it tfnstrates
or mm one s goals atten mg to that message (e.g., if the salesperson is no, knowledgeable m
,f the advemsetnent ts vatn, the customer may feel frustration a, having wasted the time)
Mood snttes ave consequences in terms of favorable or unfavorable customer response to
marketer its. In research studies done by consumer researehers, customers have L been
found to ! nger longer in posiUve mood environments, recall those advertisements more tb , h d
created positive moods, and feel more positive toward brands based on advertisi„„ ,
feelings of warmth. ^ created

Mood affects the strategies used to process information by consumers. However there '
one stream of research that states that positive mood reduces the r • "

piucessmg of stimulus
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taforaiation, and there is another that states that positive mood enhances the learning of brand
names better in comparison to a neutral mood. Brand name recall is s prerequisite for the choice
of the brand and recall depends on the process by which the brand was first encoded into memory.
Researchers Lee and Stemthal state that two factors important in the encoding process are brand
rehearsal - "how frequently and recently the brand has been exposed in the memory as a member
of a particular category"-and relational elaboration-"the process by which consumers link the
brands to the specific categories they belong to."
In a brand-learning task, they found that being in a positive mood helps consumers to cluster the
brands that they are exposed to, by the categories they belong to when the respondents are asked
TecaU as many brands as possible after this exposure, a positive mood helps them recall more

ries and more brands as members of these categories, thus increasing the number of brands
compared to when they are in a natural mood. Corroborating this finding is the research

^bv Barone, Miniard, and Romeo on the effect of positive mood on brand extension
^  -ons They show that a positive mood influences the perceptions of similarity between theevaluation factors are important determinants of extension evaluations, and

brand enhances evaluation of brand extensions by influencing these determinants,
positive advertising, point-of-sale material, celebrity endorsements, free

veral other strategies to induce positive moods in consumers to enable a more positivegifts, and sever influencing choice. Marketers on the Internet attempt to
evaluation o a customer into the store by creating the mood or
overcome eir ^ incorporation of store colors and
,  . nee within uic vYw-aimed at creating a favorable mood in the customer.

background musi

.  .1 ill U' ■ '■ • •

j' , -' , ■ I, .1 L' -L- -f ■

, to. . . '■

■  I , HM/ il* .'' I •
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Unit-7

LEARNING AND COMMUNICATION ON CONSUMER BEHAVIOUR
Introduction / definition

Different theorists have different views about Learning. But somehow the following are the most
generally accepted definitions in the context of Marketing Management.
Kotler's Definition: Learning involves changes in an individual's behaviour arising out of
experience. Most of the human behaviour is learned over time out of experience.
Schiff man and Kanuk's Definition: Learning is a process by which individuals acquire the
purchase and consumption knowledge and experience that they apply to future related behaviour.
Loudon and Delia Bitta's Definition: Learning can be viewed as a relatively permanent change in
behaviour occurring as a result of experience.
Salient features of Learning:

1. Consumer learning is a process, and thus it continuously changes and evolves as a result
of newly acquired knowledge.

2. This knowledge can be obtained from reading, discussing, observing, thinking, etc. Or
from actual experience.

3. Both the newly acquired knowledge and personal experience serve as a feedback.
4. This also serves as a future behaviour in similar situations.
5. Not all learning is deliberate. Learning can be:
A. Intentional: acquired as a result of careful search for information with effort.
B^Incidental. acquired as a result of accident or by the way, without much effort.

m Learning generally covers all ranges of learning from simple reflexive

ElemenZZrn™'
P ~ ntr T' - n-t bepicjjcni. ine exact nature and strenath of ^

Motives, motivalioo or drive is very important for learning. People learn hv h.; a ■
mottves or motivating factor. Motives arouse individuals in increasing the "h-
to a leaning activity. I. also a rivates the energy needed to do so. Cde2 o7 I"
involvement determines the cnsumer's level of motivation 'o search for f "
product/ service. Marketers must be aware of this kind of .notive so that they JratT
product info right at that moment. For example, showing ads for winter goods inst bef
and summer products just before summer. before winter
b. Cues: ^

Motives stimulate learning, whereas "Cues" are the stimuli that give direction to these motives
These are not so strong as motives, but they ean influence in the manner consumers respond to a
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motive For example, in the market place, price, styling, packaging, store display all serve as cues
to help consttmer to decide a particular product from a group. But if the consumer doesn t have a
motive to buy a particular product group, he may not buy. Marketers must it . t efiii in providing
cues so that they don't upset the consumers' expectations driven by motives.
c Response: , ^

Response is how the consumers react to the motives or a cue, and how they behave. Response can
he overt (open, physical or visible) or covert (hidden or mental), but in either case learning can
occur. Responses appropriate to a particular situation are learned overtime thro' experience in
facing that situation. Often marketers may not succeed in stimulating a purchase. But over a
eriod of time they may succeed in forming a favourable image of a particular product in the

Lnsumer's mind. So when the consumer is ready, he is likely to buy that.
d Reinforcement: .x ^
Reinforcement is an important element which increases the probability (tendency or likelihood) of
a narticular response to occur in future as a result of a given set of motives and cues. Because
reLforced behaviour tends to be repeated, consumers can learn to develop successful means of
responding to their needs or changing conditions,

ral Learning TheoriesBehaviou developed to explain different aspects of learning. The most
Various the stimulus-response theory. These theories assume that observable
acceptable ^ p„son acts or
response to ^ stimulus, then he is said to have "leamed".
responds m a P^^ important here. The only important factors are "inputs" or
The proces ,, response of learning. There are two distinct types:
stimulus and me

Classical (or respondent) conditioning, and
■ ins^mental (or operant) conditioning. They are discussed below.

Classical Con o "repetition". This is referred to as
This theory ^ of spontaneous response to a particular situation achieved by
"conditioning wj conditioning or respondent conditioning pairs or connects one
repeated j^at has already established a given response. Over repeated trials of
stimulus with auo similar response,
exposure, the ^ Russian physiologist was the first to postulate the above theory about

(Hence, some authors call it Pavlovian Learning Theory). He made a study
classical hungry and eagerly waiting for the food. Pavlov rang a bell, and
of dogs. The dogs caused the dogs to salivate. Here the meat
irruuodiatdly after and the dogs are already associated with it by showing a response
is the "unconditione number of repetitions of this procedure, learning (conditiomng)
of salivatiug. After a the bell sound (conditioned stimulus) with the meat and
occurs and the dogs s ^jyating. That means now if the bell rang, the dogs would start
showed the same response
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salivating. Thus the pairing or associating of an "unconditioned stimulus" and a "conditioned
stimulus" is said to be successfully done.

In the context of Consumer Behaviour, unconditioned stimulus may be a well known brand (say
Amul milk and milk products) whose product quality is well known. This previously acquired
perception of Amul is the "unconditioned response". The conditioned stimulus maybe a new
product (Amul Ice-cream) having the same brand name. And the "conditioned response" would
be trying the Ice-Cream because of the belief that the product may have the same quality
attributes as the Amul name is associated with. i

Instrumental Conditioning:

This theory suggests that living beings learn by a method of trial-and-error, and finding out the
particular stimulus having the best (or the most favourable / satisfactory) response. And
subsequently this is formed as a habit with the rewards received for certain response of behaviour.

B F SKINNER, an American psychologist was the first to develop this model of learning.
He suggested that most of the individual learning take place in controlled environment in which
mdividuals are rewarded by choosing a right behaviour. This theory, named as instrumental
conditioning was shown by an experiment by working with animals. He made a box called the
Skinner box and placed a few small animals. The box was fitted with several keys / levers. When
an ammal pressed the right lever, it got some food as reward. Pressing other levers didn't get any
rewards. In the beginning the "discovered" the right one. results, the animals pressed th levers
at random. But slowly This kind of learning and teaching has wonderful and successfiilln the
context of consumer behaviour, this model is very important and apphes to many common
situations. It suggests that consumers learn by means of trial-and-error method in which some
purchase behaviour results in more favourable outcomes (i.e., rewards) than the other purchase
behaviours. Thus, a favourable experience becomes 'instrumental' in teaching the individual to
repeat specific behaviour. For eg, the consumer, who tries several brands and styles of jeans
finally finds a particular brand brand and style that fits her figure and personality best, has inT^t
undergone instrumental learning. Presumably, this is the brand she is likely to continue'buyin
Cognitive Learning Theory

There is another type of theory of learning, which doesn't involve repeated trials or a conn
between a sUmulus and response. TOs type of teaming arises ont of using the mentalT™?"™
the individual to discover things, perceive things, seeking knowledge, search for
sudden impulsive learning, solving problems, etc, Uaming based on the mental activi, "T"""'
as "cognitive teaming". Human beings are the most evolved animals who hav
prominent characteristics of thinking, deliberation and problem solving. Unlik
theories, the cognitive theories involve a complex mental processing of " "
emphasize the role of motivation and mental processes in producing the desired

" response.
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Wolfgang Kohler's experiment with a chimpanzee provides an interesting example to
understand this theory of learning., A chimp was placed inside a cage with a box in a comer of the
cage and bananas hung from the roof of the cage beyond reach. The chimp jumped several
and tried to reach the bananas, but in vain. Suddenly by impulse, the chimp placed ti.e box .iust
under the banan'as and jumped from it to ) each the bananas, and he got them. This suggests that
the ape's learning was not a result of repetition or trial-and-error, but because of some xluukirjg,
and a sudden insight into the problem solving method. The bananas in this expenmerit are not
rewards but a kind of motivation to apply thinking and problem solving methods.

context of consumer behaviour, the individuals are considered to show problem solving
behaviour and have active understanding of situations confronting them. This view is thei-eforc
niost important in understanding how consumers leam which stores, method of shopping, or
products will best meet their needs.
For example; if can take the form of learning about the uses and benefits of new products m the
market, especially if they represent significant innovations. It can also explain how consumers
leam about existing products for which they have developed a recent interest or need.
Communication and Persuasion

Communicakon with existing and potential consumers, for molding consumer behaviour, is
must for any company. Persuasion is the subtle part of communication that will encoma
continued favourable behaviour of existing consumers and convert potential consumers into-
Customers. Communication and persuasion is important tool in the hands of the maikeleni vsed
by them to create a customer base large enough to generate profitability, to keep and expand thCn
base to keep existing business and develop it for further new business.
Communication can be defmed as the transmission of information and message to consumer
the media or personal contact, mail, print tele / electronic means and broadcast. .Reqetvuig
feedback and learning from it is also a part of communication. ■ .
Communication Mix

da the concept of communication mix is equally important for a company to achie/'c tppvOHWt.
^ffectWe communication. The following are the elements from among which choices are Iw

the marketer in arriving at the most appropriate communications mix.
to face (vis-a-vis) meetings and interactions between sales force and customers.

^ ^'rect marketing by means of mailing of letter and catalogues, telephone, fax, oi rvail, lo
^  information, develop dialogue and achieve interaction.

^ rtising in one or several mass media available like Print/Radio/TV/Intemet.
k ̂ ates promotion, which may include a variety of incentivea, to stitnulate trial purchase, and to
Establish dialogue with the consumers.

a
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5. PubKcity and Public relations exercises to project a general favourable image of the company
or the product to consumers at large.

Some Marketplace Beliefs and Myths Develop Due to Insufficient Communication
Where there is insufficient communication, consumers form their own assumptions and these
assumptions solidify into beliefs and myths. Some examples particularly encountered in the
developing world are the following:

=> Price and Quality are directly related and therefore a low-priced product caunot
have good quality.

o  A big compauya products are costlier per se and its consumer is ntade to pay for
the high overheads of the company.

o  New products are always costly. If you wait sufficiently the prices will come
down.

^  Synthetic products are lower in quality than those made of natural materials.
=> Large quantities of a same product presented in economy packages are always
economical. ^

^  If the seller is losing (clearance sale, closing down sale etc.) it must be a good
bargain. ^

Cotrnttu^ • f advertisements.Communication and the consumer profile
ae profile of the consumer exhibits among other things 'exposure to media' and .values'
Depending on these the marketer can decide on the selection r . .
strategy for appeal in the communication In fact the th ■ """""""^auon and thethe age, income, and educaUou etc of the c ' " " consumer profile like
about dte benefit of the product. ' -ssage
Strategies

It is worthwhile to examine the actual strategies available to the marketer f k n
appeals and emotional appeals. In the benefits mute the communication f„ ^
the following: cuses on one or more of

Economy of price

"=> Guarantees

■=> Value for money

■=> Economy in maintenance

Technical features

Expert endorsement
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GROUP AND CONSUMER BEHAVIOUR

Groups and Reference Groups

A group may be defined as two or more people who interact to accomplish some goals. Within

the broad scope of this definition are both an intimate "group" of two neighbours who informally
attend a fashion show together and a larger, more formal group, such as a neighbourhood.

Types of Groups

To simplify our discussion, we wiU consider four different types of group classification: Primary
versus secondary groups, formal versus informal groups, large versus small groups, and

■ membership versus symbolic groups.

1. Primary versus Secondary Groups

If a person interacts on a regular basis with other individuals (with members of his or her family,
with neighbours, or with co-workers whose opinions are valued), then these individuals can be
considered as a primary group for that person. On the other hand, if a person interacts only
occasionally with such others, or does not consider their opinions to be important, then these
others constitute a secondary group for that person.

2. Formal versus Informal Groups

Another useful way to classify groups is by the extent of their formality; that is, the extent to
which the group structure, the members' roles, and the group's purpose are clearly defined. If a
group has a highly defined structure (e.g., a formal membership list), specific roles and authority
levels (a president, treasurer, and secretary), and specific goals (to support a political candidate,
improve their children's education, increase the knowledge or skills of members), then it would
be classified as a formal group. On the other hand, if a group is more loosely defined, if it
consists, say, of four women who were in the same college sorority and who meet for dinner once
a month, or three co-workers who, with their spouseSj see each other frequently then it is
considered an informal group.

3. Large versus Small Groups

It is often desirable to distinguish between groups in terms of their size or complexity. A' large
group might be thought of as one in which a single member is not likely to know more than a few

of the group's members personally, or be fully aware of the specific roles or activities of more

than a limited number of other group members. In contrast, members of a small group are likely
to know every member personally and to be aware, of every member's specific role or activities in
the group. i

4. Membership versus Symbolic Groups

Another useful way to classify groups is by membership versus symbolic groups. A membership
group is a group to which a person either belongs :or would qualify for membership. In contrast, a
group in which an individual is not likely to receive membership, despite acting like a member by
adopting the group's values, attitudes, and behaviour, is considered a symbolic group.
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Consumer Relevant Groups

To more fiilly comprehend the kind of impact that specific groups have on individuals, we will
examine six basic consumer-relevant groups; the Family, Friendship groups. Formal social
groups. Shopping groups. Consumer action groups and Work groups.

a. The Family

An individual's family is the most important group to influence his or her consumer decisions.
The family's importance in this regard is due to the frequency of contact that the individual has
with other family members and that the family has a greater extent, of influence on the
estabUshment of a wide range of values, attitudes, and behaviour.

b. Friendship Groups

Friendship groups are informal groups because they are, usually unstructured and lack specific
authority levels. In terms of relative influence, after an individual's family, it is friends who are
most likely to influence the individual's purchase decisions. Seeking and maintaining friendships
is a basic drive of most people. Friends fulfil a wide range of needs: they provide companionship,
security, and opportunities to discuss problems that an Individual may be reluctant to discuss with
members of his or her own family. Friendships are also a sign of maturity and independence, for

they represent a breaking away from the family and the forming of social ties with the outside

world. Consumers are more likely to seek information from those friends they feel have values or

outlooks similar to their own.

c. Formal Social Groups

In contrast to the relative intimacy of friendship groups, formal social groups are more remote and

serve a different function for the individual. A person joins a formal social group to fulfill such

specific goals as making new friends, meeting "important" people (e.g., for career advancement),

or promoting a specific cause. Membership in a formal social group may influence a consumer's

behaviour in several ways. For example, members of such groups have frequent opportunity to

informally discuss products, services, or stores. Some members may copy the, consumption
behaviour of other members whom they admire.

d. Shopping Groups

Two or more people who shop together-whether for food, for clothing, or simply to pass the time,
can be called a shopping group. Such groups are often offshoots of family or friendship groups.
People like to shop with others who they feel have more experience with or knowledge about a
desired product or service. Shopping with others also provides an element of social fun to an often
boring but necessary task. In addition, it reduces the risk that a purchase decision will be socially
unacceptable.

e. Consumer Action Groups

A particular kind of consumer group-a consumer action group- has emerged in response to the
consumerist movement. This type of consumer group has become increasingly visible since the

1960s and has been able to influence product design and marketing, jpractices of both
manufacturers and retailers. Consumer action groups can be divided into two broad categories-
those that organize to correct a specific consumer abuse and then disband, and those that organize
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to address broader, more pervasive, problem areas and operate over an extended or indefinite
period of time. A group of tenants who band together to organize their dissatisfaction with the
quality of service provided by their landlord, or a group of irate community members who unite to
block the entrance of a fast-food outlet into their middle-class neighbourhood, are examples of
temporary, cause-specific consumer action groups.

f. Work Groups' • ,

The sheer amount ofitime that people spend at their jobs, frequently more than thirty five hours
per week, provides'aikiple opportunity for work groups to serve as a major influence on the
consumption behaviour of members. Both the formal work group and the informal
friendship/work group have the potential for influencing consumer behaviour. The formal work
group consists of those ikidividuals who work together as a team. Their direct and sustained work
relationship offers substantial opportunity for one or more members to influence the consumer-
related attitudes and Activities of other team members. Members of informal work groups may
influence the consuihption behaviour of other members during coffee or lunch breaks or after-
hours meetings. ■ ^

g. Reference Groups .

Reference groups are ̂ bups tliat serve as a frame of reference for individuals in their purchase
decisions. This basic eoiicept provides a valuable perspective for understanding the impact of
other people on an individual's consumption beliefs, attitudes, and behaviour. It also provides
some insight into methods that Groups can be used to effect desired changes in consumer
behaviour. i

A reference group is any person or group that serves as a point of companion (or reference) for an
individual in the formation of either general or specific values, attitudes, or behaviour. The
usefulness of this concept is enhanced by the fact that it places no restrictions on group size or
membership, nor does it require that consumers identify with a tangible group (i.e., the group can
be symboUc: prosperous business people, rock stars, and sports heroes). Reference groups that
influence general values or behaviour are called normative reference groups. An example of a
child s normative reference group is the immediate family, which is likely to play an important
role in molding the child's general consumer values and behaviour (e.g., which foods to select for
good nutrition, appropriate ways to dress for specific occasions, how and where to shop, what
constitutes "good" value).

Types of Reference Groups

Reference groups can be classified in terms of a person's membership or degree of involvement
with the group and in terras of the positive or negative influences they have on his or her valu s
attitudes, and behaviour. Four types of reference groups that emerge from a eross-classifn aon of
these factors: coMactUal groups, aspirational-grbUps, disclaimant groups, and avoidance giv ups
1. A contactual giJbUp is a group in which a'person holds membership or has regular face-to-face
contact and of Who^ values, attitudes, and standards he or she approves. Thus a contactual group
has a positive iriftUehce on an individual's attitudes or behavioiu.
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2. An aspirational group is a group in which a person does not hold membership and does not

have face-to-face contact, but wants to be a member. Thus it serves as a positive influence on that

person's attitudes or behaviour.

3. A disclaimant group is a group in which a person holds membership or has face-to-face

contact but disapproves of the group's values, attitudes, and behaviour. Thus the person tends to

adopt attitudes and behaviour that are in opposition to the norms of the group.

4. An avoidance group is a group in which a person does not hold membership and does not

have face-to-face contact and disapproves of the group's values, attitudes, and behaviour. Thus

'the person tends to adopt attitudes and behaviour that are in opposition to those of the group.
Consider Ratheesh, a senior graduate student in advertising at the Calicut University. The
University Advertising Club, of which he is Student coordinator, serves as one of Ratheesh's

contractual groups. Ratheesh believes that continuing his education to obtain an MBA will

enhance his career opportunities. It is clear those individuals who hold the MBA degree serve as
an aspirational group for him. Still further, although he enjoys his position as a writer on the
university's magazines, the recent editorials (endorsed by most of the staff) urging students to
adopt a more conservative political philosophy run counter to his own views. Thus the newspaper
staff is currently a disclaimant group. Finally, Ratheesh personally knows a number of students
who have quit college during their final year; these former students serve as an avoidance group
Factors that Affect Reference Group Influence

The degree of influence that a reference group exerts on an individual's behaviour usually
depends on the nature of the individual and the product and on specific social factors. This section
discusses how and why some of these factors operate to influence consumer behaviour

1. Information and Experience

An individual who has firsthand experience with a product or service, or can easily obtain full
information about it, is less likely to be influenced by the advice or example of others On th
other hand, a person who has little or no firsthand experience with a product or service and d
not expect to have access to objective information about it (e.g., a person who believe th
relevant, advertising may be misleading or deceptive), is more likely to seek nm tv. j

advice or
example of others.

For example, if a med'cal student wants to impress his new girl-friend, he ma u
'  '"y take her to a

restaurant that he knows from experience to be good or to one that has been hirvKi
" "igniy recommended

by the local newopaper's Dmmg-Out Guide. If he has neither personal exneria
r' ^ncc nor infonnstion

he regards as valid, he may seek the advice of friends or imitate the behaviour of oth
her to a restaurant he knows is frequented by ptiysicians whom he admires taking
2. CredibUity, Attractiveness, and Power of the Reference Group
A reference group that is perceived as credible, attractive, or powerful

.  j u u ■ u T! 1 u induce consumerattitude and behaviour change. For example, when consumers are
With obtsiniTiQ^

accurate information about the performance or quality of a product or servi u
'  they 3xe likelv to be

oersuaded by those they consider to be trustworthy and knowledgeahl.. tu ■
,  , ,, fu u- u jui- " they are more

likely to be persup^'sd by sources with high credibihty.
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When consumers are primarily concerned with the acceptance or approval of others they like,

with whom they identify, or who offer them status or other benefits, they are likely to adopt their

product, brand, or other behavioural characteristics.

When consumers are primarily concerned with the power that a person or group can exert over

them, they might choose products or services that conform to the norms of that person or group in
order to avoid ridicule or punishment. However, unlike other reference groups that consumers

follow either because they are credible or because they are attractive, power groups are not likely
to cause attitude change.

3. Conspicuousness of the Product

The potential influence of a reference group varies according to how visually or verbally
conspicuous a product is to others. A visually conspicuous product is one that can be seen and

identified by others, and that will stand out and be noticed (e.g., a luxury item or novelty product).
Even if a product is not visually conspicuous, it may be verbally conspicuous it may be highly
interesting or it may be easily described to others. Products that are especially conspicuous and
status-revealing (a new automobile, fashion clothing, home furniture) are most likely to be
purchased with an eye to the reactions of relevant others. Products that are less conspicuous
(canned fruits, laundry soaps) are less likely to be purchased with a reference group in mind.

Reference Group Impact on Consumer decisions

In some cases, and for some products, reference groups may influence both a person's product
category and brand (or type) choices. Such products are called product plus, brand-plus items. In
other cases, reference groups influence only the product category decision. Such products are
called product-plus, brand minus items. In still other cases, reference groups influence the brand
(or type) decision. These products are called product minus, brand-Plus items. Finally, in some
cases, reference groups influence neither the product category nor the brand decision; these

products are called product-minus, brand minus items. The idea of classifying products and
brands into four groups in terms of the suitability of a reference group appeal was first suggested
in the mid-1950s, along with an initial classification of a small number of product categories.
Reference Groups and Consumer Conformity
Marketers are particularly interested in the ability of reference groups to change consumer
attitudes and behaviour (i.e., to encourage conformity). To be capable of such influence, a
reference group must

1. Inform or make the individual aware of a specific product or brand;

2. Provide the individual with the opportunity to compare his or her own thinking with the
attitudes and behaviour of the group;

3. Influence the individual to adopt attitudes and behaviour that are consistent with the norms of
the group;

4. Legitimize an individual's decision to use the same products as the group. The ability of
reference groups, to influence consumer conformity is demonstrated by the results of a classic
experiment designed to compare the effects.
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Benefits of the Reference Group Appeal

Reference group appeals have two principal benefits for the advertiser: they increase brand
awareness and they serve to reduce perceived risk.
1. Increased Brand Awareness t; .'

Reference group appeals provide the advertiser with the opportunity to f gain and retain the
attention of prospective consumers with greater ease and effectiveness thamis possible with many
other types of promotional campaigns. This is particularly true of the celebfity form of reference
group appeal, where the personality employed is generally well known) to the relevant target
segment. Celebrities tend to draw attention to the product through their own popularity. This
gives the advertiser a competitive advantage in gaining audience attention, particularly on
television where there are so many brief and similar commercial announcefhents.
2. Reduced Perceived Risk i ;

The use of one or more reference group appeals may also serve to lower the consumer's perceived
risk in purchasing a specific product. The example set by the endorser or testimonial-giver may
demonstrate to the consumer that uncertainty about the product purchase is unwarranted:
following are examples of how reference group appeals serve to lower the consumer's perceived
risk.

Celebrity: Consumers who admire a particular celebrity often have the; following reactions to the
celebrity's endorsement or testimonial. For eg. "She wouldn't do a commercial for that product if
she didn't believe it was really good." .

Expert: When consumers are concerned about the technical aspects of a product they welcome
the comments of an acknowledged or apparent expert. For eg. "If he says it works then it really
'must work."

Common Man: When consumers are worried about how a product will affect them
they are likely to be influenced by a common man endorsement or testimonial For
just like me are using the product" ^ People
The Family and Family Life Cycle

The importance of the family or household unit in consumer behaviour arisp^^ r ."iiacs lor two reasons-
f. Many products are purchased by a family unit.

2. Individuals' buying decisions may be heavily influenced by other family memb
How families or households make purchase decisions depends on the roles of th
members in the purchase, consumption, and influence of products. Household family
and soaps may be purchased by a person but consumed by many, whereas
such as cosmetics or shaving cream, might be purchatsed by an individual f
or her own consumption. Homes and cars, on the other hand, are often purch ^ his
perhaps with involvement from children or other member of the extended spouses,
shopping malls often involve multiple family members buying clothi^ family- Visits to
something with a heavy dose of influence by family member's children ma. accessories,
and approved of by parents, whereas teenagers may influence the clothi ^ ̂  clothing paid for

g purchase of a parent.
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What is a Family? ?

A family is a group of two or more persons related by blood, marriage, or adoption who reside

together. The nuclear family is the immediate group of father, mother, and child (ren) living

together. The extended family is the nuclear family, plus other relatives, such as grandparents,

uncles and aunts, cousins, and parents-in-law. The family into which one is bom is called the

family of orientation; whereas the one established by marriage is the family of procreation. In a

more dynamic sense, the individuals who constitute a family might be described as members of

the most basic social group who Uve together and interact to satisfy their personal and mutual

needs.

W^at is a Household?

The term household is used to describe all person, both related and ururelated, who occupy a

housing unit. There are significant differences between the terms household and family even

though they are sometimes used interchangeably. It is important to distinguish between these

terms when examining data.

The term household is becoming a more important unit of analysis for marketers because of the

rapid growth in non-traditional families and non-family households. Among non-family

households, the great majority consist of people living alone. The remaining non-family

households include those consisting of elderly people living with non-family members. For

example, persons of Opposite Sex Sharing Living Quarters, friends living together, and same sex

couples.

Sociological Variables Affecting Families and Households

Marketers can understand family and household decisions better by examining the sociological

dimensions of how families make consumer decisions. Three sociological variables that help

explain how family's function includes cohesion, adaptability, and communication.

Cohesion is the emotional bonding between family members. It measures how close to each

other family members feel on an emotional level. Cohesion reflects a sense of connectedness to or

separateness from other family members.

Adaptability measures the ability of a family to change its power structure, role relationships,

and relationship rules in response to situational and developmental stress. The degree of

adaptability shows how well a family can meet the challenges presented by changing situations.

Communication is a facilitating dimension, critical to movement on the other two dimensions.

Positive communication skills (such as empathy, reflective listening, and supportive comments)

enable family members to share their changing needs as they relate to cohesion and adaptability.
Negative communication skills (such as double messages, double binds, criticism) minimize the

ability to share feelings, thereby restricting movement in the dimensions of cohesion and
adaptability. Understanding whether family members are satisfied with family purchase requires
communication within the family.
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To determine how the family makes its purchase decisions and how the family affects the future
purchase behaviour of its members, it is useful to understand the functions provided and the roles
played by family members to fulfill their consumption needs.
Functions of the Family '

Four basic functions provided by the family are particularly relevant to a! iii^dussion of consumer
behaviour. These include: ^

(1) Economic Well-Being ' ' r
Providing financial means to its dependents is Unquestionably a basic falMly function. How the
family divides its responsibilities for providing economic well-being hUi^ changed considerably
during the past 25 years. The traditional roles of husband as econoinic provider and wife as

'  homemaker and child rearer are still valid. The economic role of children has changed. Today,
even if some teenage children work, they rarely assist the family financially! Their parents are still
expected to provide for their needs. But some of them get enough poc^dt money to decide their
consumption of discretionary items.

,; (2) Emotional Support

, -The provision of emotional nourishment (including love, affection, and intimacy) to its members

;; is an important basic function of the contemporary family. In fulfilling this function, the family
,  provides support and encouragement and assists its members in coping with personal or social

problems.

(3) Suitable Family Lifestyles

Another important family function in terms of consumer behaviour is the establishment of a
suitable lifestyle for the family. Family lifestyle conunitments, including the allocation of time
greatly influence consumption pattems. For example, the increase in the number of married
women working outside the home has reduced the time they have available for house, and has
created a market for convenience products and fast-food restaurants.

(4) Socialization of Children and Other Family Members

The socialization of family members, especially young children, is a central family function In
large part, this process consists of imparting to children the basic value and modes of hehavionr
consistent with the culture. These generally include moral and religious principles, interpersonal

,  skills, dress and grooming standard, appropriate manners and speech, and the selection of suitable
,  , educational and occupational or career goals. Marketers often target parents looking tor assistance

in the task of socializing preadolescent children.

Family Life Cycles

Families pass through a series of stages that change them over time Thi«: u- • ,
,  r rr -1 i vp 1 1 ' P^^ess histoncally hasbeen called the family hfe cycle (FIT) ̂ e concept may need to he changed to household life

cycle (HLC) or consumer life cycle (GLC) m^e future to reflect changes ij iocietv. However
we wUl use the term FLC to show how the life cycle affects consumer behaviolh'
Family Life Cycle Characteristics j , , ̂
The traditional FLC describes family pattems as consumers marrv

.  . clilldren„ leave home.
lose a spouse, and retire.
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Young s nglefmay Uve alone, wifl. fl.eir nuclear families, or »ith ftiends, or drey may co-hab^
IZ parmL in this stage. Although earnings tend to be relatively low, these consunaers usually
to-t Ce many fmatfcial obligations and don't feel the need to save for thetr hrtu^ o
retirement Many pt them find themselves spending as much as they make on cars,
"ences »ay from home, fashions, r^reation, alcoholic beverages, food away ftom
home, vacations, and other products.

Lv were single, since they often have two incomes available to spend on one household. These
families tend to ̂ pend a substantial amount of their incomes on cars, clothing, vacations, an
other leisure actiymes. They also have the highest purchase rate and highest average pure ̂ es o
durable goods (particularly furniture and appliances) and appear to be more suscep
advertising.

thhle^val of the first child, parents begin to change their roles in the family, and decide if
narent will stay to care for the child or if they will both work and buy day-care services. In

Zs stage families are likely to move into their first home; purchases fiimimre md furnishings for
lild- and pumhase new items such as baby food, toys, sleds, and skates. These re<,uimments

reduce fmnilies' ability to save, and the husband and wife are often dissaUsfied with the
financial position.

t te'!rge"the youngest child has reached school age, the employed spouse's income h^
improved. Consequentty, the family's financial position usually improves, but the family fm s
lat consuming more and in larger quantities. ConsumpUon pattens conti^aue
influenced by the children, since the family tends to buy large-sized packages o
cleaning suppliers, bicycles, music lessons, clothing, sports equipment, and a computer.

a'Tel^^grows older and parents enter their mid-dOs, their financial position usually
.tlltimple because die primary wage earners income rises, the second wage earners
„! a higher salary, and the children earn from occasional and part-time employment. The

'"TTZJy reph-s — »<"" appliances and spe^
' red^ation. Families also spend more on computers in this stage, buying additional PCs

oil children. Depending on where ctnldren go to college and how many are seekmg
Itlupation, the fmancial posiUpn of "the famUy may be tighter than other instances.

do not have chiidren are likely to have more disposable inconie to spendcouples entertainmem than others in their age range. Not only do they have fewer
cn are more likely to be dual-wage eamem, making it easier for them to

Ire earii" if diey save appropriately.
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7. Older Singles

Single, age 40 or older, may be single again (ending married status because of divorce or death of
a spouse), or never married (because they prefer to live independenfly or because they co-habitate
With partners), either gr oup of which may or may not have children living in the household This
group now has more available income to spend on travel and leisure but feels the pressure to save
for the future, since there is no second income on which to rely as they get older
8. Empty Nest I .,
At this stage, the family is most saUsfieti with its fmancial position. The childrtin have left ho
and ate financially independent aUowing the family to save more. In this stage discetiona™
income is spent on what the couple wants rather than on what the children tieed Therefore th
spend on home improvements, luxury items, vacations, sports utility vehicles; food away from
home, travel, and product for their grand children.
9. Empty Nest II

But this time, the income earners have retired, usuaUy resulting in a reduction in income d
isposable income. Expenditures become health oriented, centering on such items as med^i

appliances and health, and medicines. But many of these famihes continue to be active T-
good health, allowing them to spend time travelling, exercising, and volunteering Manv c T
working part time to supplement their retirement and keep them socially involved
10. Solitary Survivor
Solitary survivors be either employed or not employed. If the surviving soou.f^ h
outside the home in the past, he or she usually continues employment or goes back to workT'r
on eamed income (rather than saving) and remain socially active. Expenditures = ■ \ u- ^
food usually decline in this stage, with income spent on health care sickrr-
entertainment, and services.. Those who are not employed are often on fixed inco
move in with friends to share housing expenses and companionship, and some m
remarry. choose toremarry

11. Retired Solitary Survivor

Reured solitary survivors follow the same general consumption patterns as soli,
however, their income may not be as high. Depending on how much they have b
throughout their lifetimes, they can afford to buy a wide range of products n"
have special needs for attenUon. affection, and secuiity based on their Bfestvl. n
Family Decision-Marking ^ oices
Families use products even though individuals usually buy them. Determinin
should b( ght, which retail outlet to use, how and when products are used"^ Products
buy them . a complicated process involving a variety of roles and actors. '
Role BeLdviour

Families and other groups exhibit what sociologist Talcott Parsons called '
expressive role behaviours. ^ ^^^tfumental and■=> Instrumental roles, also known as functional or economic roles " ' '

performance, and other functions performed by group members '  financial.
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a> Expressive roles involve supporting other family members in the decision making process
and expressing the family's aesthetic or emotional needs, inclndmg upholding amiy
norms.

Individual Roles, in Family Purchases
Family consumptipn decisions involve at least five definable roles, which may be assume y
spouses, chUdren, or other members of a household. Bom multiple roles and
normal Marketers need to communicate with consumers assuming each of these roles,
remembering that different family members will assume different roles depending on the situation
and product. Children, for example, are users of cereals, toys, clothing, and many other products
but may not be ths ljuyers. One or both of the parents may be the decider and the buyer, althoug
the children may b.e^ important as influencers and users.
Fflitiilv Roles

For a family to function as a cohesive unit, roles or tasks-such as doing the laundry, preparing
meals setting the toer table, taking out the garbage, walking the dog must be earned out by oiie"tme faliiy ̂ bers. In our dynamic society, eic. fami.y-reiaied roles are consiandy
changing.
Kpv Family Consumption Roles
!l played by the different family members will vary from product to product. While
, ® j„ uie market, a housewife comes across a new variety of juice that she buys for the

1 L decision to purchase does not directly involve the influence of other family members.
'' me decider buyer; but she may or may not be the preparer and is not the only user. In case
"ducts such as television, car, music systems, furniture or any other product which ts likely

Tbv some or all the family members, the purchase decision is likely to be joint or group
to be usea oy

eiuht distinct roles in the family decision-making process. A look at these roles
f. rther insight into how famUy members act in their various consumption related roles;provides ftnm infonnation and advice and thus influence

1. Influence • family . ..out the new eatery that has opened in the
the pure favourable description about it influences her husband and teenaged
neighbourhood ano n
children. members who control the flow of information about a
2. influencing the decisions of other family members. The teenaged son who
product/service m information on all
wants a racing fancies, thereby influencing his father's decision in favour of hisbrands except the 0

preferred brand. ^,£^3 who have the power to unilaterally or jointly decide whether or not
3. Deciders: Fanu y m j^y^band and wife may jointly decide about the purchase of a new

or service. A - t?-tobuyapr9du'=tor

refrigerator.
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4. Buyers: Those family members who actually buy a particular product or setylce A housewife
may be the pet^son who actually buys all the foodstuffs, rations and toiletries, which are consumed
by all the family members.

5 Preparers: Those family members who transform or prepare the ptodnct into the fotm in
which It IS actually consumed. The housewife may prepare the family meal uilhi taw vegetables
lentils, spices, oil and Other ingredients. i n-i j § tables,
6. Users: Those family members who use or consume a particular product or'lirvice All familv
members may use the car, watch the television, and listen to the stereo music sfeem '
7. Mamtalners: Family member(s) who service or repair the oioduct so ,h=,
continued satisfaction. ,. , , / " "'U Provide
8. Disposers: Family memberfs) who initiate iir cairy out the disoosal or Hi. u
particular product or service. or discontinuation of a
Social Class and Consumer Behaviour

Social class is more of a continuum, i.e., a range of social positions, on which each m. k .
society can be place. But, social researchers have divided this continuum into a small
specific classes. Thus, we go by this framework, social class is used to assign ind'^T
families to a social-class category. g" individuals or
Social class can be defined as «The division of members of a society into a hierarchv of •
status classes, so that members of each class have relatively the same status and thP u
all other classes have either more or less status.' members of

The main characteristics of Social class
1. Persons within a given social class tend to behave more alike
2. Social class is hierarchical

3. Social clasa is not measured by a single variable but is measured as a weighted fi, ■
one s occupation, income, wealth, education, status, prestige, etc.
4. Socud class is continuous rather than concrete, with individuais able to move inm c.
social class or drop into a lower class. ^ higher
Impact of social class

•  Provides a sense of identity
•  Imposes a set of'normative'behaviours

Classes sha-e values, possessions, customs and activities
Marketing response to customers of different economic means

• Marketing to the low-income consumer

•  Some marketers amfci alent as not pereeived as long-term custom
substantial group t tomers constitutes

•  Target with value-oriented strategies.

,  ' V ' • I /'
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Unit -9

CULTURE AND CONSUMER BEHAVIOUR
Culture - Meaning

For Ihe purpose of studying consumer behaviour, culture can be defined asithe sum total of
learned beliefs, values and customs that serve to guide and direct the consumer, behaviour of aU
metnbers of that society. Howard and Sheth have defined eulture as ".f revive, way
u/rerpontfmg to ettpenence. a se, of beka.,aural pattern-. Thus, culture consists of traditio.2
eas and m particular the values, which are attached to these ideas. It includes knowledge belief

an, mo^e, law, customs and all other habits acquired by man as a member of soci trll'
accepte concept about culture is that includes a set of learned beliefs, values^ attitudes haS ̂

Culture is learned through the following three ways' ^

you hlTellCf thaT" "<•' --e.
Lyi..fiueX~ s rot"::)^our response both as a student and individual towards education

..v.,. „

Characteristics of Culture
a. Culture is learned.

b. Culture regulates society -Norms, standards of behaviour r .
c. Culture makes hfe more efficient ' punishments.
d. All members follow same norms.
e. Culture is adaptive.

f. Culture is environmental.

g. Multiple cultures are nested hierarchically
Culture also detennines what is acceptable with product advertising Culn a
people wear, eat, reside and travel. Cultural values in India are h , determines what
age and seniority. But in our culture today, time scarcitv ■ education, respect for
change in meals. Some changes in our culture; growing problem, which impUes a
1. Convenience: as more and more women are joining the work forr n,
demand for products that help lighten and relieve the dadwhousehold .h
convenient. This is mflected in the soaring sa|e ofiWashing machiner"'
cookers. Mixer grinders, food processors, frozen food etcj i ' Pressun
v,vrvrxvwxc, r.xxwv-x grxriut-i a, luuu pi ocessors, frozen food etcj i "cssure2. Mucationi People in our society today wish to acquire relevant edn
would help improve their career prospects. This is evident from th ^ ° Itat
professional, career oriented educational centres are conuug up and stilt
__ ^^^''"""s^mtomeet
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the demand. As a specific instance count the number of institutions offering courses and training
in computers that has opened in your city.
3  Physical appearance: Today, physical fitness, good health and smart appearance are on
premium today. Slimming centres and beauty parlours are mushrooming in all major cities of the
country. Cosmetics for both women and men are being sold in increasing numbers. Even
exclusive shops are retaUing designer clothes.
4  Materialism: There is a very definite shift in the people's cultural value from spiritualism
towards materialism. We are spending more money than ever before on acquuing products such
as air-conditioners,,cars CD players etc, which adds to our physical comfort as weU as status.
Types of Culture ,

National culture: The culture prevalent in a nation, common to everyone

i=> Popular culture: The culture of the masses with norms of mass appeal >
no Subculture: The culture of a group within the larger society. Group identification based

on nationality of origin, race, region, age, religion, gender, etc.
cO Corporate culture: The company's values, rituals, customs, myths and heroes

Cultural Influences on consumer
e is that complex whole which includes knowledge, behef, art, law, morals, customs and

" ̂er capabilities and habits acquired by humans as members of society. Culture influences
Ittem of Uving, of consumption, of decision-making by individuals. Culture is acquired. It

acquired from the family, from the region or from all that has been around us while wecan be ac^^^^ learning the ways of the world. Culture forms a boundary within which an
'^al thinks and acts. When one thinks and acts beyond these boundaries, he is adopting a

Itural behaviour and there are cross cultural influences as well,cross cu ^yijural influences is such that we are seldom aware of them. One feels, behaves,

like the other members of the same culture. It is all pervasive and is present
^  Material culture influences technology and how it brings cultural changes like use ofeverywher phones, clothing styles and fashions, gives the marketers a chance to improve

telephones, j^gg^s of the customers. Norms are the boundaries that

the produ , P hehaviovu:. Norms are derived from cultural values, which are widely told
culture sets ^ ^hat is desirable and what is not. Most individuals obey norms because it is
beliefs that sp Culture outlines many business norms, fatruly norms, behaviour nonns, etc.
natural to obey conducting business, the dress
How we greet patterns of behaviour. Culture keeps changing slowly over time; and is not
we wear and ^^g to rapid technologies. In case of emergency, war, or natural
static. Changes jnanagers must understand the existing culture as well as tlie changing
calamities, Imarketers^ gountry where the goods are to be marketed. Major companies have
culture and. culwre o^ accepted globally. Coca Cola is sold aU over
adapted themse ve^ other companies give cross-cultural training to their employees,
the ̂ '''"^'^■'^'''^^g^gyttural mistakes, many companies have difficulty in pushing their products for
By making"=^^^® withdraw its 2 htres botde from Spain, because it did not fit in the
example; (D _
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local refrigerator; (ii) Many countries are very traditional and do not like women displayed on the
products. This acts as a detriment to business in those countries.
Variation in Cultural Values

There ̂ e three broad forms of cultural values as shown in the following figure.
I. Other Oriented Values

This shows the relationship between individuals and the society. The relationship influences
marketing practices. If the society values collective activity, decisions will be taken in a group
It gives rise to following questions which affect consumer behaviour.
a. Individual/ collective: Whether individual initiation has more value than collective

activity?

b. Romantic orientation: This depicts whether the communication is more effective which
c. Emphasizes courtship or otherwise. In many countries a romantic theme is mn

successful. more

d. Adult/ child theme: Is family life concentrated round children or adults^ Wh^t i
children play in decision-making? "

e. Masculine/ Feminine: Whether the society is male dominant or women Hnm*
balanced. women dominant or

f. Competitive/ Cooperation: Whether competition leads to success tk- •
forming alliances with others. by

g. Youth/ age: Are prestige roles assigned to younger or older members of m
Amencan society is youth oriented and Korean is age oriented n • •
mature people in Korea. ^cisions are taken by

II. Environment Oriented Values

Cleanliness: If a culture lays too much stress on cleanliness. There is sco
creams, soaps, deodorants, insecticides, washing powder, vacuum ^ale of beauty
countries, a lot of emphasis is placed on this aspect and perfumes and deL^^^'^' ^ western

a. Performance/ status: A status oriented society cares for hi her widely used,
chooses quality goods and established brand names and high nrf and
the Umted States, Japan, Singapore, Malaysia, Indonesia, Thai!
countries. In performance oriented societies, where rewards and^ ̂
individual's performance, less importance is given to brand on an
(unction equally weti and may not be big brand names are used oZl''

of emphasis to brand names. The marketers adopt strateaies'b. Tradition/ change: Traditional oriented societies stick to thHd
ct ■eaist

and old traditional products are in greater demand. In some societies which a
mobde, are

techniques. ' models and new
c. Risk taking/ security: An individual who is in a secure position and tak

etther considered venturesome or foolhardy. TTtis depends on the culture of m''
"■ ■ society.
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For developing new entrepreneurs risk taking is a must. It leads to new product
development, new advertising themes and new channels of distribution. Security oriented
societies have little chances of development and innovation.

d. Problem solving/fatalist: A society can be optimistic and have a problem solving attitude
or, be inactive and depend on fate. This has marketing implications on the registering of
complaints when consumers are dissatisfied with the purchase of the products. Advertising
plays an important part and gives guidance to the consumer, and removes these doubts to a

great extent.

e. Nature: There are differences in attitude over nature and its preservation. Consumers stress

on packing materials that are recyclable and environment friendly. Some countries give

great importance to stop environmental pollution and to recycling of products.

Companies like P & G, Colgate-Palmolive captured a great extent of the market by offering

products which are less harmful to the environment. They also use ingredients in the products

which are not harmful in any way.

ni. Self-Oriented Values

a. Active/passive: Whether a physically active approach to life is valued more highly than a

less active orientation. An active approach leads to taking action all the time and not doing
anything. In many countries, women are also taking an active part in all activities. This

makes the society a highly active one, where everybody is involved in work.

b. Material/ non-material: In many societies money is given more importance, and a lot of
emphasis is on being material minded. While in many societies things like comfort, leisure
and relationships get precedence over being materialistic.

c. Hard work/leisure: This has marketing implications on labour saving products and instant
foods. Some societies value hard work and consider it as a fuller life. Others adopt labour
saving devices and instant foods to have more leisure time at their disposal.

d. Postponed gratification/ immediate gratification: Should one save for the rainy day or live
for the day? Sacrifice the present for the future, or live only for the day? Some countries
like The Netherlands and Germany consider buying against credit cards as living beyond
one's means, whereas credit cards are very popular in America and other countries having
a different cultural orientation, some prefer cash to debt. Some societies save for
tomorrow; others enjoy the present and spend lavishly.

e. Sexual gratification/Abstinence: Some traditional societies curb their desires, food, drinks
or sex, beyond a certain requirement. Muslim cultures are very conservative, and do not
want their women to be seen in public or be exposed, so the Polaroid camera which gives
instant photographs can be purchased and pictures can be taken by the family members
without their women being exposed to the developers in a photo lab.

f. Humour/ serious: Should we take life lightly and laugh it off on certain issues or, take
everything seriously? This is an- other aspect of culture. Advertising personnel selling
techniques and promotion may revolve around these themes and the way the appeal for a
product is to be made in various cultures.
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Subcultures and Consumer Behaviour

Culture can be divided into subcultures. A subculture is an identifiable distinct, cultural group,

which, while following the dominant cultural values of the overall society also has its own belief,

values and customs that set them apart from other members of the same society.
Sub-culture categories are: '

>=> Nationality: Indian, Srilanka, Pakistan ■''

Religion: Hinduism, Islam ' i'' '

Race: Asian, black, white ' •' '

■=> Age: young, middle aged, elderly i . j:; ,
■=> Sex: Male, Female "J-

Occupation: Farmer, teacher, business nc.. ,:i.,
>=> Social class: upper, middle, lower ' '

Geographic regions: South India, North-eastern India
1. Regional, Ethnic, and Religious Influences on Consumer Behaviour ' '
The three major aspects of culture that have important effects on consumer behaviour are
regional, ethmc, and religious differences. Firstly, consumption patterns may differ in various
regions of India and the world, and marketing strategy can sometimes be tailored specifically to
these regions.
;Secondly, our country has a number of different ethnic groups, and population trends will
dramatically alter the demographic profile of the country in the next 50 years. The very diverse
Asian American subculture is described as young and having higher socioeconomic status,
placing strong value on the family and the group, and being strongly brand loyal. In spite of its
diversity, marketing strategies can be developed for this group.
Finally, religious beliefs and values can influence consumer. Many marketers are now becoming
multicultural in their marketing activities by trying to appeal to a variety of cultures at the same
time. Although the diversity of the Indian melting pot may be unique, there are many important
ethnic groups in other areas of the world.
2. Age, Gender, and Household Influences on Consumer Behaviour
Among the four major age groups. Teens, who need to establish an identity, are the consumers of

, tomorrow and have an increasing influence on family decisions. The somewhat disillusioned
Generation consists of smart and cynical consumers who can easUy see through obvious
marketing attempts. Baby boomers grew up in a very dynamic and fast-changing world, and this
has affected their values for individualism and freedom. The 50 and older segment can be divided
into two groups-the young again and the gray market. Neither group likes to be thought of as old
The affect of gender differences on consumer behaviour is examined next.
Sex roles are changing. Women are becoming more professional and independent, and men
becoming more sensitive and caring. Also, men and women can differ in terms of traits
information processing, decision styles, and consumption patterns. Gender io •

n  • * 1 , wBsistentthroughout lifetime, influencing customer values and preferences. Gender shows different
consumption patterns and perceptions of consumption situations -E.g. the wedding ceremony
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Households play a key role in consumer behaviour. Households also exert an important influence

on acquisition and consumption patterns. First, household members can play different roles in the

decision process (gatekeeper, influencer, decider, buyer, and user). Second, husbands and wives

vary in their influence in the decision process, depending on the situation husband- dominant,

wife-dominant, autonomic, or synchronic.

3. Psychographics: Values, Personality, and Lifestyles

The roles of psychographics in affecting consumer behaviour are detailed below.

Values are enduring beliefs about things that are important. They are learned through the

processes of socialization and acculturation. Our values exist in an organized value system, with

some values being viewed as more important than others. Some are regarded as terminal values

and reflect desired end states that guide behaviour across many different situations. Instrumental

values are those needed to achieve these desired end states. Domain specific values are those that

are relevant within a given sphere of activity. Western cultures tend to place a relatively high
value on material goods, youth, the home^ family and children, work and play, health, hedonism,

and technology;. Marketers use tools like ̂ 'alue segmentation to identify consumer groups with
common values. Personality consists of the distinctive patterns of behaviours, tendencies,

qualities, and personal dispositions that make people different from one another. Approaches to
the study of personality include:

1. The psychoanalytic approach, which sees personality arising from unconscious internal

struggles within the mind at key stages of development;
2. Trait theories, which attempt to identify a set of personality characteristics that describe

and differentiate individuals, such as introversion, extroversion, and stability;
3. Phenomenological approaches, which propose that personality is shaped by an
individual's interpretation of life events;

4. Social-psychological theories, which focus on how individuals act in social situations

(e.g., compliant, detached, or aggressive); and

5. Behavioural approaches, which view an individual's personality in terms of past rewards
and punishments.

Marketers also measure lifestyles, which are patterns of behaviour (or activities, interests, and

opinions). These lifestyles can provide some additional insight into consumers' consumption
patterns. Finally, some marketing researchers use Psychographic techniques that involve all of

these factors to predict consumer behaviour. One of the most well known Psychographic tools is

the Values and Lifestyle Survey (VALS). The newer VALS2 identifies eight segments of
consumers who are similar in their resources, and self-orientations.

Cross Cultural Consumer Behaviour

Cross cultural marketing: Objectives and Policies

Cross-cultural marketing is defined as "the effort to determine to what extent the consmners of

two; or more nations are similar or different. This will facilitate marketers to understand the
psychological, social and cultural aspects of foreign consumers they wish to target, so as to design
effective marketing strategies for each of the specific national markets involved."

Consumer Behaviour SI |
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A company can enter a foreign market as a
Domestic exporter

c:> Foreign importer

Foreign government-solicit the firm to sell abroad

The fum's objectives could be:

To determine how consumers in two or more societies are similar/different and devise

suitable, appropriate strategies

■=> Devise individualized marketing strategy if cultural beliefs, values and customs of a
specific country are different

Problems in Cross Cultural marketing

1. Problems related to product selection: The marketer going for cross cultural marketing has
to select the customers / market not on the basis of the superficial similarities of age or income,
but by using the real motivating factors that prompt them to accept or reject products.
2. Problems related to promotion/marketing communication: e.g. Ariel in the Middle East
and also Pepsi
3. Problems related to pricing: the marketer has to adjust his pricing policies according to the
local economic conditions and customs.

4. Problems related to selection of distribution channels: in Japan, P & G used this to sell
soap

Cfoss-Cultural Consumer Analysis
To determine whether and how to enter a foreign market, we need to conduct some form of cross-
cultural consumer analysis. Cross-cultural consumer analysis can be defined as the effort to
determine to what extent the consumers of two or more nations are similar or different. Such
analysis can provide marketers with an understanding of the psychological, social, and cultural
characteristics of the foreign consumers they wish to target, so that they can design effective
marketing strategies for the specific national Markets involved. A major objective of cross-
cultural consumer analysis is to determine how consumers in two or more societies are similar
and how they are different.
Opinion Leadership and Consumer Behaviour
Opinion Leadership is the process by which one person (opinion leader) informally influences the
actions or attitudes of others, who may be opinion seekers or merely opinion recipients The
definition of opu.ion leadership emphasises on informal influence. This informal flow of opinion
related influence between two or more people is referred to word -of- mouth communication
Benefits of word-of-mouth

There are three situations in which opinion leadership takes place:
• When an individual actively seeks advice from others
• When an individual voluntarily provides information to others

p  • When information is generated in the course of normal interaction of a group
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Dynamics of Opinion Leadership

1. Credibility

Opinion seekers regard opinion leaders as trustworthy and a credible source of information

pertaining to a particular product or brand - the opinion leaders have no hidden commercial

motives, like cash rewards, in promoting a brand. Also opinion seekers seek their help in

decision-making because they have expertise or usage experience with a product or brand, which

considerably reduces the perceived risk of the opinion seeker. The information given by the

opinion leader can be either positive or negative, based on personal experience, and this further

strengthens their credibility.

2. Information and Advice

Opinion leaders are a source for product or brand specific information as well as advice. They

might just share casual information about a certain product that tliey have used, they might even

aggressively advice oOpinion seekers whether to buy it or not. The information passed can be

related to which product or brand to purchase and from where.

3. Category-specific

Opinion leaders can have expertise in one product category, but can reverse the role to opinion

seekers in case of another product category in which they are not knowledgeable. A person

known for his/her cooking talent may be an expert in the 'what' and 'how' of packed edible food

products, spices, food nutrition, etc, but when he or she has to buy a bike, is more likely to seek

information from another person whom he/she regards as knowledgeable about bikes. Therefore,
an opinion leader in one product may be an opinion seeker in another product.

4. Two-way communication

Opinion leadership phenomena are face-to-face communication between opinion givers and

opinion seekers. Both parties communicate with their respective experience with each other.

Some scholars, thus, believe that the difference between opinion giver and opinion seekers is

somewhat artificial as the person who is knowledgeable about a certain product and gives related

advice to opinion seekers, is also most likely to listen to others' comments regarding the product.

Motivation behind Opinion Leadership

The opinion leadership process happens due to the following underlying motives of both parties

the opinion leader and opinion seeker and receiver. There are four main motives behind the role

of opinion leader - self involvement product involvement, social involvement and message
involvement.

1. Self involvement:

Giving advice to others provides big gratification to the opinion leaders in terms of the attention

they receive. Also, since they can display their expertise and experience in the subject matter, it

makes them feel superior to others in terms of knowledge. The role of the opinion leader also

involves good feeling of helping others take a decision and increasing the knowledge of opinion
seekers and receivers. Sometimes, the motive behind opinion leadership could be to reduce post-
purchase dissatisfaction with a product or brand. In such cases, the opinion leader will propagate
the advantages of the product, thereby U7ing to reassure him that his purchase decision was right.

■'T"
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2. Product involvement:

Product involvement opinion leaders may feel the necessity to talk to others (opinion receivers)

about the product if it is eie4hter too good or too bad. The information transmitted would be

positive if they are satisfied with the product or brand and negative, if they are dissatisfied with it.

3. Social involvement:

Social involvement opinion leaders like o share their product expertise with people in general as

an expression of bonding. It is important to note that in this case, the opinion leader does not feel

the urge to talk about the product/brand due to positive or negative experience, as in the case of

product involvement. r

4. Message involvement: i >'

With an increasing number of advertisements being targeted at consumers these advertisements

often become the topic of discussion. In case of message-involvement, advertisements and

slogans are the basis of group discussions. Such conversations often use poplar slogans like Surfs

"Dhoondhte reh jaoge" or Maggi Noodles "bus 2 minute." '!;

Opinion Seeker and Receiver ^

The main motive for an opinion seeker is looking for information is reducing the perceived risk

associated with the product purchase. It also reduces the task of searching for information through
other sources. Sometimes opinion is sought with the sole purpose of buying a product to win the

approval of an opinion leader. For the opinion receiver, the interaction with an opinion leader
provides a lot of new and/or existing product knowledge as well as information related to their
purchase, use, etc.

Types of Opinion Leaders

Opinion leaders, in general, are people who have expertise in one subject/product. Activity and
have the capability of influencing others. They may or may not be he users of the product and/or
brand that they recommend to others. Opinion leaders can be of varying types based on their
knowledge, and influence on the nurchase decision of the opinion receiver and/or opinion seeker
There are some special types of opinion leaders, like generalised opinion leaders, market mavens
surrogate buyers and purchase pals.

1. Generalised Opinion Leader

Generalised Opinion Leaders are masters of various subjects (say, all kinds of consumer durabl
products, books, etc.) and are very hard to find. Usually, opinion leaders are knowledgeable about'
one product category and have high involvement in some related areas. '

2. Market Maven

Market mavens belong to a special category of opinion leaders who have mnrirof •
,  ̂ , , . . , , marKet involvement,

rather than product involvement of the normal opimon leaders. They are npr>»^i lpeople who actively seek
market information which they feel may be useful from friends and relatives and
source of information like - which place offers the best deals, where ther^ ̂  ^ ̂

u . ^ ^ /u ^ ■ u , ere are discounts at thattime of the year, what new products/brands are m the market, which outlf-tc .""eis to Visit for which
product, the new outlet m town, etc.
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3. Surrogate buyer !

Surrogate buyer is the term used for the professionals hired by actual purchasers to filet the huge

amount of store, product and brand information available, evaluate the product options available

and make recommendations. Sometimes, they also make transactions on behalf of their employer.

Surrogate buyers play a wide variety of roles like tax consultants, wardrobe consultants, interior

designers, stock brokers, etc. The reasons for hiring a surrogate buyer can range from personal

reasons like high perceived risk, lack of time, lack of expertise or product knowledge, or low

interest in shopping to environmental issue like limited product availability.

4. Purchase pals ^

Purchase pals are people who accompany an individual on shopping trips. Purchase pals are

considered to be quality influential opinion leaders at the point of purchase (in store) in consumer

decisions. The major benefit of purchase pals is that they help reduce the stress and anxiety an
individual experiences while make a purchase, especially in a high involvement expensive
product. The other benefit is information support they provide like better product knowledge,
better bargaining skills and better knowledge of outlets, prices and products. Thus the choice of
purchase pals depend on the relationship they have with the individual and the type of purchase •
they make.
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Unit-10

CONSUMER RELATIONSHIP MANAGEMENT(CRM)

Peter Drucker said, "The purpose of a business is to create customers." Implied in his words and

his work is the importance of keeping those same customers and of growing the depth of their

relationship with you. Initially, new customers cost you money-money spent on advertising and

marketing and money spent learning what they want and teaching them how best to do business

with you. CRM can be the single strongest weapon you have as a manager to ensure that

customers become and remain loyal.

CRM is a comprehensive approach for creating, maintaining and expanding customer

relationships The relationship marketing approach has great significance from the organization's
point of view due to the following:

• Reduction in customer recruitment cost

•  Generation of more and more loyal customers

•  Expansion of customer base

• Reduction in advertisement and other sales promotion expenses

•  Benefiting customer selectivity approach

•  Increase in the number of profitable customers

•  Easy introduction of new products

•  Easy business expansion possibilities

•  Increase in customer partnering. Etc.

Building Customer Relationship Management:

Step 1: Acquisition: It is a vital stage in building customer relationship. The acquisition
constitutes the following stages. ^
♦ Enquiry
♦ Interaction

♦ Exchange

♦ Co-ordination

♦ Adoption
Each one of the above stages assumes a significant role in the acquisition proces
stage, the prospective buyer undertakes a detailed enquiry with regard ^ enquiry
pertaining to the organisation, product, nature of transaction and all other related aspects
stored the information he passes on to the interaction stage, where the custom having
organisation and obtains additional information, clarifies and ^ ̂^^^^acts with the
Wormadon. -"-ted

•i
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Terms of exchange, mode of delivery and oUrer things related to exchange, are settled at the
exchange stage Further coordinated effort on either side would lead the customers moving to
adoption of the product or service concerned, and that completes the acquisition process.
Step 2- Customer Interaction Management (CIM)i Interaction piays a iead role in budding
customer relationships. CM constitutes the customer reiationship technologies with
technology-based interacUve solutions. The interacUve channels that are currently avmlable
enable very effective customer interactive communications, which ieads to CM, which further
leads to interaction management is facilitated by commumcatron m

terirlf media, message, speed, accuracy, distance, content, reach, repetition etc. The custorner
interaction management stands for intensive interacUon between customers and the organis ,
which is supported by technoiogy-enabied mechanisms such as Internet.
CIM can assume the following routes.
♦ Online routes- e-mails, web communities, chat rooms.
♦ Offline routes- telephone, fax, mails, interactive television network.
♦  Retention: The focus of the organisations is more on customer retention than

'  customer acquisition. Customer retention is the process of keeping customers m tliesimp y on unending period by meeting the needs and exceeding the expectations
customer mv approach of converting a casual customer into a committed loyal
of those customers. It is me app
customer. system with a number of inter-linkages- beginning with what type of
CRM IS a comp obtaining efficiency in it. Unless an organisation has a
consumers s ^ concentrate on those aspects of CRM may not have cntical
holistic view o • j^portant dimensions of marketing. Online processing or customer caU-
linkages with t e o ^ successful CRM. A CRM has to start with a good database of
centres alone ^ historical perspective on them. For example, it should be possible
consumers and it s o specific strategies for prospects, first-time buyers, repeat buyers
for a CRM progranm into consideration these differences to qualify
and advocates. C j.Qgj-amme. This is important because a CRM programme has to be
consumers for a C its consumers and holds true in the case of both consumer and

industrial products.
F.-CRM: game. It's an extension of the game we have been playing since
E-commerce really is not a creating, maintaining, and expanding customer relationships,
the dawn of commerce die g ̂  century, it's important to know what e-commerce can do for
To play the game of busine g^pectations. Working with the touchstone of your CRM
you and how it's changing c offered by e-commerce to satisfy
smtegy. you will be able to use
your customers. strategy in three ways;

The Internet can enable your ̂
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Level 1: Gettag irionnation out to customer: The Intemet can provide an avenue for getting
infonuatton about your business and your products and services to your cuiient and potentij
customas. At Us most basic ievel, this means ietting them know you am them and how to reach
you m the real world . It can be as simple as a Web-based brochum that describes your products
and seivices and tells customers whem you are iocated and how to reach you by phdue
evel 2. Getting information back from customers: The next levei of sophisUcation means you

not on y provi e information to your customers, but also leam mom about themiaud ZTZ
The Internet allows you to collect all cnrfc 1 j . auu uum mem.customers. Sometimes this ml^ ruimerms y-
information. In other cases you may be able to couLt .° provide you usefiil
u  ■ -fu ■ ^ collect mformation that's very > useful to vour
busmess without interfering at all with the customer experience.Level 3. E-commerce sales: At its highest level, you can use the Internet to deliver products and
services to yoiu customers. You can have mutually mwardiug mladouships with customer! yt
me Lr, "'Tf cyberspace mlthe t chnoiogy avadabie today, you can seU yourpmducts over the htemet, mspond to custom^
quMions. o er a lUonai products and services based on previous purchases; and evaluate
customers satisfaction with your offerings- all without ever dealing with than h.
^-aging the Internet can free up resources to deiiver higher levels of value to customemrn::
Level 4. Getting Infonnation out to Customers: With haif of American households w
e internet, and the numbers growing throughout the United States and the world you d! Id

expect your customers to search the Web for information about you aTd ZI T
services. From a CRM standpoint, ifs heipfld to think about this level of luteZT ! Z'
ways, passive and active. tcrnet activity m two
Consumer Movement
The consumer movement is an effort to promote consuma protecUon through an
movement which is in many places led by consuma organizations It advcf, 7®?
consumers, especially when those rights are infringed by the acUons of c
and other organizations which provide products & services to consumers S^^^^^ents,
The terms "consumer movement" and "consumerism" are used as ^ •
writing. The traditional use of the term "consumerism" still practic d ™
organizations refers to advancing consumer protection and'^ ^°"^®niporary consumer
consumer protection laws, regulators policing these laws ed legislators passing
product testers who measure the extent to which

organizations which supply products and services mindfuU standards, cooperativeconsumer ment itself. The term "con^nm^w ^ ° consumer interest, as well as the
L/unsuiner rnovement" r^f *- i

groups an.) i^rassroots activism to promote con • nonprofit advocacy
corporatio's or policies of government so the v "^^erest by reforming the practices of

of "consumerism".
e 'consumer movement" is a subset of the discipline

Consumer is regarded as the king in modem marketincr t
consumer is given the highest priority, and everv fT ™ economy, the concept of
satisfaction. However, there might be instances wher^ encourage consumer
sometimes they are being exploited as well Therefor/^ consumers are generaUy ignored and

—  wen, ineretore. consumers come toppih^w f
'  r-hT iniirftft [ ■——— protecting
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their individual interests. It is a peaceful and democratic movement for self-protection against
their exploitation. Consumer movement is also referred as consumerism.
Features of Consumerism

Highlighted here are some of the notable features of consumerism -
•  Protection of Rights - Consumerism helps in building business communities and

institutions to protect their rights from unfair practices.

•  Prevention of Malpractices - Consumerism prevents unfair practices within the business
conununity, such as hoarding, adtilteration, black marketing, profiteering, etc.

• Unity among Consumers - Consumerism aims at creating knowledge and harmony
among' consumers and to take group measures on issues like consumer laws, supply of
information about marketing malpractices, misleading and restrictive trade practices.

•  Enforcing Consumer Rights - Consumerism aims at applying the four basic rights of
consumers which are Right to Safety, Right to be Informed, Right to Choose, and Right to
Redress; •

Advertising and technology are the two driving forces of consumerism -
•  The first driving force of consumerism is advertising. Here, it is connected with the ideas

and thoughts through which the product is made and the consumer buys the product.
Through advertising, we get the necessary information about the product we have to buy.

•  Technology is upgrading very fast. It is necessary to check the environment on a daily
basis as the environment is dynamic in nature. Product should be manufactured using new
technology to satisfy the consumers. Old and outdated technology won't help product
manufacturers to sustain their business in the long run.
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Unit-11

CONSUMER DECISION MAKING
DecMon making is an art and a science which has been studied over generations. Hie secret of
marketing lies rn le^mg what the customer wants and how to influence the customers decision
making process so that he buys our product above competition.
Behind a simple decision making process, there are many thought processes which influence the

cision making. A buyer may take an emotional, spur of the moment decision, or he may take a
well thought out and researched decision. Based on his observation Hiff
defined for decision making. ""servauon, different processes can be
Decision making mainly depends on the involvement of the customer. There are high
mvolvement products and there are low involvement products. Similarly ther?
products and industrial products. Involvement in industrial products will gLnerallte hT"""
compared to commercial products because the amount of investment in indL ' f "
huge. industnal products is also
Thus based on the above arguments, there are mainly 3 types of decision m.v
can be defined. akmg processes which

1. Extensive decision making process - This type of decision makinh nm ■
the product is a very high involvement product, possible a high Lve T
well. Typical examples include buying a house for a consum
manufacturing plant in case of industries. In both cases the ^
involved, and the decision making is extensive as the customer^'^
benefits. There are also risks involved in such endeavour. maximum
making is done. ' extensive decision

2. Limited decision making process - Buying a television or buvin
decision making process. When you are buying such white ^ ̂ ^
nominal and not very highi At the same time, you have some e is
as you regularly watch television and you regularly sit in cars^r'^"^"'^^ Product
much time on buying these products. Nowadays, the limited d spend as
further helped with the presence of online media, where ̂ ^^ision making process is
product w 'ie sitting at home itself. The speed of the limited ^
on the customer experience and his knowledge about the prod^'^'^^^" making is dependent
time he has to make th", decision. ^ well as the amount of

3. Routine decision mal 'ng process - Routine decisior. makin h
like buying a soap or shampoo. In this case, the custnmf>r ^ to day life

wotuincr IS more lilcplx/brand for a long time. He is unlikely to switch to different br ^
invest minimum time in routine decision making. There are a lo^t^'^^ he wants to
the routine decision making process, like regular advertisirg influence
because, the routine things are brought over and over a^ain And This is
such a customer, they are likely to reap long term profits from th" company gets

r  — ^^stomer.
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Thus, the above 3 are the different type of decision processes. Depending on the type of customer,
and the amount of investment in the product, the decision making process may vary from time to

Consumers are different. Although the decision making process is the same, they have varying
perspectives and this impacts the final decision. Consumer behavior models help a marketer in
identifying and understanding a wide range of variables that could explain consumer behavior. In
this way these models help a marketer understand and predict buyer behavior, and they help the
marketer formulate better marketing programs and strategies. Researchers have attempted to study
the dynamics of consumer decision making consumer behavior from varying orientations, and
various models have been proposed. These models have evolved from the economic paradigm of
the 1940s to the irrational, impulsive, emotional and vulnerable social consumer of the 1950s and
1960s to the information processor of the 1960's and 70s, to the cognitive a = J rational consumer

t l'980's. The purchase paradigms have also evolved; there is the cognitive paradigm, where
h e is regarded as an outcome of problem solving; the reinforcement paradigm, where.  arded as a learned behaviour; and the habit paradigm, where it is regarded as a pre-

■purcii^sc IS rc§established routine pattern of behaviour.
Models of Consumer (Approaches of Consumer) , . ,

I  roach the marketplaces differently; they go though the buying decision process: Consumers apF ^y internal and external forces. Researchers have attempted to
'  differently consumer decision making and they have classified four varying

understand t e underlying forces operating within consumers that could be employed
views and perspec ' Economic ii) Cognitive iii) Passive iv) Emotional.to approach the marketpia .
1. Econonu perspective of studying consumers, the consumer is regarded as being
According to t ^ competition; the
rational. The mo e alternatives; he has the knowledge and ability to rank all of
consumer is ^ rational decision. He takes a decision and makes a choice as after
these; and benefit, and the overall value in economic terms.

2. Cognitive ^eing a problem solver, who searches for products to fulfill his
The consumer is re^^^ based on information gathering and processing. The
needs/wants. Consum ^g^i^jons after a lot of thought and dehberation, so as to get
consumer is bel.eve^° ^maximum benefit and value. .
3. Passive View irrational and impulsive, who easily succumbs to the selling
Here, the consumer is jeg ^bat the consumers are submissive to the
arrd ^ marketer and the salespersons are powerful.

4. Emotion View emo-ional and impulsive, who takes decisions based on
The consumer is regar e efforts and create positive mood and emotions.
„„ods and emotions. Marketers m^
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Models of Consumer Behavior

I Hie consumer models refer to varying orientations and perspectives with which consumers
approach the marketplace and how/why they behave as they do. They refer to how the varying
onentations impact the buying decision process and overall buyer behavior. ; , i
Various models have been proposed by researchers; these.models can be classified as (a) General
models (b) Specific models. This section deals with the General Models and Specific Models of
CB.

I- General Models (Traditional models) . ■
There are four models that fall under this categoty, viz, Economic model, Psychological model,
Psychoanalytic model and Sociological model - 1 i
i) The Economic model: The economic model expl^s buying behavior from an economic
perspective, the assumption is that resources are scarce, viz. a viz unhmited needs; a consumer
seeks value: he wants maximum benefit at minimum cost. The economic models showed concern
as to how scarce resources were allotted to satisfy the unlimited needs and wants.-1
Economic models can be further classified into Micro economic models and iMacroeconomic
models.

a. Micro economic models:

The micro economic models focus on the act of purchasing; they focus on iwhat an averaae
consumer would purchase and in what quanUty; they also ignore why and how the needs/wants
get prioritized, and how the behavior is underpinned.

According to the micro economic view, consumers are rational in nature and value utilitv
With resources bemg scarce, they would ̂ locate money on their purchases in a way that satis&s
them maximally. The consumer decisions are thus based on benefit to cost raUo; the cons™
would s«t,e on an alternative that provides the highest ratio in terms of marginal uUUty

e limitation of studying consumer behavior with this orientation is that consumers are
not always rahonal, and they seek average /adequate satisfaction and not total satisfrnrZ
consumers assess the benefi, to cost ratio differently; they define the two variable W 1 i
benefit" vanedly; the issue is siihipprinrr. ■ ■ . >""idDies cost and

during the buying process. ' ""her forces that operate
b. Macroeconomic models:

The macroeconomic models focus on the overall irpmri ; .u

also impacted upon by buying patterns. They focus on thra^gTerateTowr ^

re"rrrmtr -
a) Relative income hypothesis: A persons' expenses ate:influenced by his social s,
group. With his income being constant, Jie relative,expenses and the resultant saviZ n
change, until and unless, there is a big change in the total income. The hypothesis hoir,.. T
and how much a consumer spends is not solely dependent on income but is influen d b
b) Permanent income hypothesis: Even if the total income increases, peopIe'LTtialirTh"
inertia towards spending as they want to accumulate wealth- so Durcha.ln^

'  Purcnasing pattern does not
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The limitations of studying consumer behavior with this orientation is that the view is

silent about other forces that operate during the buying process.

11), The Psychological model: The psychological model, also called the Learning Model or the
Pavlovian Learning Model, was proposed by classical psychologists led by Pavlov. Accordmg to
this model, consumption behavior and decision making is a function of interactions between
human needs and drives, stimuh and cues, responses and reinforcements.

People have needs and wants; They are driven towards products and services (stimuh and
cues), which they purchase (response), and they expect a satisfying experience (rewards and
reinforcements); Repeat behavior would depend on reinforcement received.

The model believes that behavior is deeply affected by the learning expenences of the
buyers- and learning is a product of information search, information processing, reasoning and
perception. Reinforcement leads to a habit formation and the decision process for an individual
becomes routinized, leading to brand loyalty. Consumers also leam through trial and error and
resultant expbriences that get stored in our memory.

The limitations of studying consumer behavior with this approach is that the model seems
lete Learning is not the only determinant in the buying process and the decision making,

totally ignores the role played by (a) other individual determinants like perception,
"^^tv (the sub-conscious), attitudes; as well as (b) interpersonal and group influences.pCTSon model: The psychoanalytic model was proposed by Sigmund Freud. The

to explain consumer behavior as a resultant of forces that operate at subconsciousmodel mes ^^^^umer has a set of deep seated motives which drive him towards certain
level. The mo
buying decisions

Not all of the behavior is understandable and explainable by the person. Also notconsciousness^^^^^^^^ explainable. Sometimes, the behavior may not be
all of human himself. Such causes can be understood by drawing
realized an ^nd casual probing.
inferences o contributions that have been made to the psychoanalytic

There have oe . . ,are a) Gestalt model b) Cognitive theory
approach; these jjjg model based on Gestalt principles (meaning "patterns and

a- Gestalt m emphasis on the perceptual processes that impact buying behavior,configaratio model, consumption behavior and decision making is based on how a
According t ^ stimuli (the product and the service offering and the 4 Ps) viz a
consumer pe his own prior experiences.

.  ̂ , viz. the extern ^ model proposed by Leon Festinger, views the consumer as one
,  { i b. Cognitive anxiety (dissonance), while he is making a purchase; this is

,  ,Ja' If -■ ^ Twith many alternatives, all of which seem desirable. Post-purchase,because he is ace further. There is an imbalance in the cognitive structure;
V-'. this dissonance mcr ^ ^

"  and the consumer tries S
Consumer eehavio"''^^



School of Distance Education

infonnation that supports his choice and avoids information that goes against it.
iv) Sociological model: The model is based on findings of Thorstien Veblen, and focuses on

the role played by social groups and social forces. A person's consumption pattern and
buying behavior is affected by social factors; his family, ffiends, peers, social groups,
reference group and culture have a major role to play. According to the model, man is
perceived as a "social animal", and thus he conforms to norms of its culture, sub culture
and groups amongst which he operates. Emulative factors and social influences have a big
role to play in consumer decision making.

Consumer behavior Models and Marketing Implication

MODEL

1. Economic

a. Micro

b. Macro

2. Psychological

3. Psychoanalytical

a. Gestalt

b. Cognitive

4. Sociological

IMPLICATTOIV

-Consumers' are price sensitive; they look out
OT a value proposition and thus buy those
orrerings that give them more benefit vis a vis
cost.

-As a marketer, this implies that he should offer
to customers a Value proposition. -Deals and
sales promotion can also impact '—
decisions to his favor.
Consumer purchases are

buying

puii-uascs aic affected by
fl

positive

product

uctuations in the economy.
-Consumers leam from experiences of self and
others.

-They would buy products and services that are
rewarding and would bring nnsitivo
reinforcement.
-Marketers should arrange for
demonstrations.
-They should also encourage trials: free
samples, testing and sales promotion can help
elicit trials.
-If the consumer finds the product usage
satisfying, he would go for a repeat purchase.
-While consumers may look for functional
benefits while buying a product, they are also
affected by hedonic elements. The marketer
also needs to understand the consumer psyche
and design the 4Ps accordingly; this has
implications on pricing and promotion.

This has implications for brand management;
branding, brand associations and imagery.
-This IS related to post- purchase behavior- the
marketer needs to help minimize 'the
consumer's post-purchase dissonance.

- A persons' purchase behavio7islffr7ji;n^
his culture, sub culture and social m-"-—-

group;

■ Opinion leadership and social group
appeals.
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n. Specific Models

There are three important specific models which explain consumer decision making - the

Howard-Sheth model of buying behavior, the Nicosia model, and the Engel-Blackwell-Miniard

(EBM) model. The Howard-Sheth model of buying behavior attempts to explain the complexity

of the consumer decision making process in case of incomplete information. However, is quite

complex and difficult to understand.

The Nicosia model explains the consumers' buying behavior from the marketers' perspective.

However, it fails to explain in detail the firm's and consumer's attributes and doesn't take into

account that consumer might already be having a predisposition with respect to a particular

product/brand.

The Engel-Blackwell-Miniard model assumes that the consumer approach is that of problem-

solving. It, however, lacks clarity regarding the influence of individual and environmental

variables on consumer decision making.

i) The Howard Sheth model (1969):

Howard and Sheth used the term buying behavior and not consumer behavior as the

industrial buyers and consumers are similar in most aspects. While the model was proposed in the

1960s, for industrial buying, the term "buyer" is used to connote both industrial consumers and

personal consumers. Through the model, Howard and Sheth, tried to explain buyer rationality

while making purchase decisions even in conditions of incomplete information. While they

differentiated between three levels of decision making, EPS, EPS and RPS, the model focuses on

repeat buying/purchase.

The model has four major components, viz., stimulus inputs (input variables), hypothetical

constructs, response outputs (output variables), and, exogenous variables.

a) Stimulus inputs (Input variables): The input variables refer to the stimuU in the environment;

they take the form of informative cues about the product/service offering; these information cues

could relate to quality, price, distinctiveness, service and availability.

The informational cues could be Significative, Symbohc, (both of which are commercial

and can bb controlled by the marketer) and Social (non-commercial and uncontrollable by the
marketer; family, reference groups and social class). All these three types of stimuli provide

inputs concerning the product/brand to a consumer.

•  Significative stimuli: Tlie product/brand information that the marketer provides, comprises
the significative component; it deals essentially with the brand characteristics. - Symbolic

"consume^^
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■3c stimuli: this is the psychological form with which a buyer perceives the product and
D; service offering (brand); it is figurative (verbal and visual product characteristics) and

perceptual and depends on how the offering has been positioned; it emanates from

It- advertising and promotion efforts. ;

U; • Social stimuli: this is the information about the product or service offering that comes
from the social environment viz. family, groups, society and culture at large,

b) Hypothetical constructs: Howard and Sheth classified the hypothetical ponstructs into two
major groups, viz., perceptual constructs and learning constructs. These constitute the central part
of the model and deal with the psychological variables which operate when the consumer is
undergoing the decision making process.

- Perceptual constructs: The perceptual constructs deal with how a consumer obtains and
processes information received from the input variables. Once the buyer is exposed to any
information, there is an attention; this attention towards the stimuli depends on the buyers'
sensitivity to information in terms of his urge and receptivity towards such information. Not
all information would be processed and the intake of information is subject to perceived

J' uncertainty and lack of meaningfulness of information; this is referred to as stimulus
ambiguity. This reflects the degree to which the buyer regulates the stimulus information
flow. Stimulus ambiguity occurs when a consumer does not understand the message from the
environment; it could trigger off a need for a specific and active search for information and
thus lead to an overt search for information. The information that is gathered and processed

■  may suffer from perceptual bias if the consumer distorts the information received so as to fit
his/her established needs/beliefs/values/experiences etc.

' • Learning constructs: The learning constructs relate to buyer learning, formation of attitudes and
opinions, and the final decision. The leaming constructs are seven in number, and range from a
buyer's motive for a purchase to the final satisfaction from a purchase; the interplay of the
constructs ultimately leads to a response output or a purchase. The motives refer tr> tu

10 the goals
that a buyer seeks to achieve through a purchase and the corresponding urge towards
the purchase activity. The brand comprehension is the knowledge anH inf •

.  ̂ "iiormation that the
buyer has about the vanous brands in his evoked set. The buver formej  dn order of nref
for the various brands; this order of preference is based on the choice '
mediators). The decision mediators are the evaluative criteria and the appp (decision
rules by the buyer to the various purchase alternatives. decisions

Based on the choice criteria, the attitudes are formed for thf. „ •
tiAc VSrvinc* jreflect the predisposition of the buyer; preference toward altemativ ^ attitudes

like/dislike towards the offerings. The brand potential of th^ i . and, feelings of
^«^nnines fte buyer',
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perception and confidence level of the brands that he is considering to purchase. The pturchase

intention is a cumulative outcome of the interaction of buyer motives, choice criteria, brand

comprehension, resultant brand attitude and the confidence associated with the purchase.

Satisfaction, another learning construct, involves the post purchase evaluation (whether

expectation from an offering matches the performance) and resultant impact (positive/negative)

on brand comprehension.

c) Response outputs (output variables): The output variables refer to the buyer's action or

response to stimulus inputs. According to Howard and Sheth, the response outputs comprise five

constituents, viz., attention, comprehension, attitude, intention and purchase. These could be

arranged in a hierarchy, starting from attention and ending up with purchase. ,,

a. Attention refers to the degree or level of information that a buyer accepts when exposed to a

stimulus. It reflects the magnitude of the buyer's information intake.

b. Comprehension is the amount of information that he actually processes and stores; here, it

refers to brand comprehension which is buyers' knowledge about the product/service category

and brand.

c. The attitude is the composite of cognition, affect and behavior towards the offering; the attitude

reflects his evaluation of the brand and the like/dislike based on the brand potential.

d. Intention refers to the buyer's intention to buy or not to buy a particular offering.

e. Purchase behavior refers to the actual act of buying. The purchase behavior is a cumulative

result of the other four constituents.

d) Exogenous variables: The Howard and Sheth model also comprises certain constant

exogenous variables that influence some or all of the constructs explained above, and thereby

impact the final output variables. These are explained as Inhibitors or environmental forces that

restrain the purchase of a favored brand; eg., importance of the purchase, price, financial status of

the buyer, time at the disposal of the buyer, personality traits, social pressures etc.

i  .l ii: ». I ■ 1 J ': '

;  I lij.r-.,' ..vtii: , .:h
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The Howard Sheth Model of buying
behaviour
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1.

Marketing Implication of Howard and Sheth Model

In their model, Howard and Sheth explain the buying decision process that a buyer undergoes
and the factors that affect his choice decision towards a brand. The process starts when the buyer
is exposed to a stimulus. As a result of the exposure, stimulus ambiguity occurs, which leads to an
overt search for information. The information that is received is contingent upon the interplay
between the attitudes and the motives. In other words, the search for information and the
conclusions drawn would he filtered by perceptual bias (that would he a result of attitude
confidence, search and motives). It may alter the existing patterns of motives and choice criteria'
thereby leading to a cL..nge in the attitude towards the brand, brand comprehension motives'
purchase intention and/or action. The final purchase decision is based on the interaction hetw
brand comprehension, strength of attitudes towards the brand, confidence in the nnr^v, ,^ purcnase decisionand purchase intention. The actual purchase is influenced by the buyer's intentions and inhih t
which he confronts. The entire process is impacted by various exogenous v^.r;oui

,  • • . o o vanaoies like theimportance of purchase, pnce, time available to make the purchase, social and nnit
,  , . cultural influences

etc. After the purchase, the buyer experiences satisfaction if the performance
11 ^^^cncs and gxpppHqexpectation; this satisfaction would strengthen brand comprehension, reinforce the

associated with the buying situations, and strengthen the intention to repeat purchase^ confidence
With a satisfying purchase decision, the buyer learns about buying in similar
behavior tends to g t routinized. The purchase feedback thus influences . ^^^^^ions and the

consumers'
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and intention.

The model is an integrative model that incorporates many of the aspects of consumer behavior;, it
links together the various constructs/variables which may influence the decision making process
and explains their relationship that leads to a purchase decision. It highlights the importance of
inputs to the consumer buying process. It was one of the first models to divulge as to what
constitutes loyalty towards a specific product. It helped gain insights in to the processes as to how
consumers' process information. The model is user friendly and is one of the few models which
has been used most commonly and tested in depth. However, the limitation lies in the fact that the
various constructs cannot be realistically tested; some of the constructs are inadequately defined,

and thus do not lend to reliable measurements.

ii) Engel, Blaclcwell and Kollat's Model: Engel-Blackwell-Mlniard Model of Consumer
Behavior:

The Engel, Kollat and Blackwell Model, also referred to as the EKE model was proposed .to
organize and describe the growing body of knowledge/research concerning consumer behavior. A
comprehensive model, it shows the various components of consumer decision making and the

relationships/interactions among them. The model went through many revisions and
modifications, with attempts to elaborate upon the interrelationship between the various
components and sub-components; and, finally another model was proposed in the 1990s which
came to be known as the Engel, Blackwell and Miniard Model (EBM). t

The model consists of five parts, viz. information input, information processing, decision
process stage, decision process variables, and external influences.

1. Information input: The information input includes all kinds of stimuli that a consumer is
exposed to and triggers a kind of behavior. The consumer is exposed to a large number of stimuli

both marketing (advertising, publicity, personal selling, demonstrations, store display, point of
purchase stimuli) as well as non-marketing sources (family, friends, peers); thus the various

stimuli compete for consumer's attention. These stimuli provide information to the consumer and

trigger off the decision making process.

2. Information processing; Stimuli received in the first stage provide information; the

information is processed into meaningful information. The stage comprises consumer's exposure,

attention, perception/comprehension, acceptance, and retention of information. The consumer is

exposed to stimuli (and the accompanying information); attention determines which of the stimuh

he will focus upon; thereafter he would interpret and comprehend it, accepts it in his short term

memory and retains it by transferring the input to long-term memory.

3. Decision-process stage: At any time during the information processing, the consumer could

enter into this stage. The model focuses on the five basic decision-process stages, viz., problem
recognition, search, alternative evaluation, choice, and outcomes (post-purchase evaluation and
behavior).

Cons', mp
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There is problem recognition; this is followed by a search for information, which may be
internal based on memory. The search of information is also impacted by environmental

influences. Thereafter, the consumer evaluates the various alternatives; while evaluation, belief
lead to the formation of attitudes, which in turn affect the purchase intention. The next stage is the
choice and purchase, which gets impacted by individual differences. Finally there is an outcome,
in the form of satisfaction and dissatisfaction. This outcome acts as a feedback on the input and
impacts the cycle again. Environmental influences, individual differences and social influences
directly and indirectly influence each of the stages of the decision process.

However, EKB proposed that it is not necessary for every consumer to go through all the
five stages; it would depend on whether the problem is an extensive or a routine problem-solving
behavior.

4, Decision process variables: The model proposes individual influences that affect the various
stages of the decision making process. Individual characteristics include constructs like
demographics, motives, beUefs, attitude, personality, values, lifestyle, normative compliance, etc
5. External inHuences: Hie model also proposes certain environmental and situational
influences that affect the decision making process. The environmental influences include "Circles
of Social Influence," like culture, sub-culture, social class, reference groups, family and Xr
normative influences; situational influences include consumer's financial condition

Marketing implication of the Model

The decision process compiises five stages from need recognition to outcome The outc
form of satisfaction/dissatisfaction acts as the input in then next cycle of a similar purch^!'! !
of the components rs cfcectly or indirectly impacted by environmental influences, IndividTal
differences and social influences. '

The model incorporates many constructs that impact consumer decision making. It tries to explain
clearly the interrelationships between stages in the decision process and il, • ■
They attempted to relate belief-atUtude-intention. An attemnr j ° ™ous vanables.
and specify functional relationships between the various constiTr ™ ° variables
adequately explain as to how each of these influences consumer decisr^ ml'^" T"
that there are too many variables; these have not been defined- the a i .
and the validity of the model has been quesdonable. The mcidel
proposed again as the Engel, Blackwell and Minlard (EBM) model.

■ t ' U ]
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EKB Model
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Word-cf-mouth can be a powerful pressure on buying behavior, and marketing strategies arel
designed to influence word-of-mouth. The increasing status, power and use of social media helps

marketers to take more benefit to reference groups in helping them to spread messages about their
.t

products and services.

In general, consumers search to increase satisfaction and evade pain. They wish to reduce the risk
of decisions they make and will spend more time in researching the purchase decisions that

signify a higher level of risk.

For example, low-cost and low-involvement products Uke shampoo will require less efforts and
worry on the part of consumers than high-cost and high-involvement products like cars,
computers or homes.

Consumer Behaviour
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Consumer involvement influences how consumers collect, understand and convey information,
make buying decisions and make post-purchase evaluation. As the level of consumer participation
increases, the consumer has better motivation together, comprehend, elaborate, justify and
understand the information. Thus, a marketer needs to understand the process in a proper manner
and design his marketing mix in a manner that can trigger the involvement process in his favor.
Example of IDEAL Fancy Dream Stores

Three facts were discovered by a survey done on a Fancy store which was particularly disturbing
which are as follow -

People found IDEAL Fancy Stores to be less friendly and helpful, as customers were generally
not allowed to search by themselves. Children got bored and hence parents often left the store
within few minutes after finishing their necessary shopping. They never browsed, searched or
spent spare time at Fancy Dreams stores, which could actually help in promoting more sales.

With lots of choices available in the market, consumers stopped up treating Fancy Dreams stores
as unique and exclusive anymore.

Implications

• New Strategies for New Times

The dynamic economic conditions are affecting consumer behavior, their perceptions and
attitudes. Consumers are changing their behavior in several different ways, situations and various
pnmary attitudes and values which express these changes. It is vital for us to re-look at the
consumer and bring back our understanding to well alter the marketing strategies.
Not all the consumers react to the environmental changes in the same way. Different consumers
have different reactions to the economic challenges. Reduction may be reflected in different
tangible and psychological ways or modes.

Manufacturers also need to offer a variety of different solutions and propositions to meet these
changes m their behavior. Therefore, different consumer segments may be affected at different
levels and growth may vary from segment to segment.

•  Find New Pastures

Growth may be easier to come through geographical expansion, than competitive battle in the
current markets. The impact of the slowdown is more definite in larger cities, though the smaller
towns and villages are also affected if they rely on export-based industries.
Hence, if growth may be challenged in the larger cities, it may be a good time to set forward and
explore new markets in towns, townships and villages. They are the markets, which are growing
at a faster pace and offer greater return for investments.
• Re-Look at your Brand Portfolio

The challenge is to offer value without • .ut compromising the image in the market.

Consumer Behaviour
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There are different strategies to deliver value - some are appropriate and some misguided, some
will damage the brand image permanently and some wiU keep the image undamaged but sUll help
to adjust.

Research shows that direct price reductions are likely to damage more than temporary dtscouuts
and decreasing pack sizes are more harmful than increasing pack size at the same pnce.
• Look at your Distribution Channels

A stressed economic situation not only changes the consumer, but also changes the sellers.
Consumers are normally more close to the brand than the retail store, hence their first option is

to change the brand, but try to find the brand at a cheaper price at another store.
W'th more time at hand and greater incentive to economize, more consumers are likely to shop at
verexcited markets than the pricier supermarkets and ease stores. The seiuch for value and

will also turn the shoppers to online shopping - the only channel that wiU grow evenbargains wiu »

faster than overexcited markets.

. Helping the Consumer

When opportunities are less and the competition is more vicious, the Chinese consumers will
want to enhance their skills and knowledge. Visibly it is very good news for companies teaching
sZhsh or computer programming or knowledge. However, the opportunity is not restricted to
these firms - the FMCG industry could also take more educative communication position - wine
mlers could try to educate the consumers about appreciating fine wines, cosmetic companies
could offer training on skin care and food companies could instruct on diet and nutrition.
.  FamUy, Home, and Security

• n is the supreme time to catch up with friends; relatives take their children to the parkRecession is uit. f t. 1.1 r

■  arents and in the process enjoy emotional waimness to compensate for the coldness ot
and visit par

the fiscal climate.

.  .re likely to pay a deep price for this, with parents having more time and fondness as
rhe children are :/ t j ^ r

„„ewed determination to help their children with their studies. This offers opportunities
■  house consumption, than out of house consumption, which in many categories such

to promote in-n^alcohol, is more eapensive.

,  romninnication
A  hilt also the message, which needs to reflect the current consumer mind,

t iust the prouuci uui.
of nowadays needs to reflect sentiments of care and protection,

The communrcatioh messages
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rational and careful behavior, perfonnance and value these tones of communication, which always
appealed to the Chinese consumers, are likely to find even gmater meaning in these times.
• Go Digital

•I

For the largest internet population in the world, internet has been a tool of enlertainment and
infonuadon - less a tool for commerce. However, the original baniets are being overcome and
consumers are discovering the joy of internet shopping. ■

■tlie attributes of consumer connect with internet shopping are variety, enables detailed evaluation
and comparisons and getting the product at compeUtive piices. These are the attributes the buyer
will be looking in the period of fiscal slowdown.

• Keep a Permanent Hand on the Pulse of the Consumer
Things are changing at an ercepUonal pace. As a result, so is the consumer atmosphere and
sentiment, which wffl have an effect on their decision-making and the brands and products Tat
they buy. If marketers do not feel their pulse all the time, they could go wrono n
i; f f ® One cannot justs en o the consumer once a year - marketers need to put their ears firmly on the
listen to every change of beat, every tone of the consumer ]mood and continue m r:
strategy. to find tune of the'M

'i I

•r. ;l' rjiJfi

■■ . .bo:( .

.  .;tc; ■

'N itir

ifi/~(.

n-
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Unit-12

PROFILE OR CHARACTERISTICS OF THE INDIAN CONSUMER
The Indian consumers arenotedforthehighdegreeofvalueorientation-Suchorientationto value has
labelledIndians^soneofthemostdiscemins.consumersintheworld.Even,luxury brands haveto
designauniquepricmgshategyinordertogetafootholdintheIndianmarket.hrdianconsumershav^

a high degree of family orientation. This orientation in fact, extends to the extended family and friends
as well Brands with identities that support family values tend to be popular and accepted easily in the
Indian market. Indian consumers are also associated with values ofnurturing, care and affection. These
values are far more dominant that values of ambition and achievement. Product which commumcate
feeLgs and emotions gel with the Indian consumers. Apart frompsychology and economics, the rolemstory and traditioninshapingthe Indian consumer behaviouris quite unique.Perhaps,onlyin India,

° e sees traditional products along side modem products. For example, hair oils and tooth powder
existing with shampoos and toothpaste.

Different Segments oflndian Consumers

The Socialites

*  • • es belong to the upper class. They prefer to shop in specialty stores, go to clubs on weekends,^  Idagoodamountonluxury goods. They arealways looking for somethingdifrerent. They are
^'^^^^^fjxclusiveestabUshmenls.Theygoforhigh value,exclusive products. Socialites arealso
^ ry branding conscious and would go only for the best known in the market.

The Conservatives
onservatives belong to the middle class. The conservative segment is the reflection of the true

^"'luure. They are traditional in their outlool autious in their approach towards purchases;
^  family than in partying and focus more on savings than spending. Slow in decisionspend mo ^ of information before making any purchase. They look for durability and

making, t ey^^^ ^ conscious. They prefer high value consumer products,
functionality affordable one. These habits in turn affect their purchasing habits
but often hav middle and upper middle level priced products.
where they are trying tog

^  TheWorki ̂  growth in the late nineties. This
Theworkingwomen The working woman today has grown

segmenthasopene^^
out of her long s ||y good, ifnot better. Working women have their own mind in decision
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•  India's Rich

India s rich can be categorized into five major categories as follows:
a. The Rich

These people are upwardly mobile. Some of them in this category are Double Income No Kids
(DINK) households. They spend more on leisure and entertainment-activities than on future
looking investments. Across the category, backgrounds are distinctly middle class. They aspire,
therefore, to attain the super-rich status.

b. The Super Rich

There are less DINK fanuhes here than in the rich category. The Super Rich are mainly
profess.onals and devoted to consumerism. They buy many durables and are status conscious.

c. The Ultra Rich

There is no typical profile of the ultra-rich. There are some DINK households of middle-level
Some single earning households are of first generation entrepreneurs. Some rich

farmers, who have been rich for a long time, belong to this categoiy.
d. The Sheer Rich

y  ot have a homogenous profile. There are joint families as well as nuclear families in this
category. They consume services preatlv , . . r™greatly. They own multiple cars and houses. They aspire to
social status and power.

e. The Obscenely Rich

They are first-generation entrepreneurs whn ^ .
.  , , - made it big. Some of them are techies. A variety
of people belong to this category. Thev are n.ct , ,
™  equivalent to the rich in the developed countries
They crave for exclusivity in what they buv Mnsf "_  , ̂ y y- Most prermum brands are relevant to them.
• Rural Consumer

About three quarters of the Indian population are in tu
,  • 11 ■ u T j- in the rural areas and with the growing middleclass, especially m the Indian cities; the spill over eff« . r
f„u 1 tn 1 m. T j- effect of the growing urban middle class is alsofelt in the rural areas. The Indian rural market has been n. •

1  -I,- growing at 3-4% per annum, adding morethan 1 million new consumers every year and nn«, o i^ 6
rnnsiimntinn r.f f t " ^ccounts for close to 50% of the volumeconsumption of fast-moving consumer goods CFMnr'N • t

J in Inclis. The niark'ct oiizc of tfip ffjctmoving consumer goods sector is projected to more than double to 93 7S b 11" b 9mn
from the present US$ 11.16 billion. As a result, it is becomi ^
moving consume goods as well as consumer durables. '"iportant market place for fast
•  Increasing Awareness of Indian Consumers

Over the years, as a result of die increasing literacy in the countr
television, foreign magazines and newspapers there is p ■ west, satelUte

,  . en . ucie is a significant increaseawareness among the Indians. Today more and more coi. umers are sele " consumer
products/services. This awareness has made the Indian consumers Quality of the
sources for purchases such as organized retail chains that have a corpora^
the accountability is more pronounced. The consumer also seeks «o pu^ h
his/her feedback is more valued. ^ from a place where
Indian consumers are now more aware and discerning, and are knowlerio k. u

T  — technology.
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products and the market and are beginning to demand benefits beyond just availability of a range
of products that came from 'trusted' manufacturers. The hidian consumers are price sensitive and
prefer to buy value for money products.
Marketing Strategies

Online Marketing

Currently, the products Indian consumers are buying through online are greeting cards, clothes,
CDsA^CDs/DVDs, cassettes, books, magazines, medicine and educational matenal. The popular
online shops in consumer include:
www.ebay.in
www.shopping.rediff.comwww.reliablegreetings.com
www.shopping.expomarkets.com

i=> Celebrity Influence

This is an important tool which is able to influence Indian consumer buying oehaviour. In India,
1 b^Ti^ are being increasingly used in marketing communication by marketers to lendce e n les products. With the visual media becoming more popular the use of celebrities

person^y j^^creased. Celebrities create headlines. Their activities and movements are
in the T me surprising
being c o y^ celebrities in advertisements has become common practice. In India
therefore t at u^^ look for the reasons as to why companies are increasingly using
especially, h is heroines. Consumers ILke advertisements more if
celebriues. ̂  ^ celebrities in the advertisements. When a consumer likes the celebrity in
they are admirers celebrity says about the advertised
the will develop more positive feelings toward the advertisement and the brand
product and ther attention and retain attention by Uieir mere presence in
itself. Famous celebnties

't"''v'''i'';""orientedOuUe,s^ Quality ^ expensive brands as they feel that price is an
Indian consumer j^own brands in selected product range,
indicator of qua | established retail outlets hoping that these outlets
consumers are hkeiy
carry quality products.
^ Freebies ij^haviour is influenced by freebies. Freebies are consumer products

Indian consumer purchases of selected products above a certain value. TVs, washinggiven free of charge as ^eadymade clothes are some of the product categories in which
machines, refrigerators, Freebies generally comprise tooth paste, soaps, detergent,
freebies are given to Indi
cooking oil etc.

ci> Eco-Friena y started affecting marketing of products based upon

The environmental aware jjjjjan consumers are likely to buy environmentally responsible
their eco-friendliness. In could be to select more ethical and ecological
products and packs. The^ packaging, which i. also convenient for consumers, thus, balancing
responsible products an commercial considerations. Consumers in India are taking lead in
environmental concerns wtth
7^;;^ui^ehaviour
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prompting manufacturers to adopt technologies to produce eco-friendly products.
Changing Trends in Indian Consumer Behaviour
Bulk Purchasing

Urbamsation is taking place in India at a dramatic pacd and is influencing the Ufe style and buying
behaviour of the consumers. The working urbanites ;are depending more on fast and ready-to-
serve food, they take less pain in traditional method of cooking and cleaning; -Bulk purchases
from hyper ^

stores seems to be the trend these days with purchasing becoming more of a; pnce-a-week affair
ra er t an frequent visits to the neighbourhood m^ket/store/vendor. Th? ̂popular growing
o oppmg trend among urbanities is purchasing from super markets to hyper stores.
Trendy Lifestyles

The current urban middle and upper class Indian consumer buying behaviour to a large extent has
western uence. There is an increase in positive attitude towards western trends. The Indian
consumer as become much more open-minded and experimental in his/her perspective. There is

ponential growth of western trend reaching' the Indian consumer by way of the media
ng abroad. Foreign brands have gained wide consumer acceptMce in India, they

inciuae items such as; j

> Beverages

> Packed food, Ready to eat food, Pre-cooked food, canned food ■ >> Personal care products. , , .

> Audio/video products , p, !
> Garment and apparel Footwear !
> Sportswear and Toys ' '
> Gift items ^'

Foreign brands vie increasingly with domestic brands for the m-nw- , •
Buyers'Market growing market m India.
The sellers' market is slowly moving towards becoming the h . ,
economic liberalization policies were initiated in 1991 ma ^the Indian market and product variety has also increased
are being eliminated and tariffs significantly reduced and this ha". ̂  '
goods made available in India. Indian consumers have alwav. n > . consumer
the hberalization, they now have a choice of foreign products
Consumer Spending Behaviour -a-vis the local products.
The way Indian consumers are spending their money on various item, h u
years. The share being spent on the bWis (food and beverages! h f T ^
1992-93 to 44.8 per cent in 2012-13. Other items hrLel^^^ -
medical and healthcare spending has increased from 3 5 per cent
expenditure over the same period, a compound growth rate of 19 71 per cent
on transport and communication has grown at 13.2 per cent ' s ' Spending

;  ir;) r:.
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CONSUMER DTVOLVEMENT

Consumer involvement is defined as a state of mind that motivates consumers to identify
with product/service offerings, their consumption patterns and consumption behaviour.
Involvement creates within consumers an urge to look for and think about the product/service
category and the varying options before making decisions on brand preferences and the final act
of purchase. It is the amount of physical and mental effort that a consumer puts into a purchase
decision. It creates within a person a level of relevance or personal importance to the
product/service offering and this leads to an urge within the former to collect and interpret
information for present/future decision making and use. Involvement affects the consumer
decision process and the sub processes of information search, information processing, and
information transmission. As Schiffman has put it "Involvement is a heightened state of

that motivates consumers to seek out, attend to, and think about product informationwit*

nor to purchase". It is the perceived interest and importance that a consumer attaches to the
ition and consumption of a product/service offering.

^  Krugman, a researcher is credited with his contribution to the concept of consumer
ent According to him, consumers approach the marketplace and the corresponding

^"^duc^e^'^® offerings with varying levels and intensity of interest and personal importance.
TOs'is referred to as consumer involvement.

Uonsunier InvolvementNature ^ inner urge that creates within an individual an interest/desire to hold certain

^  duct/seUce offerings in greater relevance/importance.
Involvement possesses certain properties

2* ^ Qf Strength and intensity that determines the degree of involvement that a
It could be high or low. A highly involved consumer would actively

consumer collect facts, compare the various brands against each other on the
search for assess differences and similarities between the various alternatives and
basis In other words, they collect process and integrate information very
finally make a c ^ regarding the brand choice. On the other hand, a
intensely, and " not make so much of effort in collecting and processing
consumer low j^g alternative brands and taking a decision.
information about v^^^^ consumer remains in this heightened state determines the level

The length o situational interest in the product/service category; or it
of persistenpe.; It coul ^
could be JPflg or all of the elements of the marketing mix. A person may show

'it is directed towar features/attributes and benefits), the price, the store or the
involvement towards P (advertisement/sales promotion etc).
dealer or even me promo"""''
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3. A mechanism underlies the very process of involvement. As a process, involvement is
mpacted by certain "antecedents" that get restrained by "moderating factors," and finally affect
its degree of intensity and level of persistence.

Antecedent factors: There are certain factors that precede and lead to involvement; these are
referred to as antecedents'; Antecedents to consumer involvement include the following-
a) The person himself and the individual determinants like motives/needs;
leammg/experiences; interests; attitudes; personality; lifestyle/social class/interests/values- etc
have a bearing upon consumer involvement. Products which relate to self image and personalitv
lead to high involvements.

b) The object, stimuli or the productyservice offering also affects involvement. The greater the
product differentiation, the greater would be the level of involvement. Varying yet comparable
brand alternatives also impact the level of involvement. Involvement would also be impacted bv
features, benefits and associated value of various brand offerings; brand image and equitv and
very importantly the associated risk levels. Products which possess high levels of risk incr
level of consumer involvement. ^

c) The situation: The occasion/situation/reason of purchase also have a bearing on the 1
of consumer involvement; for example, while gifting to a person special to oneself, we are car^ri
about the product or the brand. Also, for gifting to self or to near and dear ones on s e^' 1
occasions, we are extremely conscious of the kinds of products and the brands we bu
opposed to routinized regular purchases. Further, social pressure (shopping alone versus sho""^'"
with fnends), also impacts the level of involvement. When alone we may eat at any place o
at any ouUet, but when we are with peers and friends, we are more conscious of the bran7
buy and the places we shop in. Social visibility also impacts the level of involvement; the le
consumer involvement increases in case of social visibility of both the product categoiw as w'^n
the purchase activity. Finally, die time commitment to purchase (leisure versus time const T
also affects our level of involvement. Irrespective of the fact that the product is of n" v!
involvement type or that the person beais personality traits making him a high invll
consumer, he may not be bale to expend much time on a purchase activity, due to time constrJ"'?
and need to make quick decisions. This is referred to as decision imminence. " ̂
Moderating factors: The factors that can restrain the impact of antecedents so as to imn. i u
level of involvement include "

a) The opportunity available to the person to collect and collate facts and itifotmaU
b) His cognitive ability to process information and dtaw conclusions;
c) Time available in hand.

4. The antecedents, moderators and the properties of involvement finally c
response in terms of information search, information processing, information trans""^"'^' ^
purchase decision and post purchase behaviour. Consumer involvement affects the
consumers seek, process, and transmit information, make purchase decisions ̂
purchase evaluation. ^ rnake post

Consumer Behaviour
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a) Information search; Highly involved consumers or consumers involved with a product
category would actively search for information about the product category and the various
alternatives, in contrast to consumers who are low on involvement. While the former, would be

active seekers of information, the latter would be passive recipients. Active seekers would look

out to various sources of information and would put in deliberate efforts towards information

gathering.

b) Information processing: The information processing activity would vary across high
involvement consumers viz a viz low involvement customers. Highly involved consumers would
process product information with greater depth; they would make conclusions about brand

preferences based on arguments and counterarguments; they would tend to get emotional charged
either favourably because of likeability of the brand or unfavourably because of dislikeabihty of
the brand. They would also evaluate more alternatives.

c) Information transmission: Highly involved consumers talk about the product/service
category and the various brands available with great ease and level of interest, as compared to
consumers who are low on involvement in the product category. Information transmission takes
place via word-of-mouth, positive when the brand seems favourable, and negative, when it seems
unfavourable.

d) The purchase decision-. The purchase decision, i.e. to buy or not to buy, or to buy brand X
over Y, is complex for a high involvement consumer than for one on low involvement.

e) Post purchase behaviour: Consumers who are high on involvement make post-purchase
evaluations about product usage more critically than those on low involvement. It is
noteworthy that high involvement consumers are more difficult to please and satisfy; and
the marketers need to put in a lot of effort to satisfy them. This is because they not only
have a bearing on their future purchase, but also on purchase of others who are
opinion seekers.

Types of Consumer Involvement:

Depending on whether the involvement is short term or long term, consumer involvement could
be of two types, viz., situational and enduring.
1. Situational involvement: This is a state of arousal directed towards attaching relevance to a
person/object/situation for a short term. As an affective state, it creates a level of involvement
when a person thinks about a particular person/object/situation. It is specific to a situation and is
thus temporary in nature. It could vary from low to high, depending upon the situational factors.
For example, a old lady suddenly decides to gift a Lenovo laptop to her grandson on his birthday.
She is not techno savvy and has little interest with the product category. She goes to the
electronics mall and visits the various stores that sell computers and laptops. She collects
information on the product features, prices, etc and finally takes the help of her old aged
neighbour to reach a final decision. Her involvement with the purchase activity would be regarded
as a situational involvement.

2. Enduring involvement: When the level of involvement towards the product/service
category extends over a period of time across situations, it is referred to as enduring involvement
Consumer Behaviour
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The person shows a high-level of interest in the product category and spends time collecting and

processing information and integrating it within his memory. For example, a person desires to buy

a laptop for his son to be gifted to him when he goes to college, which would be three years later.

The father plans well in advance, tries to collect information through advertisements, brochures,

trade joumals, visits to dealers, and word of mouth from peers and colleagues..; Within this period

he gets involved with the product category and after three years is in a position to take a decision

based on the facts that he has collected. This is referred to as enduring involvement. Enduring

involvement with a product category often gives bnth to an opinion leader.

An opinion leader is a person who holds interest in a particular product/service category, and
becomes a specialist; he makes efforts to gather all information about the; category, the brand
offering etc.; he talks about and spreads the information and the knowledgfe that he possesses.
When a person wants to make a purchase, he seeks the advice and guidance of such an opinion
leader who helps him make a decision. Opinion leaders are product specific. In the example
above, if the lady approaches her neighbour and takes his advice/guidance because the neighbour
is young, techno savvy and knows a lot about electronics and in particular laptops, she would
actually be taking help of what is known as an "opinion leader".

Consumer Behaviour Models Based on Involvement;

Consumer involvement affects the ways in which consumers seek, process, and transmit
information, make purchase decisions and make post-purchase evaluation. As the level of
consumer involvement increases, the consumer has greater motivation to gather, comprehend
elaborate and assimilate on information. A marketer needs to design his marketing mix in a
manner that he can activate the involvement process to his favour, and marketing communication
has a key role to play. A few models have been proposed that are based on consumer
involvement; these are discussed below.

1. The Low-Involvement Learning Model:

As explained in the previous section, low involvement products are those products that
inexpensive or maybe moderately priced; they are low in value and risk; and are freq
purchased. Often, they are purchased as a matter of routine. Example, toothpaste soa h

For such products, the consumer gives little thought, and feelings may not be formed
product until after the purchase has been made. So the tri-component cnanit;^^

j  . , , . . , , ' to on, attitude and
behaviour are arranged m a manner such that cognition leads to behavinur r- „

finally leads
finally to attitude.

Marketing communication through audio visual media, i.e. TV and radioifollows this
•Through the advertisement, the marketer educates the consumers about his nrr.^

j  4. JVC A ■ oauct offering and
the brand; this may be a new product or a modified version of an existilip

product; he tries to
create awareness and form beliefs about the brand. ^ ^

2. The Learn-Feel-Do Hierarchy Model; ,

With implications for marketing communication, the feam-feel-do^hierarchy m
proposed by Vaughn and his colleagues in the 1980's at Foote, Cone and Rpiri- ^

•  • ^ciQingj thus it also
acme to be known as the FCB Matrix,. Consumer decision making varies a.-

across the nature of
Consumer Behaviour
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product/service offerings. According to the model, some purchases are backed by a lot of
cognition and thinking, while others are based on feelings and emotions. The combination of

these reference points produces a strategy matrix. The marketer has to choose appropriate
strategies for different kinds of product/service offerings. He needs to analyze the nature of his
product, and design his promotion strategy accordingly; the advertising medium should relate to

the product category.The leam-feel-do model is a simple matrix that links consumer decision
making and consumer choices to three components which are information (leam), attitude (feel),
and behaviour (do). The matrix classifies consumer decision-making along two dimensions,
high/low involvement and thinking/feeling.

a) High Involvement/High Thinking: This quadrant of the matrix consists of high
involvement and thinking, typically sigmf5dng higher level of rationality. Products that
fall into this quadrant are high involvement products, where decision making involves a
lot of thinking. Because of the nature of product/service offerings that fall in this category,
consumers have a high need for information. Also, consumer decision making is driven by
economic motives. Examples of products that would fall into this quadrant include cars,
laptops, real estate etc as well as innovative products. The strategy model is learn feel

do.

b) High Involvement/High Feeling'. This quadrant is representative of situations which are high
involvement and high feeling; while there is a level of involvement, information and thinking is
less important than the feeling factor; this is because such purchases are related to the person's
self- esteem. The affect component is stronger than the information factor. The person is drawn
by the feeling, emotional and psychological motives; and, they become a "feeler" about the
product. Examples include sports cars and motorcycles, fashion apparel and jewellery, perfumes
etc. The strategy model is feel leam do.

c) Low Involvement/Low Thinking: The third cell requires minimal effort on the part of the
consumer, both in terms of involvement and thinking. It actually results from habit
forming within the consumer (or the doer), as a result of habitual buying and purchase. He
becomes a reactor in the sense that whenever he has a need, he reacts and immediately
purchases whatever brand he has been purchasing. Over a period of time, almost all
products would fall into this quadrant. Examples of products that would involve the low
involvement/thinking dimensions include staples, bread, stationery, soap etc. The strategy
model is feel leam do.

d) Low Involvement/Low Feeling: The products that fall in this quadrant signify low
involvement and low feeling; yet, they promote self satisfaction. Consumers buy s xh
products to satisfy personal tastes, many a times influenced by peer influence at ■ social
pressures. Examples

include cigarettes, liquor, movies etc. The strategy model is do feel leam.

3, The Level of Message Processing Model:

The level of involvement has an impact on the information gathering and processing. Based on
this premise, the level of message processing model states that a consumer's attention to
Consumer Behaviour
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advertising is influenced by varying levels of involvement, and runs across pre attention, focal
attention, comprehension, and elaboration. Each of these levels is indicative of different level of
message processing, and is explained as follows:

a) Preattention: This level of involvement requires only a limited processing and, thus the
desire is just to gain some amount of familiarity;

b) Focal attention-. A degree greater than the first stage, here the consumer concentrates on
' j

the message source and context, and becomes receptive to basic information like

. , . product/brand name and usage. , ,

c) Comprehension: At this level, the consumer focuses on the message content and tries to
understand it in terms of features, attributes, benefits, price, availability etc.

d) Elaboration: During this highest stage of involvement, the consumer integrates the
message into his memory, forms beliefs and either adds to or modifies the information that

already exists in his memory.

4. The Product versus Brand Involvement Model:

This model assesses consumer involvement at two levels, product and brand. A consumer may be
involved with a product/service category but may not be necessarily involved with the brand. The

converse may also be true, where he may be involved with the brand and not with the

product/service category. According to the model, consumers can be classified into four types
according to their involvement with the product/service category and with the brand. These

categories are: Brand loyalists. Information seekers. Routine brand buyers and. Brand switchers.

PKODUcr iNvOLVHiwieisnr
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I ci vol\-« ni (in I

■t
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{nvolvc^xkiciic

lll^H Involvement:

rjraiid loyalists'

lr»roni-iatipr» scek-crs

.I-'O'Vk' Involvemeu't.
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a) Brand loyalists: Brand loyalists are consumers that are highly invt^lyed with the product
category as well as the brand. As both product and brand are of hjgh involvement the
marketer should provide information about the product category a§ well as the brand' As
the consumers are involved with the brand as well, they exhibit bran^cl loyalty

b) Information seekers: This is a consumer category that is highly involved with thecategory but shows low involvement with the brand. The consumers here do n t^thir^
much about the brand, show less preference towards the brands and would
established a preferred brand; brand loyalty is absent in most ca<jPo

,  r, , • rr t ' maybe very low
in a few cases, buch consumer put m efforts to search out cnllcp-t ■"uect information about the
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product category and the various brands. After they have processed such information and
compared the various options, they make a decision on which brand is best.

c) Routine brand buyers: Routine brand buyers are not highly involved with the product
category but shows involvement with a particular brand within that category. They tend to
show a level of loyalty towards the brand, although they are not particularly interested in
the product category. If and when they need to use a product, they patronize a particular
preferred br^d only.

d) Brand switchers: Consumers who fall in this category are neither involved neither with
the product category nor with the brand. They buy anything they can get hold off and not
particular about the product or the brand. As the term suggest, they keep on switching
their brands. They do not have an emotional bond with any brand. Generally, such
consumers are price sensitive and respond to price.

Consumer involvement has implications for a marketer.
Consumer involvement affects how consumers gather, comprehend and transmit information,
make purchase decisions and make post-purchase evaluation. Thus a marketer needs to
understand the process and design his marketing mix in a manner that can activate the
involvement process to his favour. The study of consumer involvement can be useful for a
marketer in the following ways:

1. The study of consumer involvement helps a marketer assess how the majority of your
target market relates to the purchase of the particular product/service category, in terms of
high/low involvement.

If the majority of the target segment views it as a high involvement, the decision making becomes
rational, although there may be an emotional and egoistic element too. For example, while buying
an automobile, a rational mind would look to mileage, engine etc.; an emotional mind would
think of colour, aesthetics, style; and an egoistic mind would relate it to pride and prestige. On the
other hand, if the majority of the segment treats it as of low involvement, the decision making
becomes emotional. _

2. the marketer could gain insights into high involvement and low involvement purchase
situations, and accordingly bring about changes in his marketing strategy.

For high-involvement purchases, the consumer searches for information extensively; thus a
marketer the marketer needs to provide information about the product category as well as the
brand. Marketing communication should focus on product features, attributes, benefits etc.
Information on brand differences also needs to be emphasized upon. Longer format media need to
be used hke (i) print in newspapers, magazines, journals and brochures; (ii) videos. As far as low-
involvement purchases are concerned, these are generally routine in nature; the marketer needs to
use emotional appeals. Attempts should be made to create and maintain brand loyalty. Point-of-
purchase stimuli, store display and attractive merchandise can also help boost sales. Advertising
should focus on audiS visual media through emotional appeals.
5. If a marketer is confronted with both high involvement and low involvement segments, he
can deal with both ifee segments separately by bringing about changes in the marketing mix.
However he needs to'take such a decision after understanding the size and potential of each of
such segments; if onl^ a small segment operates on a low-involvement or on high involvement,
may not be feasible to cater to both.

Consuriiit Behaviour |
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Unit-14

PURCHASE DECISION MAKING PROCESS

Marketers are interested in consumers' purchase behaviours, i.e., the decision making process.
The consumer decision-making process consists of five steps, which are need recognition,
information search, evaluations of alternatives, purchase and post-purchase behavior. These steps
can be a guide for marketers to understand and communicate effectively to consumers. One note

is that consumers do not always move in the exact order through the process; it can depend on the
type of product, the buying stage of the consumer and even financial status.

The consumers' decision maldng is a choice amongst various alternatives that address
problematic issues like: What to buy; Where to buy; When to buy; How to buy; How much to
buy. Consumer decision making involves a continuous flow of interactions among environmental
factors, cognitive and affective processes and behavioural actions. Consumer's decisions are
based on knowledge, affect and behaviour related to the marketing mix.

Stages in Consumer Decision Making Process:

Consumer buying behavior is the study of an individual or a household that purchases products
for personal consumption. The process of buying behavior is shown in the following figure -

Lov/-invp|i/»m»nt purchasa High-involv®m»nt purchasa

Nominal

decision-making
Limited

decision-making

—  -»■

Extended
d^isi on-making

Problem recognition
(selective)

Problem recognition
(genenc)

Problem recognition
(generic)

1 f

Informalion search
(limited internal'

Infcirnation search
(internal, limited

e!<temal)

Infcmialion search
(internal, external)

' ■

Evaluation of
alternatives

Evaluation of
altematives

■ 1 r

Product choice and
purchase

Product cnoice and
purchase

Product choice and
purchase

i ' < f

Poa curctisse
action

No dissonsnce,
very limitftd
evaluation
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action.

No dissonance
11 mitftd

evaluation

Post purchase
action, No

dissonance,
complex (

e\'atuation

♦

There are common five stages in the consumer decision making process. These
1. Need recognition/Problem recognition
2. Pre-purchase information search
3. Evaluation of alternatives

are
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4. Purchase decision

5. Post-purchase outcome and reactions Each of these stages is explained as follows:

1. Need recognition/Problem recognition:

This is a stage of perceiving a deficiency/need. A need could be triggered off by an internal
stimulus or an external stimulus. For example, a person is thirsty and feels like having a cola
drink. The stimulii^ is internal. On the other hand, while walking across the street, he sees a
hoarding which shows a person having a frosted, chilled cola, and he too desires to have the same,
the need is said to have been stimulated by an external stimuli.

]  1

A need or problem recognition could be simple or Complex.

a) Simple: Simple problem recognition is similar to Structured Problems; they occur
frequently as a routine and can be dealt with automatically without much effort.

b) Complex: Complex problem recognition is similar to Unstructured Problems; they occur
infrequently as unique and non-routine and need considerable effort to be solved.

A need or problem recognition could result when: ^
a) The Actual State changes (AS type):
• The product is failing, or the consumer is running short of it;
•  There is a problem that exists.

Consumers who react in such situations are called AS Types. Example: A product stops
functioning and the customer needs a replacement; e.g. A refrigerator; Samsung One door:
Standard;

b) The Desired State changing (DS type):

•  there is an imbalance between the actual state and the desired state

•  another product seems better and superior to the one that is being currently used;

Consumers who react in such situations are called DS Types. Example: The product is
functioning properly; but the consumer wants to buy an upgraded model; e.g., the refrigerator is
functioning properly; however, the customer wants to buy another one which has more features
and is more modem; Samsung Two doors: Deluxe: Frost free;

Which of the particular styles operates' depends on the product or service in question as well as
the situation.

Whether a problem is an AS or DS Type also gets affected by an individual and his personality
Some consumers are j\.S Types, who realize that there is a problem after it has arisen, and so they
go in for a purchase; they are reactive by nature; e.g. The consumer reacts after the refrigerator
breaks down. Other consumers are the DS Types, who want to upgrade to better/newer products*
they are proactive; E.|. Want to purchase a newer model of the refrigerator.
A need is recognized in any of the following simations:

a) When a current product brand X is not performing well.

b) When the current product brand X is nearing depletion.
c) When another brand Y seems superior to the one currently owned, X. I
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2. Pre-purchase information search:

After a need is recognized, the consumer goes for an information search, so as to be able to make
the right purchase decision. He gathers information about the: Product category and the
variations.

(i) Various alternatives

(ii) Various brands.

The amount of information a consumer will gather depends on the following;

i) The consumer: demographics (age, gender, education), psychographics (learning,
attitudes, involvement, personality type)

ii) Product category: differentiation and alternative brands available, risk, price, social
visibility and acceptance of the product.

iii) Situation: time available at hand, first time purchase, quantity of information required,
availability of information.

Types of Search Activity:

The information search activity may be of various types, viz, specific, ongoing and incidental.

(i) Specific: This type of search activity is specific to the problem and/ immediate purchase;

it is spurred as the need arises, and the consumer actively seeks information. Example: student

enters college and needs to buy a laptop so that he can work on his assignments.

(ii) Ongoing: Here the search activity is a gradual process that could span over time.

Example: the same student has been thinking of purchasing the laptop since the past five years,

and over these past 5-6 years, he has been gathering information specific to the laptop as a

product category and also about the various brands available.

(iii) Incidental: This is a by-product of another search activity or experiences. Consumers

absorb information from their day to day routine activities and experiences. Example: the student
goes to a mall; he has gone there to help his mother buy a microwave oven; there in the store, he
attends a demonstration of a new laptop that is being launched.

Information Sources:

The information sources are of two types:

i) Internal sources: This includes the consumer and his self. He recalls information that is
stored in his memory (comprising information gathered and stored, as well as his experiences,
direct and indirect). Internal sources seem sufficient when:

•  It is a routine purchase ^'

•  The product is of low involvement

ii) External sources: Here the consumer seeks information from the external environment.
External sources of information include:

•=> Interpersonal communication (family, friends, work peers, opinion'leaders etc )
Marketing communication or commercial information (advertisements, salespeople
company websites, magazines etc.) t' P >

■=> Other public sources (editorials, trade maaqyini-c ar,,!'  ® magazines and reports, consumer awareness
programmes on TV, Internet etc.)

Consumer Behaviour
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Repeat purchases: If the consumer is satisfied, he would buy the brand again. Repeat purchases
lead to brand loyalty. The consumer may further have to make decisions on
,1 Where to buy from? (Place: Reaybrick and mortar or virtual/onUne),
;  mom to buy from? (Which store: Depends on reputation of seller, past ex^nence, «c.)

men to buy? (Time: Emergency or RouUne; during season, off season, sale, rebate to.)RisnotetrythatUurchaseintentionldesiretobuy the mostpreferredbrand) may no. always
result in a purchase decision in favour of the brand; it could get moderated y.
(1) Attitudes of others; and
(2) Unexpected situational factors.

T» o* niirrhase outcome and reactions:

M purchase outcome and reactions contains two stages; Stage I comprises Post purchase
•  • niccnnance and Stage 11 comprises Product usage and reaction,

'rTporpuXse «e Dissonance: This is a feeling of tension and anxiety that a
'  xoeriences after the purchase of a product. The consumer begins to have a feehng

""'n'tv with respect the performance of the product and begins to doubt his purchase decision
"1 decision was the right one? He begins to ask himself die following questions:

a) Have I made the right choice?
b) Have I purchased the right brand?
N  Have I got value for money?
1 Fox »d the sour Grapes is a perfect example of CogniUve Dissonance.dissonance generally occurs in cases where;

decision making and purchase relates to a high involvement product;
The purchase acUvity is irrevocable;

,  me consumer cannot return the product;
'  various alternatives have desirable features and are all comparable,

The alternatives are also unique in some way or the other.try to reduce this dissonance by:
Consu „„re product information;

®  Gaming m productftirand;(11) Discussing ^ reassurances.
(ill) Going " j^^rs employ to reduce cogniUve dissonance are by:
Other methods is bie right one.

Rauonahxing ^i,„al) that supports and recommends the chosen
Rp.fer to data tp

t4>

c:> Refer , to
product^rand. product/brand to reassure their choice.

Make others buy dissonance by providing guarantees and

Marketers also employ „ forums and communicaUon and follow up with th^warranties, membership to company
customers.

■^r^^Behaviour
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External sources are resorted to in cases where:
•  Past knowledge and experience IS insufficient.
.  Tlte product is of high involvement and the risk of making a wrong decision

high.

different alternatives available on certain criteria. This involves.
11 Generation of choice alternatives;
)  Identification of evaluative criteria: Attributes and Benefits;

®  -ile generation of alternatives, a consumer moves
from an evoked i3 set of alternatives that he actively consider

wIL making a purchase decision; these exist either in his memory or feature prominen y
•  tiiP environment. The consumer perceives them to be acceptabe.in the envi . consumer excludes

Tneot set: These are those alternatives from the evoked set tha
^  f further consideration, as he perceives them to be inferior and unaccepta e.
f !t are those alternatives from the evoked set that the consumer excludes
from further consideration, as he is indifferent towards them and peiceives
without much advantages or benefits.

^ Choice set: This comprises the final set of one or two bran
^rfatlnn of Evaluative Criteria: Attributea and Benefita: These are obiective and

■  oarameters of the brand that the consumer regards as impoitanl, and uses as s an arsubjective parameter evaluates the different alternatives
•  natp among the various alternatives. The consumer ev c uto discriminate am g .-en makes a final choice. They are features that a
rvr few or many of these features and then maices a iinaion one or tew or n > these could be functionayuUlitanan in nature

rrter considers in choosing among alternatives, these CO r- . a
consumer con / ,„r.rinnalAiedonic (emotions, presUge etc.). The

(benefits, attributes, features), or subjective/emotionai/ti
major evaluarive catena are. a nrihutes Brand image. Evaluation of Quality, Price, &
^ Economic: Face, Value (Product Attnbutes, urai

Features). utv self-concept and self-image. Lifestyle etc.
Behavioural: Need/motivation, Personahty, sen con f
Cocial influences: Group influences environmental issues etbociai r fhoice amongst alternatives: The consumer

A „ii ration of Decision Rules to make a final i r — ^ —iii) Applicatio . _ , . help a consumer simplify the decision process; the
„3es cedaiu decsmn vules. The ,3 „ 3imphfy ti.e evaluation process.
various evaluative cmena me Competisatory rules and Non-compensatory tules.
There can be two kinds c eciston _ ^ 3,^„„3 evaluative criteria are listedcompensatory ndes: Under —" J ,„„as. A lower

::-r: rratrlaug o„ anodter; - a .gher r^
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attribute would compensate for a lower rat-ino- , """ "
are ranked; the one with the highest score beinl" """hT ""
select the brand that scores the hiahest ' t ° '""sutner would then
Contpensatory^les could assunte two

" wS~rat:teT:rrt ■"
intpotrance; thereafter, the attnbutraf::^™^:;'^"^^^^^ ™ttie weights. The weighted scores are then totaled ''

another; i.e. a higher rating on one atttibute would n«tr"°?; ^ <»■
The consutner would then select the brand that scores the h h " ""
that have been evaluated. Non-compensatoty rules 000!^"" altemadves
disjunctive and lexicographic assume three forms: conjunctive

'■ «r,.* — r rr'—- -
Disjunctive rule: a minimally acceptable cut off • t • '
attribute. The brands are evaluated, and the h h u established for each
on any of the attributes is selected.' ' at falls above the cut off point
Lexicographic rule: The various attrih.,.
importance. First, the brands are evaluated olT
most intportant. If a brand ranks considerablv h b u"
■t is selected. In case the scores are cotnnetit ® °°
the attribute considered next in importance

Sometimes the applicadon of one rule may not be enough- A h a
reach a final decision. another may also be applied to
Compensatory rule: The consumer chooses that laptoo wht k o - a
balances the good and bad ratings with each other. ^
Non Compensatory rules:

onjunctive rule - The consumer chooses that laptop that has k d ^
Disjunctive rule - The rnnc. u . no bad features.the consumer chooses that laptop that hac e i
Lexicographic rule Th« u P P "at has at least one good feattire.gi apnic rule-The consumer chooses that lanfnnth of u .all features ^ P the best on the most important of
4. Purchif . liecision:
After the consumer has evaluated the various alternatives n i . •
purchases may be trials/first purchases or repeat purchases particular braiid. Consumer
Trials/First purchase: Trials could be elicited through market testin. u ' '
tactics such as free samples, coupons, etc. through promotional

11.

ui.
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;:pea. pu— If me consumer is sacMed. he would buy toe brand again. Repeat purchases
1  d to brand loyalty. The consumer may further have to make decisions .f Xr t buy ftoni7 (Place: Real/hrick and n.^^^ ,a) Where to y ,,™. Depends on reputation of seller, past experience, etc.)

. rrat a purchase intention (desire to buy the most preferred brand) may not always
lllll" iuTpurchase decision in favour of the brand; it could get moderated by:
(1) Attitudes of others; and(2) Unexpected situahonal factors.

a.v>oGP niitconie and reactions:

'•''"'"rrral outcome and reactions contains two stages; Stage I comprises Post purchaseThe pos and Stage n comprises Product usage and reaction.
cognitive DJ a,e This is a feeling of lension and anxiety that a
Stage I: P P ^ The consumer begins to have a feehng o
consumer exp „f a.e product and begins to doubt his purchase decision

Crer tUecisioo was the right oue7 He begins to ask himself the following questions;
Have I made the right choice?

b) Have I purchased the right brand?
N  Have I got value for money?

me Fox and Ihe Sour Grapes is a perfect example of Cognitive Dissonance.rnmitivedissonancegenerallyoccursincaseswhere; , ,

0° The decision making and purchase relates to a high involvement product,
(ii) The purchase activity is irrevocable;
e.• -N The consumer cannot return the product;

The various alternatives have desirable features and are all comparable;
l\ The alternatives are also unique in some way or the other.Snsumers try to reduce this dissonance by;

®  °^Ts!irw» oter satisfied customers who have bought the same productArand;(ii) Diseussi reassurances.
(iii) Going to reduce cogniUve dissonance are by;
Other methods ^bat they have made is the right one.
^  Rationalizing visual) that supports and recommends the c osen
^  Refer i to data kv
product/brand. product/brand to reassure their choice.

Make others y .ggjes to reduce this dissonance by providing guarantees and
Marketers also employ fomms and communicauon and follow up with thewarranties, membership toe
customers. :



stage n: Product usage aud reactiou: After the purchase, the consumer uses the product and re

r° ^ phase
(i) acts as an experience and gets stored in the memory;
(ii) affects future purchase decisions; t' r
(m) Acts as a feedback. There could be three situations that can arise- ■ •'
^ Perfo™ance meets expectations: This leads to a neutral feel ' " ' u- , .

more suitable alternatives next time.

^ Performance exceeds expectations: The customer is satisfied and this m t
feeling. He would tend to repeat purchase and it would 1 h u ' ^
also spread posidve word of lutt ' He would

==> Performance falls short of expectations: Here thp r-ncfr. •
a negative feelinp Thp ru t i j ' ^o"^er is dissatisfied and this leads togauve feehng. The customer would search for other alternatives exfess etrevances
spread negauve word of mouth and may even resort to 1. i gnevances,
that the five staged decision making process is not so simrteT' " "
making process is an intetplay of reactions amongst a eo„ "
and behaviour on the one hand, as weU as the environmentTf
Further, the procedure may not always follow a linear orde a °°
not always proceed through all the five stages- it wn„iH decision making may

I.enatureoftheproductWandlowinLwemer'"^ :
The purchase situation (emergency or planned or routine)- i '
The personal characteristics of the consumer; and ' i ' '
The type ofproblem solving (EPS, LPS and RPS) n

Buying process and implication to the marketer
An understanding of the consumer decision making proce
appropriate marketing strategies. He can also model his ^ marketer formulate

implications of understanding the dynamics of consumer b marketing mix accordingly. The!• Need/Problem recognition ^ <^scussed as follows:
a. A markeler can create an imbalance between die actual n„H H ■ a
of the purchase de ision process. uesired state; it would trigger
b. He can launch newer models; markptJn„
c. He can focus on botl functional (utilitari^'^r^"" ^
product purchases could offer emotional (hedonic) benefits that the
d. He can activate a need through communication
2. Pre purchase information search

a. Marketing communication has an important rnip .u-
K T-u 1 . j ^me at this stage.0. ITie marketer can identify the sources of information that
these to present information about his product and service ff generally Access and use
c. The marketer can also identify the functional or hedonic utihT^ d
"consumer Behauiniir I ^ usc appe^jg accordingly
122 '
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d. This would help create the right kind of cognitive and emotional touch point so as to elicit a

rr— to provide .he right kind of information a. - right ,« and at
" I'ter must make sure that his product and service offering forms a part of the evoked
r;"— products: the marketer should ensure that information is availahle. For
L involvemem products: he should use emotional appeals. POP strmnh etc
2  Evaluation of alternatives:
The marketer shpnld be careful that his product is:
i) position^ and promoted well;
iif is readily available and displayed well; . . j
iiil The product feamres prominently in the evoked/consideranon set; and,

The highlights those attributes and benefits that are regarded as most important
A which thev are most iikely to evaluate while selecting an alternative,
should inform and educate the customer about the various criteria to use for

riln of dtematives. While doing so an intelUgent marketer should focus on diose attnbutes,
where his product is better and/superior.
3. md beTimtul to stock the product at the right place at the right time so that the

"tto has made a decision in favour of the brand can have access to the product; else meconsumer ^ r„3, nn,e

promotional tactics such as free samples, coupons, etc.
For should make sum that he has saUsfied the customer at the first time.

•i) That his offering is a part of the evoked/consideration set.
He should aim towards creation of brand loyalty.

^r:x:rn":" — .he dissonance that the consumer faces and
reassuri^him ,bout the various attributes/features and
i) ® , jQ offer jn comparison with other alternatives.benefits^hat me^ro ̂  ^ customer and address queries and concerns it any (e.g. follow

""Marketers' assurances widl respect to warranties, guarantees and exchange can also pacify
to cognitive dissonance state. ,f,oquently asked questions); satisfied customets'

iv) Company websites wl g ,oU free numbers etc) can also prove to
A Kinas- and customer carecomments and blogs, an

be helpful.
"consumer B^iour
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Diffusion of Innovation

According to Rogers "Difftision is the process by which an innovation i.
certain channels over thne among the members of a social sZ • Kfft
concerned with the spread of a new product an innovation from its sole r,r'° """"
pubhc. AdopUon is a micro process that focuses on the stages througrwb V
consumer passes when deciding to accept or reject a new product. DifiusL of to
process by which acceptance of an innovation (new products or new seZTr „e dZ
spread by communication (mass media, sales people, infotmal conversatiorto m b "
target market over a period of time. members of the

sion is the process by which an innovation is communicated through certain rh
a penod of time among the membets of a social system". An innovation is CZ
object that ts perceived to be new by an individual or other unit of adoption" "C
a process in which participants create and share infotmation with one anTther? 7 " "
understanding." another to reach a mutual
Elements to Diffusion of Innovation
There are four main elements to the diffusion of innovations. They are:

.  nnovaticn - Any item, thought, or process that is viewed to be new bv the
2. Communication - the process of the new idea traveling from one

from one channel to the individual. ' ^°ther or
al System - the group of individuals that together complete a cn r

4. Tinre^ how long i. iahes for ihe group io adop, an toovTuZtr Z"™'
adoption for individual rate of

Innovation

Vanous approaches which have beenlaken to define a new product or a new so ■ ■a. Flrm-nriented definitions: A fitm ofiented approach treats the newZoT
the perspecuve of the company producing or marketing it. When the
it is considered to be new. "new" to the firm
b. Pr^uct oriented definitions: Prodnct-oriented approach focuses on th r
in the product itself and on the effects these feamres Three types
Continuous innovation having the least dismptlve Influence on estaZT '""W be
introduction of a modified product, rather than a totallv new 7 '°™lving the
Microsoft Office; dynamically continuous Innovation which may Lolve to"
product or to modification of an existing product en d 7
discontinuous Innovations requiring consumers to adopt new b!r ™ P'^yats;
machines, Internet behaviour patterns e.g., XV fax
c. Market oriented definitions: Judges the newness of . nr ri •
consumers have to to new product. The defuiitions could be °'''"'»"™ch exposure
• A product id considered new If It has been purchased bv a r t • '

percentage of the potential market. relatively small (fixed)

Consumer Behaviour I
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A product is considered new it it has been in the tnarket for a relatively short (specified)
crsume^riented deflnltions: A new product is any product that a potential consnnter
r„ew All new products introduced in the ntarket ntay not be innovanve. An

ridea practice, or object perceived as new by an individual or other unit of
^  ° lie key words here are percephon and new. New product can be an inrproved verstonadoption. The / Millennium in place of Windows 97) or an enttrely
of an P ^ be considered an innovation untd
new product „ogh, be perceived new by (i) the company
and unless It is pe individual consumer.
launching oP computers) product (cell phones with camera) channels (online gift
The process ^ car) etc, may be new for the company, but may or
sites), custom ^ ^ consumer.
may not be per , nf innovations it is important to understand that you are not just
When studying ^ i„„„vaUon through a society but rather die spread of different kinds of
looking at the spre^ ̂  ̂jj^iety. As stated earlier, an innovaUon is an item, thought, or process that
innovaUons teou^ but not necessarily to the world.
is new to a cen
Adoption bon diffuses through a society you must first understand how one person
To realiso how an i ^ consumer take as tliey accept a new
adopts an The process can be broken down into five stages. Keep in mind that
product, idea, adoption of innovation occurs.
these stages occm awareness. At this stage the innovation is

1  The firs s knowledge of the product. Because of this

'"w^Lfonnation the person does not feel the need to nin out and find out more
° , on mueh less consider consuming it. The awareness stage merely sets theinformation, i""
ri«/nrk for the following stages. .

stage is interest. Here the person decides to invest time and energy tnto
out more about the innovation. At this point the person feels good about te

tion but does not really know how or if it ean be useful in thetr own hfe. The
staee is purely to gather knowledge, not to decide whether to adopt.

'""tod stage is evaluation. Here the person firsts begins to make a dec.sron abotrt the
^on How could 1 use it? Do 1 really need it? Would it be to my advantage if 1 had

C are all question the consumers ask themselves during the evaluaUon stage. Then
novation appears to be positive for tiieir Ufe ttiey will try it out. It die innovation

baTargative connotation to the individual they may seek the advice and knowledge of
b,eir peers. ,be iodividnal physically gives

^ This leads m ^ ^ ^^at they are looking to find
the innovation umovation can fit into their needs and desires,

out during this tnai sutg
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Research proves that most people will not adopt an innovation without personally testlne
it first to see if it really "works".

5. The final stage is the adoption stage. Here the individual uses Information that they have
gat jed m the interest and evaluation stages and with the outcome of the tiial stage
decides to adopt the innovation. At this point in the adoption process the individual not
only adopts the innovation but embraces it for the future

6. ^ere is. however, another possible stage to adoption process. After the individual adopts
fte they may decide to reject it for whatever reason. This decision to reject the
innovation after agreeing to adopt it is called discontinuance

There are five main categories of adopters.
1. Innovators

These are the risk takers. They are the ones who put themselves up i„ front r. ii .n
well educated and have a high income to absorb a mistake. They are the smallest"^'^^ 7 T
two and half percent. They enjoy die rush of taking a risk but they also mew Irt"" ,T
consequences of failure. willmg to accept the

2. Early Adopters
This group are the nest thirteen and a half percent. They are highly educated n h i n .•
rnnovators but are more visible and respected among their peer! Early ad 1 i
the adoption process determining the time an innovation will be adopted"! h

zrr rii: * r* '.tt -"person, ̂ ey generally take a long time to fiiiiy adopt an innovation. Cl ̂bl
education and income but are followers in their social groups.

4. Late Majority

They jump on right after the average person. Their education and income r •
not willing to take a chance unless the majority has already fully adonted T
for the late majority to adopt are either economic or peer pressure but ar ^
group also contains thirty-four percent. ^ constantly weary. This

5. Laggards

This is the final adoption group and it consists of the final sixteen percent Thev a
with the past than the future. They are skeptical of ail new ideas and frequentW
adopt an innovation diere is a new one already beginning to take its place. Their eduea!"'
small and generally laggards are socially surrounded by other laggards
These five categories have developed through years of research and observation fa the H-«. ■
process in many different fields. Aidiough there are exceptions in each group upa le
general breakdown of adopters of innovations. ' ^ives a good
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Consumer Behaviour- Emerging Issues

With the advent of technology, consumers now have access to all kinds of information regarding
every product and service they want to avail. Consumers have become smarter, their tastes and
preferences have changed. What used to be the luxuries of life have now become the necessity.
The competition has increased and brands are struggling to beat the competition. Let us examine
some of the issues in the field of consumer behavior that has emerged these days because of the
overall advancement of technology and people.

Consumer Behavior - Past and the Present

It is clearly evidtn' that consumer of yesterday didn't had choices to choose from they have to go
to different shops to shop their needs and requirements

Consumers had low buying power, and were more cost conscious as compared to brand /
quality conscious.

The Focus Yesterday was to fulfill the basic need instead of impressing others.

Issues in Consumer Behavior

Consumerism has been identified as the root cause of the emerging issues in consumer behavior.

Consumerism is used in context of advancement of consumer oriented tendencies, marked by

availability of a variety of manufactured consumer goods and active advertising of the products in
various media.

To offer products and services that are in demand, today's marketers need to identify the factors
that influence buying behavior. Some of these factors are mentioned below -

Quality

Consumers are now interested in items that deliver a variety of features along with quality. Today

consumers look for products that are long lasting and reliable. This feature has increased the time
invested by the manufacturers in choosing the quality of components to be used in making these
products.

Added Advantage

Today consumers want to experience something new and are inclined to shop from the place
where they get added advantages. For instance a store offering special discount.

According to ConsumerAffairs.com, 35% of consumers state that they are more likely to shop at a
store where special promotions or discounts are available.

Marketing Apps

Today cell phones create another venue for consumers to do a variety of things. Cell phones today
are not only used to make phone calls or send messages but to perform a variety of other
functions, such as shop and surf the Internet. This has led to increased consumer convenience
where they can shop from anywhere across the world.
Consumer Behaviour and Cross Culture

A consumer's level of exposure towards foreign goods or lifestyles may influence his buying
decisions and preferences. Consumers tend to have an attitude when it comes to a particular
product being made in a particular country. This attitude might be positwe, negative, and neutral.
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Cross-cultural consumer analysis Is defined as the effort to determine to what extent the
consumers of two or more nations are siirular or different.

A major objective of cross-cultural consumer analysis is to determine how consumers in two or
more societies are similar and how they ̂  different. Such an understanding pf the similarities
and differences that exist between nations is critical to Ae multinational marketer, who must
devise appropriate strategies to reach consumers in specific foreign markets.
The greater the similarity between nations, the more feasible it is to use-relatively similar
strategies in each nation. If they differ in many aspects, then a highly individuahzed marketing
strategy is indicated. ^

The success of marketing and servicing in foreign countries is likely to be influenced by beliefs,
values, and customs.

Here we have listed some of the best companies which are considered to be valuable, as they have
understood the pulse of consumers and their tastes. Coca Cola, Microsoft, IBM, Toyota, Disnev
Intel, McDonald etc..

Online Consumer/Purchase Behaviour
The internet has played a significant role in our daily life in that people can talk through the
internet to one who is actually on the other side of the Earth, can send email aroupd the clock, can
search information, can play game with others, and even can buy things online. Meanwhile,
Internet shopping has been widely accepted as a way of purchasing products and services. It also
provides consumer more information and choices to compare product and pricp, more choice
convenience, easier to find anything online. Online shopping has been shown to provide more
satisfaction to modem consumers seeking convenience and speed. On the other hand, some
consumers still feel uncomfortable to buy online. Uck of trust, for instance, seems to be the
major reason that impedes consumers to buy online. Also, consumers may have a need to ex ^
and feel the products and to meet friends and get some more comments about the products bef^
purchasing. Such factors may have negative influence on consumer decision to shop online
IS an essential matter to smdy consumer behavior towards online purchasing. Whether it is o l^
or offline, the consumer buying process almost remain the same. The process of making d
are very similar whether the consumer is offline or online. But one some major differe
shopping environment and marketing communication. According to traditional consume
model. Consumer purchase decision typically starts with need awareness, then i^f
search, alternative evaluations, deciding to purchase and finally, post-purchasing behav'
The basic principles remain the same in both online and offline businesses but priorir h
change. On area which becomes crucial in online business is Customer Support ̂
One can f f your website with as many details, descriptions, FAQs, specificaf
mstructu ns as you want, and still the customers will be willing to communicat
company representative before they make some purchase. Not to mention its in, ̂
dealmg with the after sale queries. Staff should be fully capable of man
customers because the word of mouth spreads faster in cyber world.
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Mostly three types of supports are used for online consumers; you can choose all three or any of
them.

• Email Support

• Live Chat

•  Telephone Helpline n. t .
E-mail Support

The most wi'dely used, most convenient and a must for any online business regardless of its
nature. You provide them with your e-tiaii'aildress so they can write their complaints, concerns or
comments in detail. They don't need to wait for business hours and it gives the business and the
customers, a bfi'ance to explain their pbsitioh in a detailed manner.

Live Chat

More and moirW businesses are now providing "Live Chat" option for their customers. Customers

are not required to log into some specific inessenger of anything like that. All they need to do is,
click on the live chat icon and a new chat window will open, where they can type their message,

which will be replied by the business representative accordingly. There are many free services
available at internet to facilitate you in providing this feature to your customers.

Telephone Helpline • ><

Large businesses all over the world depehU on telephone help lines as their primary source to

provide 24 hours support to Aeir customers. This rhethod is a little bit costly and not really
necessary for sinall business^es. However, this can be very effective if you are able to afford such

service. Also this is the most express response your customer can get from you.

With the evolution of online comfnunication trough internet, customers now see online
advertisements of various hfan'ds. It is fast catching up with the buying behavior of consumers

and is a major source of publicity for niche segments and also for established brands. This is the

new way of digital revolution and businesses worldwide have realized their worth. Examples —

Online catalogues. Websites, or Search engines. When customers have sufficient information,

they will need to compare with the choices of prod 'cts or services.

Following diagram shows the online purchase pro*.ess
,  • '' ■
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Other stimuli: Personal and
Environmental Uncontrollable Factors

OeiTtcgraphic. personal, cultural,
sociological, fjconoinic, legal, environmental etc.

Marketing
stimuli
(Traditional
Marketing Mix)

Buyer's Decision Process

Problem identirication. Search,
Trust building, Evaluatio,n of
alternatives. Choice, Post-
Purchase Behavior

Buyer's
Decision
Product choice

Brand rtwtoe
Dealer choice

Purchase timing

Web Experience:
Online Controllable Marketing Factors

< I V

.nr

■■ ;
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Online Customer Behavior Process

According to the above figure, in the search stage, they might look for the product reviews or
customer comments. They will find out which brand or company offers them the best fit to their

expectation.

During this stage, well-organized web site structure and attractive design are important things to
persuade consumers to be interested in buying product or service.

Stage 1

The most useful characteristic of internet is that it supports the pre-purchase stage as it helps
customers compare different options.

Stage 2

During the purchasing stage, product assortment, sale services and information analth, o
seem to be

the most important point to help consumers decide what product they should select or what sell r
they should buy from.

Stage 3

Post-purchase behavior will become more important after their ofiHn^. u ^
"imue purchase. Consumers

sometimes have a difficulty or concern about the product, or thev mi oJif „"ity uugni want to change or return

the product that they have bought. Thus, return and exchanee servip^c&  v-i viv-cs oecome more important at

this stage.
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Factors of Online Customer Behavior

The first elements to identify are factors that motivate customers to buy products or services

online. They are divided into two categoiies - extema- "actors and .

•  The External Factors are the ones beyond the control of the customers. They can divide

into five sectors namely demographic, socio-economic, technology and public policy;

culture; sub- culture; reference groups; and marketing.

•  Internal Factors are the personal traits or behaviors which include attitudes, learning,

perception, motivation, self image.

•  The Functional Motives is related to the consumer needs and include things like time,

convenience of shopping online, price, the environment of shopping place, selection of
products etc.

•  The Non-Functional Motives related to the culture or social values like the brand of the

store or product.

Filtering Elements

Customers use these three factors to filter their buying choices and decide on the final selection of

stores they are willing to purchase from. They use the knowledge to filter their purchase options
by three factors -

•  Security
■! .

•  Privacy

•  Trust and Tmstworthiness

In 2012, two management professors Ujwala Dange and Vinay Kimar from Priyadarshini
Engineering College and S. B. Patil Institute of Management respectively proposed a model for
online customer behaviour.

The FFF model takes into consideration intemal and external factors affecting consumer buying

behaviour. It then proceeds to discuss various filtering elements customers will apply to make a
selection of a store to purchase from and revised filtered buying behaviour based on their final
selection. Graphically the model representing customer journey to purchase online are depicted
in the following diagram;

,I ff " JlClt J 1 . ' ■

;'-fv:;! . , ■ 'rt fo' " '' - •

Jfi vy' - in rz hi I' -.
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1. Factors , .,

Starting from left, the first element Kimar and Dange identified are factors that motivate
customers to buy products or services online. They divided them into, two categories: external and
internal.

The external factors are the ones beyond the control of the customers. They can divide into five
sectors: Demographics, socio-economics, technology and public policy; culture; sub- culture-
reference groups; and marketing. '
Internal factors are personal traits or behaviours ̂ d include.attitudes, learning, perception
motivation, self image, and semiotics.
Based on such factors customer develops what Jagdish Sheth, a professor of marketing at Emory
University defined as two distinct types of buying motives: functional and non-functional.
The functional motives relate to consumer needs and could include things like time, convenience
of shopping online, price, the environment of shopping place, (i.e.; couch buying), selection of
products etc.

The non-functional motives relate morj^JOjthe cultureior spciaf v^ues like the brand of the store
or product for instance. . t i ,

2. Filtering Elements
'ssn : ■ ■ • HI: ).t' .Kimar and Dange recognized secunty, privacy and, tpist as fhrp^ hurdles to online purchases

Customers use these three factors to filtpr their buying, choices and, decide on the final selection of
stores they are willing to buy from. In other words, if your store doesn't pass your customers'

^"^ ̂stworthiness criteria, they won't buy from you. Even if you are chR5.t,or ̂
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Compared to traditional brick and mortar shops, online shopping carries more risk during the
purchase process. Customers recognise online as a high level risk purchase and have become
aware of what might happen with their data online. They use that knowledge now to filter their
purchase options by 3 factors:
•  Security

It's an unfortunate characteristics of the iitemet that information there could be easily lost or
stolen. Your payment details or personal information could easily be retrieved from a database it
is stored in by the shop for instance, as we have seen recently with few major security breaches.
Customers are growing more aware of the dangers of stolen data from the web. And they filter
their purchasing alternatives against security criteria.
•  Privacy.

Another type 6f risk online is having personal information handed over to or stolen by 3rd party
companies to send unsolicited emails and spam to customers. Even though the results of privacy
breaches may not be as severe as losing your financial data, it can still cause a great deal of
frustration and diminish trust in stores.

A lack of trust in a store's privacy policies is a serious obstacle for many customers. Similarly,
many customers look for reassurance that their data will be protected and not handed over to any
3rd parties for further use in marketing.

•  Trust and Trustworthiness

Online trust is essential in building any relationship with customers. There seems to be however a
diminishing trust in online merchants. This is especially true when it comes to smaller, niche
stores. Customers focus on Amazon and other giants, shops with big brands behind them and
don't apply the same level of trust to a smaller shop. So if you run a store selling bike storage for
instance, you should work hard to build a high level trust among your customers to be picked up
for the order.

3. Filtered Buying Behaviour

The last element of the model covers what authors call the filtered buying behaviours, a set of
expectations and motives revised by the filters we discussed above.

Marketing Implication:

Knowing and understanding the FFF model is not enough; you should act on it when designing
your store. Here are the key takeaways you should remember:

• Understand that your customers have different motives that affect their buying decision.
•  Overcome customers' filtering elements:

•  Show your personality and present the real person behind the online store.
•  Develop a solid content marketing plan to position yourself as an expert in yOur niche.
•  Lastly, get known for insanely great customer service you provide.

Impact of Globalization in Consumer Market
Globalization can be defin^ differently' from various perspectives. Globalisation is the

intensification of worldwide social relations which link distant localities in such a way that local
happenings are shaped events occurring many miles away and vice versa. It comprises of all
forbes which are turning the world into a'global village, compressing distance, homogenizing
c^thre', accelerating mobility 'and reducing the relevance of political borders. Globalization is
very often used to refer to economic globalization, which is integration of national economies into
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the international economy through trade, foreign direct investment, capital flows, migration, and
spread of technology.

The challenge for Asia is not how to manage the present concept of globalization but to make it
work and to benefit from it. The challenge for Asia is to influence the thinking on globalization,
to reshape it, to reduce the chances of it going awry and in the process destroying economies and
countries.

Westernization: Westernization is a process whereby non-westem societies come under the
influence of Western culture in such matters as industry, technology, law, politics, economics,
lifestyle, diet, language, alphabet, religion or values. Since the western countries always is the
dominant country in the world, so, the western countries always influent the non-westem
societies. Westernization has been a pervasive and accelerating influence across the world in the
last few centuries. It is usually a two sided process which westem influences and interests
themselves are joined by a wish of at least parts of the affected society to change to towards a
more westernized society.

Westernization can also be related to the process of acculturation. Acculturation refers to the
changes that occur within a society or culture when two different groups come into direct
continuous contact..

The Impacts of Globalization to the Consumer Culture — Consumer culture is a culture in which
the attainment of ownership and possession of goods and services is presented as the primary aim
of individual endeavors and the key source of social status aiid prestige, consumer culture' - a
culture where what we consume, and the way in which we consume goods and services provided
in economic markets has come to represent our identities, mediate our interactions with others and
even shape our politics. Globalization's effects on the way people live, play, and leam is difficult
to measure but readily apparent in almost all societies across the globe. The homogenization of
consumer culture in place of diversity is another of the major impacts of the globalization process
This is going to become more universal because of the development of Information Technology
(IT). There are some of the examples of how the globalization changes and effect local consumer
culture:

•  Spreading of multiculturalism, and better individual access to cultural diversity (e g
through the export of Hollywood and Bollywood movies). However, the imported culture
can easily supplant the local culture, causing reduction in diversity through hybridization
or even assimilation. The most prominent form of this is Westernization, but Sensitization
of cultures has taken place over most of Asia for many centuries

• Greater international travel and tourism

• Greater immigration, including illegal immigration.

•  Spread of local consumer products (e.g. food) to other countries (often adapted to
their-iculture)

• World-wide fads and pop culture such as Pokemon, Sudoku, Numa Numa , Origami
Idol-i series, YouTube, Orkut, Facebook and Myspace.

•  Worldwide sporting events such as FEFA World Cup and the Olympic Games.
•  Formation or development of a set of universal values.
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Unit-15

CONSUMER RESEARCH

Market Research and Consumer Behaviour

Consumers are different and heterogeneous. However, like-minded clusters of customers do exist;

they are homogenous within such clusters and heterogeneous outside; these are referred to as
segments. Marketers identify segments and target one or few of these segments, and thereby
fulfill the qualifications of the marketing concept; first, marketers identify customer needs and
wants; and then, deliver product and service offerings so as to satisfy the customers more

efficiently and effectively than the competitor s. In order to understand and predict consumption
patterns and behaviours within segment (s), market research becomes essential.

Stud^'to understaid
Consumption

patterns and
behavior

Marteting

conceot

Market research | ^

Market research may be defined as: - an organized effort to gather information about the market

and the customers.

MR is defined as Systematic collection, analysis and interpretation of data related to the market

and the surrounding environment.

The environment surrounding a Company may be grouped as the "micro-environment" and the

"macro environment". The micro-environment comprises forces in the environment that is close

to the company and affects the company directly; for example, the company's internal
environment, the founder/leader and his vision and mission, the customers, competitors, suppliers,

and channel intermediaries. The macro- environment on the other hand, comprises forces in the

environment that first affect the micro environment and through that they affect the company; in

other words they affect the company indirectly; examples are the demographic factors, socio

economic factors, political factors, technological factors, cultural factors, natural factors etc. The

forces in the macro environment affect all the companies operating in a same industry in a similar

manner.

The micro-environment is studied in terms of strengths (S) and weaknesses (W), while the macro-
environment is studied in terms of opportunities (O) and threats (T). The analysis of both of these

put together comprises the SWOT analysis.
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Relationship between Marketing Research and Consumer Research

Objective

Market Research

To study the marketing
environment and the customers who
are a part of it.

Scope

End result

1. To establish trends, and
identify opportunities and threats
in the environment

2. To study the market and
forecast potential
3. To predict buying patterns

based on modehng and
simulation

Consumer Research

To study consumers as
individuals or as groups

Customer connect with company -
Individual marketing and
customization

To understand consumption
behaviour and consumption
pattern.

-Customer

cormect with Company -
Individual marketing and
customization

Approaches to Consumer Behaviour Research:
Broadly speaking there are two approaches towards consumer behaviour research. These are (a)
Traditional approach (b) Current approach. These can be further divided into sub approaches
Traditional approach: This is further divided into two approaches, Positivist and Interpretivist. '
i) Positivist approach :

This approach also cferred to as "moJcmism", is the earliest approach to studying consumer
behaviour and treats the study as an applied science; the paradigm lays emphasis on science as a
means of explaining behaviour. It lays emphasis on the causes of consumer behaviour and as per
Its proponents; these causes are directly related to effects. Thus, it treats consumers as "rational-
human beings, who make purchase decisions after collecting information and weighine all
atematives. The process of consumer decision making is looked upon as one of "rationality."
Rational decision is making and problem solving" is the key.
The approach is based on certain assumptions viz.,
'  Actions bsscd on 0311^^ 1 1 •

.. ^ can be generalized; they can beobjectively measured and empirically tested*
.  a .artaerwarcher could ideuUfy d,c .asous behind co„sun.pdon behaviour; he would

be able topred.C «; ̂ d .f .hey could predic. co„sun.er behaviour, drey could influence it
The focus hes on predict,on of consumer behaviour. The methodology is essentially
quantitative, with techniques including surveys, obsetvaUons, and, experiments. It aims at
drawing conclusions on large samples.
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i) Interpretivistapproach:

This approach is also referred to as "post-modernism or experientialist." Gradually there was a
shift in the approach towards the study of consumer behaviour and the positivist approach gave
way to a new approach that came to be called post-modernism. The approach lays emphasis on
understanding the customer better. It treats consumer decision making process as one which is
"subjective." Thus while the approach is essentially subjective, the researchers following this
approach try to identify common patterns.

This approach is also based on certain assumptions viz.:
a. Consumer actions are unique and different both, between two consumers, and/or within

the same consumer at different times and situations.

b. A cause and effect relationship cannot be generalized; consumption patterns and
behaviours are unique; these are unpredictable.

c. They cannot be objectively measured, empirically tested and generalized.
d. The focus lies on the act of consumption rather than the act of purchase. The methodology

is essentially qualitative, with techniques including in depth interviews, focus group
techniques, and projective techniques. It aims at drawing conclusions on small samples.

(b) Current approach: 'Dialectical': The term 'dialectics' considers all forms of human
behaviour; thus the current approach to the study of consumer behaviour research is broader in
scope. This is further divided into four approaches. Materialism, Change, Totality and
Contradiction.

i) Materialism:

This approach implies that consumer behaviour is shaped by the 'material environment e.g.
money, possessions etc.

ii) Change:

Consumer behaviour is 'dynamie' in nature; it is always in a process of continuous motion,
transformation and change.

iii) Totality:
Consumption behaviour is 'interconnected' with other forms of human behaviour, like personal
self and the surrounding environment.
iv) Contradiction:
Views changes in consumer behaviour as arising from their intemal contradictions, like moods,
emotions etc. The approach studies the consumer as a complex total whole and views consumer
purchase as well as consumption processes. The current approach to studying Consumer
Behaviour uses both the quantitative as well as qualitative approaches.
Research Perspectives on Consumer Behaviour:
There are three broad research perspectives in consumer behaviour. They are as follows: the
Decision-Making perspective, the experiential perspective, and Behavioural-Influence
perspective.

1 The Decision-Making Perspective: According to the decision making perspective, the buying
rocess is a sequential in nature, with the consumer perceiving that there exists a problem and
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then moving across a series of logical and rational steps to solve the problem; stages being
problem recognkion, information search, evaluation of alternatives, purchase decision, and post
purchase behaviour. This perspective emphasizes the rational, logical and cognitive approach to
consumer decision making and purchase process.
2. The Expeneiitial Perspective; The experiential perspective believes that not all buying may
be rational and logical; in some cases, buying results from a consumers' desire for fim and
fantasy, hedonic pleasures, emotions and moods. The perspective emphasizes that consumers are
"feelers" as ̂vell as thinlcers.

3. The Behavioural Influence Perspective; This perspective holds that forces in the
environment stimulate a consumer to make purchases without developing beliefs and attitudes
about the product.

Research Paradigms in Consumer Behaviour:
TTie research paradigm in the study of consumer behaviour focuses on two approaches
viz.,Quantitative research, used by the positivists and. Qualitative research: used by the
mterpretivists. The positivists and interpretivists as two schools of thought have already
discussed. The current approach or the 'dialectic' approach to studying Consumer Behaviour
makes use both the approaches.
a) Quantitative Research in Consumer Behaviour:
As the name suggests, the approach makes application of quantitative research techniques to the
study of Consumer Behaviour. It comprises (i) research techniques that are used to gath ̂
quantitative data over large samples randomly, and (ii) statistical tools and techniques, incl^ "
of survey techniques, observation and experiments. This type of research is descrintive"^^^!
empmcal in nature. It is primarily used by the positivists while studying consumer beh " ̂
with a focus on prediction of consumer behaviour. The findings can be generalized t
situations. As mentioned above, the quantitative techniques are also used by "dialectics""^^

b) Qualitative Research in Consumer Behaviour:
This approach makes application of qualitative research techniques to the study
Behaviour. It comprises (i) research techniques that are used to gather qualitative d ̂
samples randomly and, (ii) non-statistical tools and techniques, inclusive of^rf
focus group, projective techniques and even observation. The type of study is^sub^^^^ '^^^^^views,
empirical in nature. It lays emphasis on the holistic "what, where, when wh ̂
behaviour". The focus is on understanding consumption behaviour and consu '
objective is to gain an understanding of consumer behaviour and the Patterns: The
govern such behaviour. The approach assumes that all marketing situations""
the findings cannot be generalized to marketing situations. This approach ̂
interpretivists while studying consumer behaviour. However, as me f used by the
techniques are also used by "dialectics". ^ above, the QualitaH^,*.
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c) Combining the two approaches:

Now a day, the two approaches are used in combination to study consumer behaviour. Qualitative
research is very often a prelude to quantitative research; the findings from qualitative research are
used to prepare scales for surveys and experiments.

(A) Consumer researchers today use two different types of RM to study CB
(i) Quantitative Research: It is also known as positivism — researchers are known as

positivist. The research methods used in positivist research are borrowed primarily
from the natural sciences and consist of experiments, survey techniques and
observation. The findings are descriptive, empirical and, if collected randomly
(using a probability sample) can be generalized to larger population.

(ii) Qualitative Research: It is also laiown as interpretivism. Researchers are also
known as interpretivists. Among the RM they use are depth interviews, projective
techniques, and other methods borrowed from cultural anthropology. Broadly
speaking, the findings of quahtative research cannot be generalized to large
population.

Marketers have discovered tliat tiiese two research paradigms are really complementary in nature.
The prediction made possible by positivist research together produce a richer and more robust
profile of consumer behaviour than either research approach used alone.
(B) The consumer research process:

(i) Developing research objectives:

A carefully thought out statement of objectives helps to define the type and level of information
needed. Is it to find out consumer attitudes about online shopping? To determine what percentage

of households e-mail?

(ii) Collecting Secondary Data:

There are two sources of information: internal sources and external sources.

a. Internal sources: P&L statement, balance sheets, sales figure, and prior research report.

b. External sources: Govemment publication, periodicals and books & commercial data.
(iii) Designing primary research:

Quantitative research designs: Three Basic RD used here are

a Observational Research:

OR is an important method of consumer research because marketers recogmze that the best way
to gain an in-depth understanding of the relationship between people & product is by watching
them in the process of buying and using products. Many large corporations and advertising
agencies used trained researchers/observers to watch note & sometimes videotape consumr ■ in
stores, malls or their own homes.

Mechanical observation like security cameras in ATM countet to observe problems custi ic may
have in using ATMs,

b. Experimentation:

The best example is shopping mall; we can judge the consumers inside about how long
respondents spend in looking at the product, the time spent in examining each side of the
package, the products purchased, and the order of the purchases.
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c. Surveys:

If researchers wish to ask consumers about their purchase preferences and consumption

experiences they can do so in person, by mail, by telephone or online through questionnaire.
Qualitative RD & Data Collection Method:

1. Depth Interview:

It is a lengthy (generally 30mnts to an hour) non-structured interview between a respondent and a
highly trained interview between a respondent and a highly trained interviewer. Respondents are
encourages to talk freely about their activities, attitudes and interest to the product category or
brand under study.

2. Focus Group:

Consists of 8 to 10 respondents who meet with a moderator-analyst for a group discussion
"focussed" on a particular product or product category. Respondents are encouraged to discuss
their interests, attitudes, reactions, motives, life styles, feelings about the product or product
category, usage experience and so forth.

Hi

3. Projective Techniques:

Designed to tap the underlying motives of individuals. They consist of a variety of disguised tests
that contain ambiguous stimuli, such as in complete sentences, untitled pictures or cartoons, work
association test.

a  Thematic Apperception Test (TAT): respondents are shown pictures or cartoons
concerning the product or the topic under study and asked to describe what is

1, happening m the picture. It is believed that respondents will actually reveal their
0-, own motivations, attitudes, personalities and feelings about the situations.
,  b. Word Association Testi This is a relatively old and simple technique.
,, Respondents are read a senes of words or phrases, one at a time and asked to

answer qutekly w.th the first word that comes into mind after hearing each one By
responding m rapid succession, it is assumed that they indicate what they associate
most closely with the word or phrase spoken and reveal their true feelings

c. Sentence Completion Test; The interviewer reads the beginning of a'sentence
and the respondent is required to finish it. This technique is beUeved to be useflil

,j. 111 uncovenng the images consumers have about products and stores Th
informi:ion collected can be used to develop promotional campaigns ^

U: d. The Third Person Technique: The interviewer asks the respondent to describe a
third person. For this, respondents are presented with some information about the
person. It is believed that when they describe a neighbour or a third person the^
usually respond without hesitation and in doing so thev

'  . , . . . CP > vvj cApress theur own-j attitudes or motives as they infer the attitudes or motives of someone else
(iv) Sampling & data collection:

There are mainly two types of sampling such as Probability samplin and
probability sampling. ^ Non-

11'
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(v) Data analysis and reporting research findings:
In qualitative research, the moderator or test administrator usually analyses the responses
received. In quantitative research, the researcher supervises the analysis.

(vi)Report Preparation:

In both qualitative & quantitative research, the research report includes a brief executive
summary of the findings. Depending on the assignment from marketing management, the
research report may or may not include recommendations for marketing action.
The body of the report includes a full description of the methodology used and for quantitative
research, also includes tables and graphics to support the findings. A sample of the questionnaire
is usually included in the appendix to enable management to evaluate the objectivity of the
findings.

Motivational Research

Motivational research seeks to discover and comprehend what consumers do not fully understand
about themselves. Implicitly, motivational research assumes the existence of underlying of
unconscious motives that influence consumer behavior. Motivational research attempts to identify
forces and influences that consumers may not be aware of (e.g., cultural factors, sociological
forces). Typically, these unconscious motives (or beyond-awareness reasons) are intertwined with
and complicated by conscious motives, cultural biases, economic variables, and fashion trends
(broadly defined). Motivational research attempts to sift through all of these influences and
factors to unravel the mystery of consumer behavior as it relates to a specific product or service,
so that the marketer better understands the target audience and how to influence that audience.
Motivational research is most valuable when powerful underlying motives are suspected of

exerting influence upon consumer behavior. Products and services that relate, or might relate, to
attraction of the opposite sex, to personal adornment, to status or self-esteem, to power, to death,
to fears, or to social taboos are all likely candidates for motivational research. For example, why
do women tend to increase their expenditures on clothing and personal adornment products as
they approach the age of 50 to 55? The reasons relate to the loss of youth s beauty and the loss of
fertility, and to related fears of losing their husbands' love. It is also a time of life when
discretionary incomes are rising (the children are leaving the nest). Other motives are at work as
well (women are complicated creatures), but a standard marketing research survey would never
reveal these motives, because most women are not really aware of why their interest in expensive
adornments increases at this particular point in their lives.

Even benign, or low-involvement, product categories can often benefit from the insights provided
by motivational research. Typically, in low-involyement product categories, perception variables
and cultural influences are most important. Our culture is a system of rules and regulations that
simplify and optimize our existence. Cultural rules govern how we squeeze a tube of toothpaste,
how we open packages, how we use a bath towel, who does what work, etc. Most of us are
relatively unaware of these cultural rules. Understanding how these cultural rules influence a
particular product can be extremely valuable information for the marketer.
The Major Techniques

The three major motivational research techniques are observation, focus groups, and depth
interviews.
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1. Observation

2. Tbe Focus Group

3. The Depth Interview

(Meaning of the above techniques already explained in fonner part of this unit)
Customer Satisfaction Surveys
Customer satisfaction (often abbreviated as CSAT, more conectty CSat) is a term frequently used
m markeung. It is a measure of how products and services supplied by a company meet or surpass
customer expectation. Customer satisfaction is defined as "the number of customers or
percentage of total customers, whose reported experience with a firm, its products, or its serjices
(ratings) exceeds specified satisfaction goals."
Most companies lose 45% to 50% of their customers every five years, and winning new
eusmmers can be up to 20 Umes more expensive than retaimng existing customers. Moreover just
a 5% reduc ion in the customer defection rate can increase profits by 25% to 85%, depending on

industiy^ Given these claims, it is imperative that customers know what makes buyers and
specifiers choose one supplier rather than anntti«r c .

,  another. So consumer satisfaction must be ensured bvevery compames and sellers for their bare • .u , v ^
•  u t ■ r existence in the market. It seems self evident thatcompames should try to satisfy their custompr« Q.f i- j

they tell other people about their experiences and mfv ""'T' "
of doing business with a supplier they tnist SmH f T 7
of keeping a customer is only one tenth'of the cost
customer, we should hang on to them. ™ »
Ciistoiii0F sstisfsction rcscflrrln ic tiio* «« x- i

perceptions with their shopping research which focuses on customers'
understanding what their customs th T k""' ^^^--^ed inS  bought about their shopping or purchase Pxnprj
findmg new customers is generallv mnrp ̂  o a , rcnase expenence, becausegenerally more costly and difficult than servicing eyisrirarv
customers. vicing existmg or repeat

Types of research

Descriptive or documentary research
Many customer_satisfaction studies are intentionally or unintentionally onlv "He • f •
nature because thev simnlv rv.vv -a c • • ^"""nauy only descnptive" inP y provide a snapshot in time of customer attitudf"<i if fv.
instrument is administerpH tr. ̂  r . • atutudes. If the studyauiiumsiered to groups of customers penodically then a •
customer.satisfacuon through Ume can be developed (this is a type of "tracking" stud^)
Inferential or models-based research ^
Beyond documentary types of work are studies that attempt to provide an undprct vi-
customers have the perceptions they do and what may be done to change those ne
models-based studies also provide snapshots of customer attitudes the results of
more powerful because they present the fiim with recommendations on W o "
«.isfac.i„„. Pvequemly, fi.ese smdies also provide fmms wi^a^rrza^;:: ~
recommended actions. Inferential_studies can also be conducted as tracking h" « ̂  ̂ ^ous
done, the firm can gain insight into how the drivers of customer saf f ̂
addition to documenting the levels and areas of customer satisfaction. ' '^hanging

IS

in
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Methods

Both quantitative studies and qualitative studies are critical to understanding customer
satisfaction.

a. Quantitative Research Studies
b. Qualitative Research Studies

Importance of Customer Satisfaction
A market trader has a continuous finger on the pulse of customer satisfaction. Direct contact with
customers indicates what he is doing right or where he is going wrong. Such informal feedback is
valuable in any company but hard to formalize and control in anything much larger than a comer
shop For this reason surveys are necessary to measure and track customer satisfaction.
Developing a customer satisfaction programme is not just about carrying out a customer service
survey. Surveys provide the reading that shows where attention is required but in many respects,
this is the easy part. Very often, major long lasting improvements need a fundamental
transformation in the company, probably involving trai.ning of the staff, possibly mvoNing
cultural change. The result should be financially beneficial with less customer chum, higher
market shares, premium prices, stronger brands and reputation, and happier staff. However, there
is a price to pay for these improvements. Costs will be incurred in the market research survey.
Time will be spent working out an action plan. Training may well be required to improve the
customer service. The implications of customer satisfaction surveys go far beyond the survey
itself and will only be successful if fully supported by the echelons of senior management.
There are six parts to any customer satisfaction research programme;

1. Who should be interviewed?

2. What should be measured?

3. How should the interview be carried out?

4. How should satisfaction be measured?

f',. What do the measurements mean?

6. How to use customer satisfaction surveys to greatest effect?
What Should Be Measured ,

In customer satisfaction research we seek the views of respondents on a variety of issues that will
show how the company is performing and how it can improve. This understanding is obtained at a
high level ("how satisfied are you the EXO Ltd overall?") and at a very specific level ("how
satisfied are you with the clarity of invoices?").

High level issues are included in most customer satisfaction surveys and they could be captured
by questions such as:
• What is your overall satisfaction with EXO Ltd?
•  How likely or unlikely are you to buy from EXO Ltd again?
•  How likely or unlikely would you be to recommend EXO Ltd to a fiiend or colleague?

It is at the more specific level of questioning that things become more difficult. Some issues are
/obvious importance and every supplier is expected to perform to a minimum acceptable level
°  them These are the hygiene factors. If a company fails on any of these issues they would
nuickly lose market share or go out of business. An airline must offer safety but the level of in
flight service is a variable. These variables such as in-flight service are often the issues that
differentiate companies and create the satisfaction or dissatisfaction.
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Working out what questions to ask at a detailed level means seeing the world from the customers'
points of view. What do they consider important? These factors or attributes will differ from
company to company and there could be a long list. They could include the following;

The product

Delivery

Staff and service

The company

Price

Quality of the product

Length of life of the product
Design of the product

Consistency of quahty
Range of products

Processihility of the product

Delivery on time

Speed of delivery

Courtesy from sales staff

Representative's availability
Representative's knowledge
Reliability of returning calls
Friendliness of the sales staff

Complaint resolution

Responsiveness to enquiries
After sales service

Technical service

Reputation of the company

Ease of doing business

Invoice clarity

Invoices on time

Market price

Total cost of use

Value for money

The hst IS not exhaustive by any means. There is no mention above of environrn^^^^^
literature, frequency of representatives' calls or packaging. Even though the attributes^^^^^^'
specific, it is not entirely clear what is meant by "product quality" or "ease of do^^
Cryptic labels that summaries specific issues have to be carefully chosen for oth
impossible to interpret the results. ^nvise it will be
Consumer Satisfaction Survey and Types
The tool kit for measuring customer satisfaction boils down to three o t"
advantages and disadvantages. The tools are not mutually exclusive ̂
element could be used in a face to face interview. So too a postal questi ^ ̂  ̂ ^^^"^ompletion
by a telephone interview that is used to collect data and seek co-operatir?^'^^ Preceded
element. " ®^^f-completion
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lAdvantagesTools

Postal

surveys

research)

Disadvantages

Face

face

interviews

Telephone
interviews

Easy for a DIY
researcher to

administer

Low cost

Respondents can
complete in c
time to suit them

Easy to complete
scalar questions
Visual

explanations can
be provided

llTvnical Applicatio^
Wh

Ability to build
rapport and bold
the respondent
longer
Queries can be
answered

Show cards can

be used

Good response to
open ended
questions
Can ask
respondent to
self complete
tedious scalar
response

•  Low cost

•  High control of
interviewer

standards

•  High control of
sample

•  Easy to ask for
ratings using
simple scales

.  Quick turnaround
of fieldwork

Low response rates
Poor response to openi
ended questions
Misunderstanding of
questions can not be
rectified by an
interviewer

Attracts response from!
complainers or tbej
very satisfied

Expensive for
geographically
dispersed population
Takes longer to carry

out the fieldwork
because of the
logistics

•  Tedious

respondents when
there are dozens of
attributes to rate

•  Some consumers are

bard to access by
phone

•  Cannot show
explanatory visuals

ere there is a
strong relationship
with the subject (eg
new car and new
home buyer
surveys)
Where there is a
strong relationship
with the company

(key supplier
surveys, employee
attitude surveys)
Where people feel
obliged to fill it in
(eg utilities
research)

For key customers
Where customers

are tightly grouped
geographically
Where the subject is
complicated
lengthy

or

Used widely in all
types of business to
business surveys

is to improve customer satisfach^and yet so often
The purpose Worse than that, customers have generously given their time to assist

Behaviour

145



School of Distance Education

that p.aee Tie;
expeclanons mil have been raised. The process of collecting the data seems easier than taki
action to improve satisfaction levels. ®

In any custotner satisfaction survey there will be quick fixes - actions that can be taken tod
tomotrow that wiU have immediate effect These could be quite specific such as
Changes to the invoicing, or a hot-line for technical infotuLon. It 0 1:1™':
Changes may well he required to improvecustomer satisfaction,andthatis more diff!!, "
A five-step ptocess can be used to make these longer-term improvements.

.,1 ' '

' ,t . ft

tm

3
O vd

■  .3 COstep process
to make iGnQer-ternrr

improvements

CL5i=l ct>

mW'
Si, <

..r

.1.

Step 1: Spot the gap

Look at customer satisfaction data to see where there are low absolm
scores relative to the competition ® and loxv

.  Paypartieular attention to those issues that are important to customers. Assume the scores are correct unless there is irrefutable evidence to th -
remember, perceptions are reality contrary - and

Step 2: Cha'' ge and redefine the segmentation
• Ho . ..a satisfaction scores vary across different types of customer?
. ̂csegmeutscorrectlydeftoedinthelightofthecustomersatisfactioufiuqi^, '
. How could a change m segmentation ditect the offer more effectivelv o f

higher levels of satisfaction? ^ ^ achieve '

f

/ i'fej

.'•1
>,V?
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' • ■ I -.

step 3: ChaUenge and redefine the customer value propositions ,rvPtisnot
.  Are customer satisfaction scores low because the customer value propostUon (CVP)

being communicated effectively to the market? „ u„lv
.  Are customer satisfaction scores low because the CVP is not betng effecnvel,

.  bteCW right for the segment? How could a change in CVP achieve a higher customer
satisfaction index (CSI)?

Step 4: Create an action plan
Describe the problem

Think through the issues that need to be addressed and list them out
Identify the root cause of the problems
Identify any barriers that could stop the improvement taking place
Set measurable targets
Allocated resources (usually money and people)
Assign people and time scales to the tasks
Measure and review progress

5. Measure and review

How has the customer satisfacUon iudex (CSI) moved?

in the plan, taken place? Has it been enough? Has it had

aviioVi time to work?

the steps - spot the gap, challenge the segmentation and CVP, more action
' ̂ ■ sues that affect customer satisfaction span functional boundaries and soMany of ^ establish cross-functional teams to develop and implement action plans. One

organizations must es involvement by different groups of employees is to involve
of the best ways of achie
them in the whole process.

Service "fitness for use" in user-based approach and "conformance to requirements
Quality is defined as ^ opinion of Garvin, there are five main approaches that
in manufacturing-based app,  jpfinition of quality-
identify the d philosophy;
(1) The iranscen economics;
(2) The product- ase economics, marketing, and operations management; and, user-based appro^

thtanufactunng-based

Ste

(3) The user

(4) The manutaciu....u „^hon management.(5) value-based approac means "innate excellence." It is a mark of
According to the y . ̂ehievement, universally recognizable, and recognized only
„nco»pto.»i-»i toduct-based annroach, quality is viewed as "a precise and measurable
through expai^ P
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variable and differences m quality reflect differences in the quantity of some ingredient or
attribute so higher quality can only be obtained at higher cost. In user-based approach, quality is
compared with the satisfacUon. TTie highest quality means the best satisfaction of consumets'
preferences. In mannfaeturing-based approach, quality is defined as "maldng it right the first
time^ I. IS supply based and coneemed with engineering and manufacuiring practice. In value-
ased approach, quality ,s defined m tetms of cost and price. It is perceived as a function of price
here are some major differences between services and goods. The nature of services is intangible

whereas goods are tangible. Since services are intangible, measurement of service quality can be
more complicated. Service quality measures how much the service delivered meets the customers'
expectations. In order to measure the quality of intangible services, researchers generally use the
term perceived service quality. Perceived service quality is a result of the comparison of
perceptions about service dehvery process and actual outcome ofservice.it was found that service
quality percepnons m service encounter stage affects consumers more than product quality. Also
increasing competition in the markets has led many companies to consider quality as a strategic'
too. ervice quality has been becoming more important and service providers should improve

eir seivice quality to gain sustainable competitive advantage, customer satisfaction, and
customer oyally. The techniques of measuring service quality and the dimensions of service
qu ity ave become a major area in the marketing literature during the past few decades because
of the reasons above. uceause

Service Quality Models
Sasser defined the factors that raise the level of service nnalitxr c u
attitude, completeness, condition, availability, and training of se
physical quality. duality, and corporate puality also affeae"
Popular service quality models are: service quality level.

1. SERVQUAL

2. SERVPERF

1. SERVQUAL

me SERVQUAL service quality model was developed by a group of A •
Parasuraman, Valarie A. Zenithal and Len Berry in 1988 itl! u ^^encan authors, 'Parasu'
high quality service. The SERVQUAL authors' originallv ide^^r 'components of
quality, but in later work, these were collapsed into five factors
empathy and responsiveness - ti:at create the acronym RATER ' ^ tangibles.
Businesses using SERVQUAL o measure and manage service qualitv He r
measures both the customer expectations of service qualitv in te ^ questionnaire that
their perceptions of the service they receive. When custom'er ^ve dimensions, and
perceptions of received delivery, service quality is deemed low greater than their
In addition to being a measurement model, SERVQUAL i
SERVQUAL authors identified five Gaps that may cause cim ^ '"^^g^ment model. The
quality. experience poor service
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""'"'P""" °' expectation and customer Expected
ServiceManagement does not understand what guests expect. , ,i ,.
Ip 2: between management Pe.cepaoa of .ustomer expectanote ,..,rv.
Ml"is not wiUing or able to put the systems or finance in place to match or exceed
customer quality specification and service delivery

TOs 1 mly ™ se through service personnel being poorly trained, incapable or unwilling to meet
.  Deficiencies m numau ic,o t-

role conflict, improper evaluation and compensation system
.  Ineffective internal marketing
.  Failure to match demand and supplyL^ck of proper customer educauon and traimng _
.  LacKo V xgjjYery and external commumcation

Gap 4: between serv influenced by statements made by company representatives and
Consumer expectations assumed expectations are not fulfilled at the time of
advertisements. example, the hospital printed on the brochure may have clean and
delivery of the service. poorly maintained, in which case the patients
furnished rooms, but^m ^g^^gpancy between actual service and the promised one may
^''Pe^'fo"' reasons;
occur due to . . „ in external communication campaign

•  „jfonn according to specificauons
•  „.ected service and experienced service

Gap 5: bet«e"> exp misinterprets the service quality. For example, a physician
This gap aria« when as an

indication that so

Determinants influence the appearance of a gap are:

The ten determinant ^he required skills and knowledge to perform the service.
I  Compete"^® competence in the knowledge and skill of contact persorme ,

For exampl®' operational support personnel and research capabilities of the
laiowledge an
organization. iteration for the customer's property and a clean and neat appearance

hmanifesfing as politeness, respect, and friendliness,
of contact p6rso"in , bus,worthiness, belief and honesty. It involves having
credibility at prime position. It may be influenced by company name,
the customers e , Biepeisonal iharacteristics of the contact personnel.
company tnP"""'"" to fi ri free from danger, risk or doubt including physical

""

kno

2.

^ Crei
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torJd office ope.a.io„

s ~ r~i:rr-L~'—f—-
the way any problems are effecBvely managed

n^r" onstomer. indtvidna.

physical facilMes, tools and equipment used to pr;vHe~ on Tr''
personnel and communication materials and the presence of othe !' ^PP'^ce of
facility. ""cPccccoccf other customers in the service

9. Reliability is the abiUty to perform the promised service in a denend.bi a
tnamter. The service is performed cortectly on dte ftrst occasion thT~
records are up to date and schedules are kept. ' correct,

10. Responsiveness is the readiness and willingness of employees to he1
providing prompt timely services, for example, mailing a transaction sh^
settmg up appointments quickly. immediately or

^^^ly 1990S, the authors had rebned the model to five factots that enable the acronym
1. ReliabiUty the ability to petform the ptomised service dependably and accumte,
2. Assurance: the knowledge and courtesy of employees and their a^fc r ''

confidence abihty to convey trust and
3. "T^gibles: the appearance of physical faciliUes, equipment oersonnf.1 ,4

materials ^ ̂  ' communication
4. Empathy: the provision of caring, individualized attention to customers
5. Responsiveness: the willingness to help customers and to provide promm s •

The stmphfled RATER model allows customer service experienL m hrT

SERVQUAL as a measnrmg tool "appears to remain the most complete attem ,,
and measure serv.ce quality". The SERVQUAL measuring toof has "^'^""""'^Pn'tUize
researchers to examine numerous service industries such as healt^cal a T
services, and education neaimcare, banking, financial

2. SERVPERF

Service quahty can also be measured by the nprfnrrr, l c
researchers Cronin and Taylor quesUoned the conceptualT^is oTthe^SE^n"^
confusmg with 'service saUsfaction', thus they opined that t c it
expectation) of SERVQUAL to be discarded and instead 'P' ("-nsumers
Company or service provider) must be used. Because 'P' is definable aTd m""' °f

Measurable component.
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The proposal what is referred as SERVPERF Scale. Actually it is the variant of former modelwhich shows that higher the perceived performance, higher the service quaUty.

SERVPERF is a performance-only model for measuring service qu ty wi empmc
studies in banking, pest control, dry cleaning, and fast food sectors. It
measures, and It can explain more of the variation in serv.ce
SERVQUAL had a good fit in banking and fast food sectors whereas SERWEW had rm
exceUent fit in all four industries-banking, pest control, dry cleaning, and fast food. Later it s
aophcations extended to other important sector such as spectator sports, entertainment, health
Te long-distance carrier etc.. Empirical studies evaluating validity, rehabihty, imd
Lthodological soundness of service quality scales clearly point to the supenonty of the
SERWERF scale.
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